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Welcome

« What does research say about
Millennials and the arts?

o Strategies for building demand

e Focus on experimentation with
format

e Product level branding
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What does research say about
Millennials and the arts?
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Key Barriers across Numerous Studies

e Cost of tickets / Cost of entire evening
o Lack of social context (e.g., “no one to go with”)
e Busy with other things (lack of relevance)

 Not familiar or aware of arts org. (i.e., lack of
brand affiliation)

e« Doesn’t fit schedule (too big a commitment)

« Don’t like type of performance or programs (lack
of relevance)

 Too far away/hard to get to (lack of relevance)
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Key Opportunities

 Make programs more relevant
o Offer brand affiliation opportunities

e Support and encourage social
connections

e Reduce price point
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Strategies for Building Demand

e Experimentation with setting
e Experimentation with format

« Audience engagement strategies (e.g.,
demystification and other “wrap-around”
content/engagement)

e Active participation strategies
« Community engagement and co-creation

« New approaches to curating (e.g., diversifying
artistic decision-making)

e Accessing demand across disciplines
e Leveraging media to reach new audiences
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Strategy:

Experimentation with format

©WolfBrown 2017
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Context for this Format
Diversification

 Fragmentation and diffusion of public
tastes in art

e Increased difficulty serving all audience
segments with one product/experience

o Pressure on arts groups to differentiate
products in order to serve different
audience segments

e |ncreased demand for alternative kinds of
arts experiences
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Types of “Alternative” Formats

e Introductory formats

e Educational formats

e Social formats

e Late night formats

e Collage or continuous formats

e [nterdisciplinary and cross-genre formats
« Temporary or pop-up formats

©WolfBrown 2017
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New World Symphony: Mini-Concert




Phoenix Symphony: Season Sampler
Mini-Concerts (free)
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Orquestra y Coro Nacionales de Espana
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San Francisco Opera at AT&T Ballpark
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Dallas Symphony’s “ReMix” Format




Kansas City Symphony: Classics Uncorked




SENSORIUM

DANCE, ART & MUSIC
Tuesday, March 10, 2015

WAR MEMORIAL OPERA HOUSE
SAN FRANCISCO



http://www.sensoriumdance.com/

Tuesday night at the ballet

e 8:30 p.m. curtain time
e Mixed rep program

 House opens at 7:30 with lots of
educational activities (and bars)

e $29 “general admission” ticket price

« Emcee James Buckhouse (Twitter)

« Marketed through social media and
micro-site

©WolfBrown 2017
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Decor

Lighting, video installations




Educational Pop-Ups

All About Tutus (and Tiaras @)




After Party

Basement, War Memorial Opera House
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New World Symphony: Pulse
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Product Level Branding
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Branded Experiences in the
Entertainment Marketplace
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Branded
Experiences Are
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Today’s Hospitality
Brands

One of the Four Seasons’ Extraordinary Experiences for guests brings them to the agave W @deannatinc
fields of Mexico by private jet for an exclusive tequila tasting and distillery tour. Four
Seasons Hotels & Resorts
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Go Out For Drinks With a Parisian
Join fellow travelers on the best bars and local clubs, first round
on Anto

Your guide

| Anto
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Il » ) 1:56/2:01
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https://www.youtube.com/watch?v=t6_TllTf7-A
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Arts organizations are beginning to
understand programming as a
portfolio of branded “experiences”
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http://sfsoundbox.com/

SEATTLE SYMPHONY

LLOONC MORLOT, MUSIC IRECTOR

LUDOVlC:,ﬂng;'O“T'Conoucron
HEY MARSEILLES: /- SEATTLE SYMPHONY
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http://fringearts.com/programs/scratch-night/

Scratch
Night

The popular, free, informal
60-minute showcase of
works-in-progress, on the
first Monday of every
month.



http://www.live.org.uk/whats-on-book/scratch-night-november
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DENVER CENTER %2

») PERFORMING ARTS

Shows & Tickets Events Education Book a Venue Support Us Plan Your Visit
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SAN FRANCISCO PERFORMANCES PRESENTS

NEW ADVENTURES IN THE PERFORMING ARTS
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What is happening here?

« Why would you brand a product versus just
give it a clever name?

« When would you integrate a product branding
with the institution’s brand?

« When would you “counter brand” a product
(e.g., Sensorium, SoundBox)?

 How different or distinct must the experience
be in order for the brand “carry water?”

- Does the experience of attending fulfill the brand
promise?
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Emerging conceptualization of programming as a
neural network

Chamber Series

Kids Concerts

Journey Concerts

- Special Events




Summary

e Young adults are facile with brands

e Artistic concepts married with good

branding represent a powerful new asset for
arts presenters.

« Loyalty accrues to the brand, transcending
the individual works on the concert program

e Branded series and formats represent a
renewable resource.
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Thank You

Audiences Norway 2017



Credits:

Music: Twenty One Pilots
Videography: What a shame the poor grooms
bride is a whore
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http://www.imdb.com/year/2011/?ref_=tt_ov_inf

