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26–39, 205; and ticket purchasing,
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American Express National Audience
Research Project, 54, 59
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Artistic benefits from subscriptions, 211
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13–14; toward marketing, 19, 82;
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purchasing, 121–124, 140, 217–218;
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CD, 94

Australia. See names of specific groups
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B
Baby boom generation, 26–27, 40
Ballet attendance, 63
Barletta, M., 40
Barriers to attendance: breaking down,

16–17, 168; functional, 28; lack of

interest, 120; price, 132–133; risk
and uncertainty, 52–54. See also
Attendance, performing arts

Baumol, W., 118
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BBC Philharmonic, 101
BBC Radio, 7
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Bedbury, S., 194, 197
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augmented product, 92–94;
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254; and cognitive space, 57–58;
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242–243; and the product or
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81–82; staging unexpected,
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Berry, L., 85, 148, 259
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Blaine, P. F., 38–39
Blind carbon copy (bcc) e-mail, 190
Blogs (Web logs), 170–172
Blue and red oceans, 236–237
Board of directors: brainstorming,
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Bolcom, W., 6
Book discussion groups, 260
Boorstein, D., 89
Borda, D., 181
Boston Symphony, 62
Bowen, W., 118
Box office: personnel outreach

marketing, 86–87, 102, 186, 247,
255; versus Internet sales, 168, 173,
174. See also Staff

Brand identity, 75, 193–194, 197;
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Branding, 193–194, 197; campaign
implementation, 206–207;
opportunities, 205–206; process case
studies, 195–207; two-year results of,
207–208; for women, 40–41
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specific groups
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Buffet, W., 117
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Chicago Shakespeare Theater, 257
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96, 173–174, 219, 225, 230
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51, 76, 101, 179; tickets for, 21

Chinese audiences, 48
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233–234
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Orchestra (CBSC), 51
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100, 101, 126; attendance statistics,
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offputting label of, 50, 52; predicting
the decline of, 8–9
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site link, 171, 172
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Command-and-control approach to

marketing, 17
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102, 186, 247, 255; dialogue with
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information, 103–104, 239;
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at the Movies, 96; lower-priced
neighborhood, 126; matinee, 28;
MusicPlus, 96; rush hour, 20; season
packages, 221; season preview, 20;
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as investments, 116; single ticket
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134–135, 136–141, 264
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222–223; analyzing value and,
117–124; sacrifice and, 25, 256

Credit card information, 175, 176,
222–223

Critics: influence of, 212, 213; teen
reviewer, 36

CRM (customer relationship
management), 251–253
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attenders, 110, 201–202, 204–205

Cross-selling, 245, 251
Cultural programming, 42–43

CultureFinder.com survey, 164, 180,
182, 183, 184–185, 187

Customer advisory panels, 151
Customer scenarios, creating, 84–85
Customer segment pricing, 130–134
Customer service strategies, 253–261
Customer understanding: developing,

21–23; insights into, 19–21
Customers: AIDA factors for, 82;

benefits sought by, 56–58, 211;
buyer readiness of, 82; the cognitive
space of, 57–58; decision making 
by, 54–55; E-loyalty ladder,
176–178; initiators and responders,
59–62; Internet benefits to, 168,
182; interviewing, 151–152;
measuring satisfaction of, 255–257;
nontraditional, 51; observation of,
147–150; occasions special to, 241,
254; risks and uncertainties facing,
52–54; sacrifice levels, 25, 256;
segmenting, 81–82, 187; social
factors motivating, 58–64;
subscriptions limitations for,
214–216; target market selection of,
82, 84–85, 111, 205–206; typical
subscriber, 226–227; as word-of-
mouth marketers, 111–114
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Dallas Symphony Orchestra (DSO), 179
Dance attenders, fears of, 54
Dance-in-Schools (DIS) program, 76
Dancers, meeting the, 39, 257
Danilian, S., 47
Data collection: box office, 86–87, 102;

from customers and clients, 178,
187, 192; market research, 154, 158

Databases, customer: and CRM,
251–253; for groups, 233;
leveraging, 247–248; marketing
based on, 86–87, 102, 110–111; and
segment targeting, 243–244
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(DCDC), 21

Dean Foods Company, 2–4
Decision making: importance of price

in, 158; rational and emotional,
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Demand chain, 227
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Demographics. See names of specific
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Dickie, B., 145–146, 170–171, 184, 200
Direct mail, 44, 110, 111
Direct marketing, 109–111
Discounts. See Ticket pricing
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(DSP), 210
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E-loyalty, 176–178
E-mail: benefits of, 183–185; with
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message types, 188–191; and online
ticketing, 175; opt-in arts, 180, 182,
185–186; strategy, 185–186
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introductions, 93; and outreach
objectives, 75–77; U.S. population,
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Edutainment concept, 92, 93
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Elitist attitudes, 105–106; special rather

than, 198–199, 241
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Emerson, R. W., 143
Emotions, cultural, 197, 257
English National Opera, 120
Entertainment versus art, 12–13, 91–92
Ethnicity, segmenting by, 42–47
Evaluation: of market research, 155; of

marketing plans, 71, 78
Excellence, artistic, 79, 80, 92
Exchange privileges, 22, 176, 220,

238–240. See also Ticket pricing
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product, 91; and decision making,
55; focusing on the, 249–261; and
sacrifice, 25, 256; and satisfaction,
255–257; turning around negative,
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attendance, 203–204

Experience economy, the, 17–18
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211–212
Experiments, marketing, 152
Expiration, complimentary ticket,

242–243
Extended payment plans, 222–223
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types of, 21
FAQs (frequently asked questions), 172
Fast Company—Roper Starch

Worldwide survey, 164–166
Festivals, arts, 36, 90–91, 94, 120–121,

174, 246–247
Financial management: based on
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planning, 78; and organization costs,
118, 264. See also Costs, arts
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specific groups
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33–34; and music listening, 
14–15

Hispanics, 43–44
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186; mail survey response, 158–159;
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Kretschmer, O., 214
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L
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Money, 63
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Lesbians and gays, 41–42
Leventhal, H., 49–50
Levinson, J. C., 65
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segmenting by customer, 26–39
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137, 139
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state of, 16–19; steps in strategic, 80–
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McCoy, G., 79
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Memories, making, 257
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Mission, organization, 69–70, 117, 143;
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Money-back guarantee, 220–221
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Mothers, scheduling for, 51
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Oceans, blue and red, 236–237
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74, 80, 117, 143; positioning and
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259–261

Organization Relationship Building
Invitation Tool (ORBIT), 61–62
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experimentation, 74, 211–212;
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Prospects, loyalty ladder, 177–178
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Q
Questionnaires, survey, 152–153,
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Reports, market research findings,

154–155
Research. See Market research
Resistance to marketing, 19, 63
Resource imperatives, 74–75
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Revenue management, 128–130
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