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Purpose of Square Dance NATION: 
 
SDN is an independent grassroots movement to motivate a collective action and generate 
positive and ongoing new dancer growth for square dancing. Our committee will look to 
encourage all square dance stakeholders (Callers, Dancers, Associations) to contribute by taking 
responsibility and action for the well-being of this incredible activity.  SDN activities will be 
consistent in focus and our initiatives will stay on plan to bring substantial attention to the dire 
state of square dancing and motivate mass participation to generate substantial new dancer 
growth and a sustainable future for square dancing. 
 
The best we can do as SDN, is to provide dedicated efforts, leadership, vision, guidance, educational 
resources, and ongoing encouragement to all stakeholders in hopes we will ALL take the ONE initiative 
seriously and proactively address our declining square dance population by collectively adding new dancer 
participants.   
 
Purpose of the Committee: 
 
The sole purpose of the committee is to design and lead the implementation of a comprehensive 
marketing outreach program comprising of varying initiatives that will cultivate positive square 
dance public perception and awareness across our regional states and substantially grow the 
number of active square dancers.  
 
Committee Mission Statement: 
 
SDN has formed a committee made up of passionate square-dancing stakeholders and the 
mission is to support square dancers and their clubs by recruiting and adding new dancers and 
participating and encouraging participation of square dancing while continually promoting 
positive public imaging and the value proposition of square dancing. 
 

Committee Vision Statement: 
 
The vision of this SDN committee is to see an established sustainable future of square dancing 
across our regional states so all current and forthcoming active dancers may participate in 
multiple and routine square dance activities for decades to come. Serving as a catalyst while 
encouraging and accelerating the collaboration and optimal collective efforts of the critical 
elements of square dancing (callers, clubs, dancers, associations) toward accomplishing this 
greater goal.  
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Committee Members: 
 
TBD 
 
Marketing Outreach and New Dancer Growth Planning Overview: 

 
As the CALLERLAB Marketing Manual details: Albert Einstein once said, “A well-defined problem is half 
the solution.” The major objective of this committee is to define and illustrate our regionalized problem(s) 
and implement a substantial and ongoing square dance marketing out-reach campaign that utilizes a 
multi-faceted recruitment and promotions focus to improve the current situation. Below are defined 
regionalized problems we currently face (*similar/like problems to the rest of the country which are listed 
in the CALLERLAB marketing manual):  
 

 Aging callers and dancers. 
 Average age of regional dancers is estimated to be late 70’s and trending upward. 
 Declining dancer population and dance participation due to death and health related reasons. 
 Clubs are small and, for the most part, getting smaller. 
 Limited lessons being offered, just a couple of clubs and callers offering routine lessons.  
 Very small number of new dancers participating in lessons when lessons do take place. 
 Majority of stakeholders (callers, dancers and square-dancing associations) have not been 

involved with activities toward improving new dancer growth or demonstrated a sense of urgency 
relative to the critical state of square dancing. 

 Negative square dance public image and perception. 
 Square dance stakeholder (callers, dancers and square-dancing associations) traditional attitudes 

have remained unchanged for decades and require immediate improvement. The days of “that’s 
how we have always done it” should cease and any reference to the past regarding “Ten 
Commandments for Square Dancers” or “Proper Square Dance Attire” need to be struck from any 
publicized material.  

 
Candidly, the answer to the majority of these issues and solving critical problems is an across-the-board 
stakeholder committed involvement and significant and successful new dancer growth. The new dancer 
growth strategy will include a current state snapshot, involve extensive public image improvement and 
positive promotion messaging and tactics, our target market with a committee generated recruitment 
campaign and outreach focus, the ONE initiative which will encompass an “all-hands-on-deck” approach 
to a solid stakeholder collective growth effort, and effective stakeholder coordination relative to lessons 
and new recruits.   
 
The committee’s marketing initiatives will provide stakeholders (callers, dancers and square-dancing 
associations) the opportunity to be a part of a serious state-wide focus to solve these defined problems 
and preserve the well-being and sustainability of local square dancing for decades to come.   
 

The following will detail the Square-Dancing Marketing Outreach and New Dancer Growth planning and 
will include specifics around the new dancer growth strategy as well as funding requirements and ongoing 
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fund-raising planning ideas to maintain resources and a constant focus in order to build on any positive 
momentum.   
 
Estimated Current State of Square Dancers in the USA: 
 
Looking at the below data, in 1976 there were nearly 450,000 square dancers. Thirty-nine years later in 
2015 CALLERLAB marketing manual states “The United Square Dancers of America organization (USDA) 
estimates the total number of active square dancers in the United States in 2015 to be 44,700. This 
number was determined based on actual population submitted through USDA affiliated clubs for 
insurance purposes, and the organizations estimate of active dancers who do not subscribe to their 
insurance program.”: 
 
*CALLERLAB Market Manual  

 
 
This data represents an average annual loss of 11,538 dancers per year for the last thirty-nine years. In 
2000, there were an estimated 150,000 dancers. In 2015, representing a fifteen-year data point, the 
activity lost over 100,000 dancers. Since 2000, we have been losing an average of 7,020 dancers annually.  
 
 
*CALLERLAB Marketing Manual-Estimated Dancer by Age: 
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Since we are now on the cuff of 2020, add five years to each demographic represented below. All square-
dance stakeholders (callers, dancers and square-dancing associations) need to collectively get cracking 
and get the state of square-dancing heading in a positive direction. Age 75+ represents 50%+ of dancers.  
Should anyone that has great passion around this activity be concerned? Indeed, we should. Square 
dancing communities are at DEFCON 1 and should be on the highest alert to markedly improve this 
situation.  If this trend continues, square dancing as we know it today will not exist in the next 5-7 years.  
 
 
Public Image Improvement and Positive Promotion Tactics: 
 
Below is a study conducted by STARworks as published in the CALLERLAB Marketing Manual relative to 
public image of square dancing. This study was conducted in 2000, and seems to be the only generated 
study to use at this point: 
 

 
 

STARworks in 2000. STARworks conducted three focus group surveys; one each in 
Charlotte, NC, St. Louis, MO, and Portland, OR. The participants in the focus group 
sessions were baby boomers, primarily between 35 and 55 years old. The result of the 
research was summarized by STARworks in the follow statement: 
 
"Square dancing has an image problem in the general public, particularly among those in 

the targeted empty nester baby boomer age group. This target population sees square 

dancing as out of date, country oriented, for hicks and hillbillies, using old-fashioned music 

and patronized by senior citizens in fluffy dresses with big hair, big belts and RVs. Most 

people say they are familiar with square dancing, but their familiarity is with traditional 

square dancing, not with modern western square dancing. As a result, their image of 

square dancing is strongly influenced by the traditional square dancing and does not reflect 

the realities of modern western dance.” 
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Although dated, the majority reviewing this document should agree with the findings of the STARworks 
study and agree it applies to our regionalized current state.  As such, square dancing has a real and critical 
public image problem. Additionally, this study exposes that square dancing has a major recruitment 
problem in that non-dancers are not even aware of the activity, that lessons are available, or how to get 
involved. So, this needs to be fixed as well.  
 
Public image improvements and positive far-reaching messaging around recruitment should be a first 
step in growth planning.  
 
CALLERLAB Marketing manual recommends the below as the new branding logo and slogan as an element 
of positive public imagery and promotion and advertising improvement: 
 

 
“Live Lively, Square Dance” 

 
 
Why? Reference the STARworks details above and see below: 
 

"Modern western square dancing does not have a high profile, even in cities where there is 

an active dance community. Non-dancers in these cities do not know about the dance 

activity in their city, nor would they know how to get in touch with a program if they 

wanted to. Few had seen any notices about dance classes, or knew where it was done. 

Several claimed that square dancing was a rural activity – not done in an urban 

environment where people have many alternatives for entertainment. As a result, people 

who might be enticed into square dancing have no idea how to get involved." 
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According to the marketing manual the “new logo was established by the Alliance of Rounds, Traditional 
and Squares (ARTS) Board. The ARTS Board voted on and accepted the logo to be used as the start of their 
new “Re-Imaging Square Dance” project in late 2014. The purpose of this design is mainly to have a new 
“brand” to use in marketing to the non-dancer.” 
 
Marketing Manual around the Slogan development: 

 
 
 

 

Slogan: 

“Live Lively, Square Dance” 

Here are the reasons why “Live Lively, Square Dance” was chosen.  “Live” means to 
continue to have life, or remain alive, to support one’s self; subsist. That word directly 
relates to the health benefits: physical exercise, mental exercise, stress relief, flexibility, 
and long-term benefits resulting in a longer life.  “Lively” is an adjective that means full of 
life and energy, active and outgoing, energetic, animated, spirited, vivacious, enthusiastic, 
vibrant, exuberant, cheerful, zestful and exciting. That word speaks to the other benefits: 
friendship, fun, motion, etc.  Square Dance, of course, is the name of the activity we are 
promoting, however when used in the phrase “Live Lively, Square Dance” it takes on a new 
meaning.  The consumer reads or hears the tag line in a few ways.  First, some consumers 
will think “How can I live lively?” and get the answer “Square Dance”.  Some consumers 
will see it as a statement; to live lively you should square dance.  It is also a call to action 
that says “Go Square Dancing!” 
 
To establish the new slogan as the recognized slogan of our activity, it needs to be used 
extensively by any caller, dancer or dance organization in their external marketing. It 
should be used anytime there is a marketing message delivered in a viewable or audible 
format:  flyers, posters, banners, magazines, Facebook posts, website graphics, T-shirts, 
polo shirts, hats, website videos, YouTube video, television/cable ads, radio ads, on-hold 
messages, speeches, etc. Only by this slogan being seen and heard across multimedia 
platforms will it resonate with the consumer and represent the benefits our activity 
provides. 
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SDN strongly promotes that recruitment or promotion activities to be conducted in a way that generates 
positive public imagery and perception of today’s square dancing. 
 
In order to attract new dancers within the target market focus (and other ages around the periphery) all 
marketing and recruitment must be consistent with positive square-dancing messaging to reach optimal 
outcome.   
 
Reference the logo and slogan materials again. A complete change by all square-dance stakeholders will 
be required to create positive public imagery and perception.  
 
 
Target Market: 
 
The committee’s target market for regionalized new dancer growth is empty nesters consisting of an age 
demographic ranging between 50-60 (with a slight +/-). This age demographic is found between late baby 
boomers and early generation x. As of 2019, The USA is made up of 329.2 M total residents (source: CIA 
Factbook-USA). The target breakdown by age looks like this:  
 

 Baby Boomers: Baby boomers were born between 1944 and 1964 currently between 55-75 
years old (76 million in U.S.)  

 Gen X: Gen X was born between 1965-1979 and are currently between 40-54 years old (82 
million people in U.S.) Source: https://communityrising.kasasa.com/gen-x-gen-y-gen-z/ 

 
The late baby boomers ages of 55-64 years represent 12.94% (male 20,578,432 /female 22,040,267) of 
the population. Ages 25-54 years is 39.29% (male 64,858,646 /female 64,496,889) and captures the early 
generation x ages of 50-54. Following is a 2019 USA ethnic group population statistic: white 72.4%, 
Hispanic 16% (est.), black 12.6%.   
 
The movement should level a focus toward a more culturally diverse square dance population. A designed 
reach-out campaign should be implemented to attract dancers from all cultures.  One may conclude that 
Kentuckiana has a correlating percentage to these statistics.  
 
If remaining constant, regionalized target market numbers may fall in the range of 150,000-200,000 
residents. What would capturing 1% of this market (1,500-2,000) do for regional square dancing? So, why 
this age demographic? See below from the CALLERLAB Marketing Manual: 
 
“Individuals have a comfort zone in terms of people they will socialize with. Generally, most individuals 
are comfortable socializing with people in their peer groups. The zone is generally ten years either way of 
their current age. Lots of other factors figure in to this, like common occupations or hobbies, etc. For non-
square dancers to feel comfortable they must, at first, be dancing with people in their zone!” 
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A CALLERLAB example to target market focus and positive public imagery: 
 

 
 
General Marketing Focus and The ONE Initiative:  
 
All regional square-dance stakeholders should have a high sense of urgency relative to the dire state of 
square dancing and adopt an “all-hands-on-deck” approach to recruiting new square dancers. Apply the 
public imagery and positive messaging elements of this planning and utilize the public perception 
improvement to gain ONE person or ONE couple to take lessons and ultimately become part of our square 
dance community. If all dancers entice ONE person to the square-dancing community, we can double our 
active dancer population. If we all generate just ONE couple, we can triple the population. This illustrates 
well what ONE can do for regionalized square dancing as a whole.  
 
 
 
 

 
Prospect 

Age 
15 25 35 45 55 65 

Comfort 
Zone 

12 – 25 18 – 35 25 – 45 35 – 55 40 – 65 45 - 75 

 
Generational Profiles: 
 
Adults 60 to 70: 

This age group is semi-retired, does light physical activity, and is willing to join a 
group and make longer commitments. They are slower learners, they want exercise 
that helps them stay healthy, and they will dance in churches. They are okay with, 
but not excited about, dancing in senior centers. They are very family and church 
oriented. 

 
Adults 50 to 60: 

This age group is employed full-time and they are beginning empty nesters. They 
want exercise to stay young. They are new grandparents, and they are easily bored 
and impatient. They want to feel young and they will dance in a church. They don’t 
mind senior citizen discounts, but don’t want to be “old”. They might dance in a 
senior citizen center, but don’t want to. They are embracing technology, have 
laptops, and are on Facebook. 

 

As an example, let’s say that your group decided you wanted to recruit new dancers 45 to 60 
years old. You want to express how much fun the activity is, that the dress code has 
changed, and that we dance to many genres of music. To do this, first try to book 
exhibitions where the composition of spectators is more likely to be 45 to 60 years old. 
When you can, you’ll want to use dancers who are in the same 45 to 60 age group. Your 
dancers should smile! Laugh! Have fun! The caller should select music that represents 
different genres and that would be more appealing to a 45-60 year old. Don’t wear 
traditional square dance clothes. Don’t use signage with the old square dance couple logo. 
The caller should tell the spectators about the activity and how it has changed. 
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Below are a couple of pitch ideas from the CALLERLAB Marketing Manual: 
 

 
 
CALLERLAB Marketing Manual addresses a question about dance classes and defines position statements: 
 

“If you’re asked how long it takes to learn, here’s a great answer stolen from Lanny Weaklend: 
Three lessons. After three lessons it’s either not for you, or you’ll love it so much I can’t keep 
you away.” All clubs and callers should consider offering the first three lessons at no charge.  

 
“A position statement is an expression of how a given product, service or brand fills a consumer need in a 
way that its competitors don’t.”  
 
An excellent position statement to use for the ONE Initiative is: “Today’s square dancing is a fun activity 
set to modern music that offers great social interaction while providing both physical and mental health 
benefits.” 
 
Remember, square dancing is our product and what we are trying to sell to the target market and to the 
folks we are having routine discussions with when implementing the ONE campaign. Below are listed in 
the CALLERLAB Marketing manual as square dancing high desirable benefits by the target market and how 
square-dancing compares to market competitors: 
 

Elevator Pitch 
 
An elevator pitch is a brief and succinct statement that is used to spark interest in square 
dancing. It should be short, taking approximately 20 to 30 seconds to state. When someone 
asks you about square dancing, what do you say? Here are a few examples: 
 
“I love square dancing! I’ve met so many of my friends at square dances. It’s a lively, fun 
hobby. It’s easy to learn, and we dance to all kinds of music today. I love that I get to dance 
with so many different people, have fun, and get some great exercise while doing it. You 
should try it.” 
 
“Square dancing is an art and a sport combined into one. We know all the calls, but don’t 
know what will be called next, so we have to pay attention. It’s fun working with the other 
dancers in the square to get through all the calls successfully. So, it’s good exercise both 
mentally and physically. Mostly though, it’s just a lot of fun. You should try it.” 
 
This tactic is a one-to-one tactic that you would usually use in a conversation with someone 
individually. Ending the statement with “You should try it” almost always generates a 
response. If the response is a follow up question like, “Where or when do you dance?” you 
can talk more about the activity. Be sure to answer their question. It could be a positive 
statement like “Maybe I should” giving you the opportunity to provide them with more 
information. It could also be an objection like “I can’t dance”, giving you the opportunity to 
explain more about how easy it is. Regardless of the response, you’ve now engaged the 
individual in a conversation about the activity and had the chance to invite them to 
participate. 
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Square Dancing Value Proposition: 
 

 Heart and Mind Health: aerobic exercise that is fun for all while improving heart health, 
lowering blood pressure, and keeping our minds fit! 

 Lose the Pounds: Dancing leads to those unwanted pounds melting away! The added value is 
reaching weight goals despite having fun doing it! 

 Nourishment for the Soul: Laughter is an elixir for many maladies. Dancing releases endorphins 
which lift our moods, improves happiness, and gives us higher purpose! 

 Explode your social network: Perhaps you are empty nesters and now have the time to make 
new friends but are struggling with ideas?  Has your work prevented you from making couple 
friends? Has a sudden change occurred in your life and you need a change as well?  Square 
dancing is an answer! Come for lessons and start the journey to meeting many new friends and 
acquaintances and explode your social network!  

 Dance to music you love: square dance to a wide variety of music sure to appeal to everyone’s 
taste-rock and roll, pop, country, and gospel! Excellent tunes from then and now! 

 Wear what you want: Dress comfortable for dancing and let your taste and the weather suit 
your clothes!  

 Low-Cost Fun: Great fun for a small price! Square Dancing is an incredible way to enjoy an 
evening of dinner and a dance for just over a couple of bucks!!  

 

 Fun/Laughter/Joy of Success 
 Make New Friends/Socialize/Fellowship/Find a Partner 
 Physical Health Benefits 
 New Activity to do with Partner 
 Mental Health Benefits 

 
Competitive Analysis:  3-Strong, 2-Neutral, 1-Weak 
Activity Fun Social Physical Partner Mental 

Square 

Dancing 

3 3 3 3 3 

Movies/Theater 3 2 1 3 2 

Cards/Games 3 3 1 3 3 

Health Club 1 1 3 2 1 

Television 2 1 1 1 2 

Casino 3 2 1 2 2 

Bar/Night Club 3 3 1 3 1 

Internet 3 1 1 1 3 

Travel 3 2 1 3 1 

Conclusion:  Square dancing is the only entertainment option that offers all five benefits 
sought by the target customer! 
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Stakeholder Coordination (Clubs/Callers/Lessons/Website): 
 
A solid coordination effort will be required between the committee, clubs, callers, marketing efforts, and 
website information relative to a routine offering of lessons. As new lesson participants start showing 
interest in learning square dancing, accurate information regarding available lesson times, dates, and 
locations should correspond well with all parties involved.  
 
Associations that fund and support our growth initiative should be the “go to” location to obtain lesson 
information. The lessons page should be maintained and updated routinely with current information with 
the anticipation that a substantial interest will be generated via our marketing out-reach work.     
 
The committee will work closely with all involved to ensure that lessons are readily available, callers and 
location create a curriculum of fun and friendliness, accelerated lessons are a part of the consideration, 
and that our best efforts are evident at each turn to support all potential new dancers.  
 
SDN strongly suggest that any outreach budget cover the first three lessons for all new participants. As 
stated earlier, a great comment by Lanny Weaklend- “Three lessons. After three lessons it’s either not for 
you, or you’ll love it so much I can’t keep you away.” 
 
 
Fundraising Tactics: 
 
Numerous and excellent fundraising ideas are listed on pages 80-81 of the CALLERLAB Marketing Manual 
that will lead to ongoing financing of the new dancer growth planning. The committee will take these 
ideas under advisement and will also conduct brainstorming around fundraising during monthly meetings.  
 
Actions moving forward: 

 
 All committee recruitment and promotion expenditures to be tracked and reported to funding 

sources.  
 Committee to reference and study the CALLERLAB Marketing manual and apply strategic 

marketing and fundraising concepts.  
 Committee to conduct monthly meetings with an agenda that includes: market specifics, 

fundraising tactics, new dancer growth updates, and action items assigned.  
 Committee to work closely with regional square dance stakeholders in support of messaging and 

the ONE Initiative. 
 Successfully add new dancer growth. Goal and Objective of this committee is to capture 1% (1500-

2000 new dancers) of the regionalized target market.  
 Successes will be communicated to other national stakeholders so as to grow not only locally in 

KY, but across the USA.  


