TAV ADVISORY Research Preview: COMING BACK STRONGER

v e ARTS

Transforming Arts Organizations Worldwide

January 2021




Agenda for our Time

O1

2 | ADVISORY BOARD FOR THE ARTS - Confidential for ABA members only

WELCOME
ABA and

context

02

DRIVING
LOYALTY

Why we are talking
about audience
loyalty now

03

DATA DIVE
Orchestra-
specific data



Sign Up To Receive Our W

Subscribe to our weekly ABA Spotlight Newsletter!
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CURRENT INITIATIVES TOPIC CENTERS

Explore Our Topic Centers

Click for benchmarks, articles, webinarreplays, innovation showcases and more.

LEARN MORE -

Advisory Board for the Arts brings to arts organizations a completely new approach to identifying and
implementing breakthrough ideas. For the first time, arts organizations all over the world will be able to
benefit from the leading ideas and practices of other industries, thanks to a model rooted in 40 years of
cutting-edge work with the education, healthcare and corporate fields. We are building for you a distinctive,
insight-driven, shared-learning network for arts organizations. Learn how to join this groundbreaking
movement now.

Advisory Board for the Arts is building the largest network of arts organizations, across the world and across
the arts. Whether the most successful ideas are in Kuala Lumpur, New York, or Capetown, whether in opera,
a bank, or a hospital, we will find them for you, and adapt them to build the most far-reaching

transformations the arts world has ever seen. Our goal is a thriving global arts world, helping you build future
audiences, future donors, and future artistic excellence.
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eekly Newsletters

Advisory Board for the Arts

SPOTLIGHT

January 5, 2021

Dear Friend of ABA,

Happy New Yearl This week’s Spotiight focuses on donor engagement. ABA has begun our
signature research initiative, Redefining the Donor Value Proposition, speaking with
development executives and doners globally. Below, we share early insights from those
conversations. ABA members, it's not too late to participate in the quantitative research for
this initiative — contact us today.

LOOKING AHEA

Challenges in Arts Fundraising: 3 Areas of Focus for 2021

As we work on our next signature study, Redefining the Donor Value Proposition, our
research team has had the oppertunity to speak with heads of development at arts
organizations glebally to leam more about the challenges they are facing. While each
institution brings their own unique context, there are many shared obstacles and concerns
across the industry. We highlight three emerging trends in the arts philanthropy space for

2021.

ALITATIVE RESEARCH

Four Key Takeaways from Interviews with Arts Donors

ABA conducted more than 20, hour-long, in-depth interviews with donors affiliated with our
member organizations in November and December 2020. Here are four themes we've
heard from donors to culture and arts organizations so far.

Go to www.advisoryarts.com and
click the button in the blue banner

at the top.

Each week we focus on a new topic
of interest to the arts.

You will also receive invites to
webinars Featuring our research or

guests across the arts.

Unsubscribe at any time.


http://www.advisoryarts.com/
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The Risks to Return Post-Pandemic Are Real

Post-Pandemic Risks to Audience Loyalty at Arts and Culture
Organizations

i Risk #1:
8 Non-return by a significant portion
E of casual audiences
A ~TXTC
Audience <DE S~ -
Attendance ) Ss o

Ll ~
= 7~ -
= S S
—1
i Risk #2:
% Steeper decline in loyal aL{diences
8 compared to pre-pandemic
|
@)

2017 2020 2023

Source: ABA research.
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A Global Source of Data from ABA Members and Research Partners
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The New Loyals
Data Collection

Culture + Community
In a Time of Crisis Survey

Brand Loyalty Analysis

125,000+ responses to
survey about arts and
culture during Covid-19,
normed to US population

125 interviews with 23
consumer brands, survey of
10,000 consumers from 16

categories and 73 brands in

the US and UK.

“Jobs to be done” interviews, market
research and in-depth survey with 5,000
responses from broad range of arts
attendees
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Digital Consumption
of Arts & Culture Interviews

Global Scan of Arts & Culture

Digital Output
In-depth “jobs to be done” style Broad review of arts
interviews with current organization and artist digital
consumers of arts organization offerings, cross-genre

digital offerings



Disruptions Have a History of Changing Behaviors

Time To Visitor Recovery Post Incident

12 12

Years

2
2015 French 9/11 Terror New Orleans MLB Baseball
Terror Attacks Attacks after Katrina Post-Strike

(1995)

Sources: EDN Hub, US Dept of Transportation, Baseball Reference, New Orleans CVB
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What Determines Likelihood of Returning
to Old Habits After Disruption?

* How frequent and rigid is the new behavior compared

to the old behavior?

* How strong and disciplined was the original habit?

* How much does the habit depend on context?

(social context, technology changes)

For most, arts consumption habits were not strong
pre-pandemic and there are now many culture and
entertainment replacements

Sources: https://Irwonline.com/perspective/consumer-psychology-and-coronavirus-turning-new-habits-into-opportunities/

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC7269931/



https://lrwonline.com/perspective/consumer-psychology-and-coronavirus-turning-new-habits-into-opportunities/
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC7269931/
https://www.ednh.news/paris-tourism-rebounds-after-terror-attacks/
https://www.bts.gov/archive/publications/special_reports_and_issue_briefs/issue_briefs/number_13/figure_01
https://www.baseball-reference.com/leagues/MLB/misc.shtml
https://www.neworleans.com/articles/post/new-orleans-breaks-tourism-records-for-visitation-and-visitor-spending-in-2016/

We Can’t Count on Audiences To Predict Their Own Behavior

When performing and visual arts audiences were asked in 2009 about the likelihood of the economy affecting their ability

to return after the financial crisis, their expectations were far more optimistic than the reality two years later.

Performing Arts Visual Arts
100% 100%
90% 90%

80% 80%

70% 70%

-44%

60% 60%

50% 50%
40% 409
30% 30%
20% 20%

10% 10%

0% 0%

Expected (2009) Actual (2011) Expected (2009) Actual (2011

W Attend the same or more Attend less B Attend the same or more Attend less

Source: Culture Track 2011
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https://s28475.pcdn.co/wp-content/uploads/2017/03/Culture_Track_2011_Report.pdf

The Risk Is Not the Same for All Audiences

Loyals

More Likely to Consume
Our Current Offer

Digital content frequently
repackages the in-person
experience ina home—Friendly
way, which is exactly what
“L ”

oyals” want.

More Likely To Return
on Their Own

For a large minority of your
audience, your artform or
cultural genre is intrinsically
valuable. They would likely
return no matter what you do
during closure.
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Not-Yet-Loyals

Less Likely to Consume

Our Current Digital Offer

Most arts and culture organizations
(79%) tell ABA that their digital
efforts are directed at all existing
audiences, but not-yet-loyals are
significantly less likely to consume.

More Likely To Diverted
from the Arts

Because they’re less attached to
the arts, single ticket buyers are
more susceptible to distraction
and change during closure.



We Particularly Need to Secure Casual Audiences

100%

80%

Venue 60%
Capacity

40%

20%

0%

Source: ABA research; segment analytics of ABA’s arts motivation survey.

Capacity Post-Reopening

After reopening, core attendees
will fill all or most initial capacity

Open with limited capacity
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Full capacity

Return to full
or nearly-full

capacity

The Big Question:
Will not-yet-loyal
audiences return after
a period of low-or-no
consumption?

Core



The Key to Boosting Brand Loyalty is ‘Emotional Connection’

Relative Impact on Loyalty of Brand Attributes

9%

0,
9% ——

|mpact on
Behavioral +
. - 0,
Attitudinal 15%

Loyalty *

The biggest driver of loyalty for
consumer brands is their emotional
differentiation.

Emotional Differentiation  Functional Differentiation Functional Concentration Consumer Routine

* Measured as Impact of Moving from 25t to 75th Percentile Performance on Each Driver. N = ~10,000 consumers. Loyalty defined by behavioral measures (share of requirements, price premium, intent to repurchase) and
attitudinal measures (willingness to recommend, word-of-mouth quality, satisfaction and self-identified loyalty). Source: CEB
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Emotional Connection Matters as a Way To Build Initial Loyalty

Getting from
Moderate to High
Loyalty

Getting from Low
to Moderate
Loyalty

While emotional
differentiation

remains important

19%

Emotional ) ) .
Emotional Differentiation

for building very

differentiation is
strong loyalty, as

especially powerful

as an early PUSh to consumers get {e]

et consumers . . o know a brand, they
& Functional Differentiation 7%

from low to come to appreciate

moderate loyalty functional attributes,

particularly breakout

performance on one

Functional Concentration

or two functional

49, attributes

13 | ADVISORY BOARD FOR THE ARTS - Confidential for ABA members only



For 33% Of Audiences, Functional = Emotional

Motivational Segments from ABA Audience Research

For 1/3 of your audiences,

33%: Arts Lovers

the functional attributes of
the performance are easily
translated into what they 14%: Arts Passionates
value because what they
care most about is what’s

on stage. The art form is 19%: Qua“ty Seekers
part of their identity.

Further from the Stage Closer to the Stage
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For the Remaining 667%, Values Further From the Stage

66%: Looking for Something Else

12% Social Samplers 9% Culture Surfers 14% Conversational Challengers
Try something new See popular/famous works  Converse, challenge preconceptions For 2/3 of your
Y 9 Pop ) 9 [y P \ audiences, the art
. ) o . form requires
9% Willing Companions  11% Civic Stewards 13% Mastery Builders translation to what
Support friends/family Fulfill duty to the arts, Gain expertise they value most.
create community

Further from the Stage Closer to the Stage
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A Journey from Functional Benetit to Shared Value

. CURRENTLY
Higher Order ESCAPING TO

CINDERELLA by Prokofiev
i

A

Shared Value

Connecting your purpose to

Emotional Benefit beliefs that your target
customer holds dear
E ol . . Drawing attention to an
motiona Functional Benefit emotional benefit of Examples:

Connection : :
‘ _ attending = “Find your greatness”
Generating fe>‘<C|tement = |f you have a body, you
around specific functional Examples: are an athlete

MPHONY NO.I

UTAH SYMPHONY

CLASSICALLY CHARGED
THIERRY PISCHER, MUSIC DIRECTOR

Level of

aspects of the performance

= Escape from day-to-day

or exhibit )
= Experience range of new
- - emotions
xamples: . =  Visit new destinations t *
! u Famous guest artist ( {
= Composer/conductor 2 2
Lower Order
*  Where/when U
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Characteristics of a Shared Value and Examples

EMOTIONAL

Based on feeling and
emotions, rather than
programmatic
attributes

Must have meaning in
the consumer’s

the product category

HIGHER ORDER

broader life, not just in
his/her interaction with

RELEVANT

Must be relevant to
the consumer and the
product category

Reflects something
the the brand
genuinely embodies or
supports

CREDIBLE

DIFFERENTIATED

Stems from the
qualities that make a
brand truly unique

Hove

Dove exists to celebrate
every woman’s unique
beauty.

@ BALLETAUSTIN

Ballet Austin exists to
encourage |iFe|ong

health and wellbeing.

BRRNEE

THE BARNES FOUNDATION

The Barnes exists to give
people from all walks of life
access to the transformational
improvement possible through
appreciation of the arts.

WwRCHESTRA
e AMERICAS

Orchestra of the
Americas exists to
catalyze social
transformations in
diverse, underprivileged
communities

W LLY
Hl  WHL

Woolly Mammoth exists
to foster radical inclusion
and fight for those whose
identities and experiences
are marginalized and
belittled.

Source: Grow: How Ideals Power Growth and Profit at th

e World’s Greatest Companies, Jim Stengel, 2011.
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Building the Purpose-Driven Arts Organization

Things You Can Do Right Away

Emotional
marketing used
as a tactic

Translate functional aspects of
programming into emotional
benefits

Communicate existing
education & community
engagement to audiences

Digital organized by themes

with an emotional experience

Shared values
as a societal
brand promise

Things That Require More Stakeholder Buy-In

|dentify a shared value that
you stand for (or want to earn
the right to stand for over time

Use the shared value as a
common thread through all
marketing communications
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Shared values as
an aligned
organization-
wide strategy

Champion shared value across
all aspects of the organization,
including:

*  Programming

° Community engagement
*  Marketing

¢ Development

¢ Talent management

Shared values as
an organization—
led movement

Choose external partners
based on their interest in
building a similar vision of the
future.

Champion your shared value
across traditional stakeholders

and beyond.
|dentify and support shared-

value advocates.




A Familiar Sight UTAH SYMPHONY

Program-Based Marketing (Pre-2018)

MPHONY NO.I

UTAH SYMPHONY
CLASSICALLY CHARGED

THIERRY FISCHMER, MUSIC DIRECTOR

Focus: Programmatic details

Origin of Campaign: Long-standing approach to promote upcoming concerts

Outcome: Not memorable; not often sourced as how attendees heard about a concert
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A Structured Approach to ldentifying Deep Feelings

Pre-Interview Request

Identify a set of 10 images that represent that the
symphony to you, but do not include any pictures of
the symphony, musicians, or instruments.

Components of Interview

Storytelling
Ask interviewee to explain how each picture represents their thoughts and Feelings

about the symphony.

M:issing Pictures

Ask interviewees if there were ideas or Feelings they wanted to express but could not
find an appropriate representative image.

Triad Task

Select three pictures at random. Ask interviewee to explain how two of the pictures are
similar but different from the third.

Sensory Metaphors

Ask interviewees to express their ideas using various sensory images. For instance, ask

what is (and what is not) the color, smell, or touch of the symphony.

Additional Probing Techniques

To encourage interviewees to elaborate on their thoughts more fully, continue probing
on pictures. For example, ask them to tell you what else might be in a picture if the
frame was extended.

This form of interviewing is known as the Zaltman Metaphor Elicitation Technique (ZMET).
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https://projects.iq.harvard.edu/mind-of-the-market-laboratory/zmetint

Artifact: Utah Symphony’s Complete Values Map

Utah Symphony’s Values Map

Inner Harmony Accomplishment Beautiful World Pleasure Belonging
—— v Feel Emotions / : z Somethign To . z
Makes Me A Meditation / Increase 5 Appreciate Music A Connect With
Better Person Spirituality Knowledge An g;':at's:"a' & Talent Ant;c; gzg:(f‘].too" Other People
- -— —— - — — — =y = w— — = — -— gl —_— == - s e e - o —— S — —— — — -— - — -— - aww eww e | e - — — -— e | e ——
- |
o L > == Hear A Variety Of
z 3 2 Hear Emotions = = Musical Social Interaction &
Extraordinary Experience Avoid Challenging & Watch Music : = = .
Experience Culture & History Distractions Th E:S;%S:Aegsic Complex Being Made Interpsrteytlaet;ons & Llstsvrzgmjgol;?‘x:sm
= 7‘ = : - ‘] ) — e —
2 - = — Z 1 B = — - : Intermission \
Musi:: Live Pel;fon;mance Abfay?nel Hall
— — — Journey To
- Lighting Wine Concert
EaRiea Musidians Hugeness/scale v
Composers Conductor LI E Stage At Night
Variety \
Talent Of PI
Different Styles alen ayers Seat
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Use Values to Design Emotionally Resonant Marketing

Examples of Utah Symphony’s Values-Led Marketing Campaigns

Value: Accomplishment

CURRENTLY
OWNINGITTO

A HERO'S LIFE by Strauss
ORI

AddSome
Symphony To
Your Life.

Signals how the symphony
supports learning and personal
development through challenging
and complex performances.
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Value: Beautiful World

CURRENTLY

[ NATURE SYMPHONY by Arlene Sierr
@ il e

AddSome
Symphony To
Your Life.

Signals how the symphony creates
the opportunity to experience
culture and history and provides an
extraordinary experience.

Value: Inner Harmony

CURRENTLY
ESCAPING TO

CINDERELLA by Prokofiev
vlia]-if e

Add Some Symphony seiy s Ginos
To Your Life. T UTAH SYMPHONY

Signals how the symphony provides
an opportunity to avoid distractions
and connect with your spiritua/ity.

Impact of Values-Based
Marketing

Changes between 2017-
2018 and 2018-2019

7% increase in Utah
Symphony’s

Masterworks Series ticket sales

16% increase in Utah
Symphony’s

Masterworks Series revenue

18% increase in reactivated
ticket buyers
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Overall Su rvey Participants

Survey participants N=4,752

OVERALL
RESULTS

M Theater
M Orchestra, Symphony, Chamber Music
W Opera

Classical Music Festival

M Dance

W Chorus

Gender

B Female
M Male

W N/A or Other

Baby Boomers = 55-73 years old, Silent Generation = 74-91 years old, Gen X - 39-54 years old, Millennials = 23-38 years old
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H Boomers
M Silent
M Gen X

Millennials

Ethnicity

W White or Caucasian

M Black or African
American

W Hispanic or Latinx

Asian or Asian
American

B Prefer not to say or
Other




OVERALL

Emotional Attributes Drive Loyalty in the Arts RESULTS

Relative Impact on Recommendation™*

Emotional Attributes Functional Attributes 0.20
0.60
— T
-0.06
Impact on
Loyalty *
0.19
Having motivations met Feeling welcome Performance elements Obstacles Preferences Awareness/Subscription

* Measured as impact of moving from 25t to 75" percentile performance on each driver. N = ~5,000
*Performance elements = rating of things like performers, composition, staging, seats, staff service, value for money. Preferences refers to interest in challenging or familiar art, or desire to know behind-the-scenes details.
Genre was also relevant to recommendation but similarly high for all and uncontrollable, so we did not include it above.
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ORCHESTRA

Drill Down: Motivations and Welcoming RESULTS

Rank #1 Motivation Reality v. Expectation Feeling Welcome at the Performance
(N=1139) (N=1139)
30.6%
59.5%
19.3% 18.7%
12.6% 28.5%
9.9%
4.2% 8.6%
2.1% 1.5% I 3.0% .
0.4% 0.7% 0% 5
] - o L — o
1 Well below 2 3 4 5 At the level 6 7 8 9 10 Well above Strongly disagree Disagree Neither agree nor Agree Strongly agree

my of my my disagree

expectations expectation expectations



. . OVERALL
Segment Variation Across Genre RESULTS

Arts Lovers™: Looking for Something Else®:

Quality Seekers . Conversational Challengers . Social Samplers Willing Companions

. Arts Passionates . Mastery Builders . Civic Stewards . Culture Surfers

THEATRE ORCHESTRA, SYMPHONY, OR CHAMBER MUSIC

o 73% e 57% 631
Arts Lovers Looking for Something Else Arts Lovers Looking for Something Else Arts Lovers Locking for Semething Else
CLASSICAL MUSIC FESTIVAL DANCE CHORUS

N=42
59% B 65% o un 76%
Arts Lovers Looking for Semething Else Arts Lovers Locking for Something Else Arts Lovers Looking for Something Else
In th I distribution — bining all genres (N=4600) — 33% of audiences are ‘Arts Lovers’ and 66% are ‘Looking for Something Else’ from the performance.
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Top 10 Values of Symphony Patrons

43.7%

Family

36.4%

Well-being

36.3%

Enthusiasm

Values that Most Reflect Your Patrons

33.9%

Continuous

learning

(N=1139)
33.0%
I 31.3%

Caring

Compassion

31.0%

Ethics

29.1%

Humor/Fun

28.9%

Making a

difference

ORCHESTRA
RESULTS

28.9%

Integrity




Data All Housed in Our Arts360 Tool
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, z P Interests And Buying Habits Within Household %1 El Salvador 133 00.953%
A g W Househeld Contribution Patterns (1) %1€ Guatemala 11 00.079%
é‘f 9 s P Charitable Contributor ] € Honduras 5 00.036%
gf g ~ P Donor Animal Welfare €3 Mexico 12,385 88.781%
8 & ~~ = ¥ Donor Arts Cultural (1) © Nicaragua 0 00.000%
& bl A B (5 © Panama 0 00.000%
o 2 o o
b3 F 4 == | @ Peru 26 00.186%
- ™ (€ Unknoun O (LI ] % © Puerto Rico 1,073 07.692%
5 B GO Yes RERD L J81© Spain 0 00.000%
cop, G = i - [= » Donor By Mail 181 €3 Unknown 0 00.000%
< .~ = » Donor Childrens Causes |51 © Uruguay 0 00.000%
= ~ P Donor Environmental §1© Venezuela (R00:007%
2. LOrmm - | o = Donor Environmental Issues S ? E'T“'iSh I..anguage g=slmliation

29 | ADVISORY BOARD FOR THE ARTS - Confidential for ABA members only



6 Key Takeaways

e Qur ability to recover quickly and sustainably from the pandemic depends on our ability to bring back not-yet-loyal
audiences to our venues when it’s safe.

* There’s a clear lesson from consumer brands about how to increase the |oya|ty of casual buyers—emotional
differentiation.

* The most intense form of emotional differentiation, and therefore the most successful at building loyalty, is
connection around shared values that both we and our audiences both believe to be part of “who we are.”

. Anything we can do right now to connect emotionally and communicate the impact of our community engagement
efforts to audiences represents an advance over our current programming—dominant approach

* That said, the biggest benefits come when our work transcends marketing, and we become known in the market as a
champion for a higher-order shared value whom audiences can rely on to help them make progress in their lives

* Now is an especially opportune time to begin, not only because of the urgency of our need, but also the void left by
lack of in-person programming, and the range of emotional needs that exist for audiences in quarantine
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Thank you!

Michael Mael Karen Freeman
michael.mael(Wadvisoryarts.com Karen.Freeman(advisoryarts.com
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Sign Up To Receive Our W

Subscribe to our weekly ABA Spotlight Newsletter!

=
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LY ADVISORY
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CURRENT INITIATIVES TOPIC CENTERS

Explore Our Topic Centers

Click for benchmarks, articles, webinarreplays, innovation showcases and more.

LEARN MORE -

Advisory Board for the Arts brings to arts organizations a completely new approach to identifying and
implementing breakthrough ideas. For the first time, arts organizations all over the world will be able to
benefit from the leading ideas and practices of other industries, thanks to a model rooted in 40 years of
cutting-edge work with the education, healthcare and corporate fields. We are building for you a distinctive,
insight-driven, shared-learning network for arts organizations. Learn how to join this groundbreaking
movement now.

Advisory Board for the Arts is building the largest network of arts organizations, across the world and across
the arts. Whether the most successful ideas are in Kuala Lumpur, New York, or Capetown, whether in opera,
a bank, or a hospital, we will find them for you, and adapt them to build the most far-reaching

transformations the arts world has ever seen. Our goal is a thriving global arts world, helping you build future
audiences, future donors, and future artistic excellence.
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eekly Newsletters

Advisory Board for the Arts

SPOTLIGHT

January 5, 2021

Dear Friend of ABA,

Happy New Yearl This week’s Spotiight focuses on donor engagement. ABA has begun our
signature research initiative, Redefining the Donor Value Proposition, speaking with
development executives and doners globally. Below, we share early insights from those
conversations. ABA members, it's not too late to participate in the quantitative research for
this initiative — contact us today.

LOOKING AHEA

Challenges in Arts Fundraising: 3 Areas of Focus for 2021

As we work on our next signature study, Redefining the Donor Value Proposition, our
research team has had the oppertunity to speak with heads of development at arts
organizations glebally to leam more about the challenges they are facing. While each
institution brings their own unique context, there are many shared obstacles and concerns
across the industry. We highlight three emerging trends in the arts philanthropy space for

2021.

ALITATIVE RESEARCH

Four Key Takeaways from Interviews with Arts Donors

ABA conducted more than 20, hour-long, in-depth interviews with donors affiliated with our
member organizations in November and December 2020. Here are four themes we've
heard from donors to culture and arts organizations so far.

Go to www.advisoryarts.com and
click the button in the blue banner

at the top.

Each week we focus on a new topic
of interest to the arts.

You will also receive invites to
webinars Featuring our research or

guests across the arts.

Unsubscribe at any time.


http://www.advisoryarts.com/

