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1) Powerful insights

2) Fuels Recovery

Goals
of

3) Orchestra specific view

4) Insight reports and trainings Partnership




1) 400 Organizations in U.S., Canada,
U.K,, and Ireland

2) 150+ in the NA

Benchmark
3) 30 Orchestras in the NA Detalls

Study Cohort
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Your Data

$575,995

Revenue in the last 30 days

Average revenue in the last 30 days

Your Data vs The Benchmark

=0 = Beiter than the benchmark
=l = Worse than the benchmark

LAST 30 DAYS DASHBOARD @

gy 3y

$201.222
Same period in 2019

$109,531
Same penod in 2021

Same period in 2019

Same period in 2021

215 %

vs 2019 Benchmark

183 %

vs 2021 Benchmark

YEAR TO DATE DASHEOARD ©

Advance Revenue

Revenue for unmatured performances
over the next 12 months

Subscription Revenue

Subscription revenue over the year fo
date

Customer Typology
New Customers iz your largest active

segment and makes up:

1,267 42 %
Pafrons % patrons

$671,855
Your data

Average of venues in the benchmark

-24 %

Your data vs the benchmark

$945,572
Your data

Average of venues in the benchmark

-29 %

Your data vs the benchmark

Donations
Received income over the year to dale

$2,552,832 :
Your Data Avg benchmark venue

Haghiagl, 154 %

DONATION DASHBOARD







TRG Data Corner — Arts Organizations

12-Month Comparison — June 2021-May 2022 vs. June 2018-May 2019
Tickets Sold in NA

-31% -40%

Revenue Units
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TRG Data Corner - Orchestras

12-Month Comparison — June 2021-May 2022 vs. June 2018-May 2019
Tickets Sold in NA

-6% -24%

Revenue Units
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TRG Data Corner — Arts Organizations

12-Month Comparison — June 2021-May 2022 vs. June 2018-May 2019

Donations in NA

+13% -11%

Revenue Units
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TRG Data Corner — Orchestras

12-Month Comparison — June 2021-May 2022 vs. June 2018-May 2019

Donations in NA

+8% -10%

Revenue Units
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Month by Month
Comparison

Ticket Buying & Donations
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Ticket Units & Revenue — Last 12 Months vs Pre-Pandemic

NA Arts Organizations
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Ticket Units & Revenue — Last 12 Months vs Pre-Pandemic
NA Orchestras
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Gift Units & Revenue — Last 12 Months vs Pre-Pandemic

NA Arts Organizations
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Gift Units & Revenue — Last 12 Months vs Pre-Pandemic
NA Orchestras
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1. Invest in Urgency
2. What's up with Donations
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' MORE MUSIC! 22

February 14, 2022

[outside gal]
[address]
[city], [state] [zip]

Renew your subscription by

March 7
for priority seating access and waived fees!

Dear [inside

the WSO and invite you to be among the
fi = Oking ahead to a season full of joy, new voices, and
more live music with our new Music Director, Eric Jacobsen and want you to join us!

We miss you! I'm writing today to thank you for being a recent subscrib

RS at our musicians have called “the most € g an remember” at the V50, you're going
&g notice our new subscription packages with more flexibility and more choice. Thj

ncredible season is a great time to

- 3 ap 2 @29=23"3N0 bring more music back into your life.
Unlimited subscribers get the best of the best when it comes to value, concert access, and seating plus they never pay
fees.

renew yourvae pticotoao LINLIMITED or an R0 £

YO-YO MA ACCESS FOR 2022-23 UNLIMITED & 8-concert SUBSCRIBERS: Add tickets to get the best
zeats for the magnificent Yo-Yo Ma in concert with the VS0 MONTHS BEFORE THE GENERAL PUBLIC
for this ONE NIGHT ONLY extraordinary musical event.

Renewing is simple:

» Review the information on the enclosed order form: confirm how many concerts you would like and where you
would like to sit.

s Add on your tickets to Yo-Yo Ma and secure your preferred seating.

» Select your concerts (remember you can add/change your selections at any time).

»  Mail, call, or go online to complete your order.

‘When you renew by March 7, you lock-in priority access to concerts and seating and waive subscription fees. Your early




1. Average Ticket Price (ATP)
2. Advance



Average Ticket Price — Last 12 Months vs Pre-Pandemic
NA Orchestras

$70.00
$60.00
$50.00

$40.00

$30.00

$20.00

$10.00

$0.00
Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May

—2018-19 =—2021-22

ARIT 8



Advance Ticket Units Jun-Dec - 2022 vs 2019
NA Orchestras — Down 32% (1,016,407 vs 1,319,064)
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1. Confidence
2. Maximize the Hotcakes



Charleston Symphony — Beethoven 9

MWE Single Ticket Sales

5100,000.00

=== ¢ Doubled Marketing Expenses - $10K to $20K
« Early use of Demand Based Pricing

580,000.00
$70,000.00
S60,000.00
550,000.00
— WS Actual
Muodel
540,000.00
530,000.00
520,000.00
$10,000.00
50.00
] T T ~ T T N P S R R BV R R R R NN m
Far i T B~ B - - = N N~ S > S~ HONE SN~ ~ S~ RO S N N B F S~ S S N~ SO N S~ RO - = S~ N E-~ O~ B~ SN SO B > N~ S~ R -~ [ = O~ N FOE-~ N B> S H N W
oo - - = S W - - S = TR - R - B - - T T v R M - - R < T N - R - - - T - O M - S - T R - N - - T N R - - T - - A
s o w2 B~ B g Q = o ™M T a8 ~ @ ;e @ = o™ Mmoo s N 8~ e @ o = ™M W o 8 I~ K@ v ™Mo wT W 8~ WMy @ ™ ™M T W W 0,
e e T S - S R o TR o ST . S - R T NN S - Y~ N o S o S o S o T o S S | [ SR L ™ - e T S R R - SRR B B S S SR B S o I » SN » SR o RN S S o B o O - R - |
mmmmmmmmmmm o= = S~ < U o R~ T - U N M O T I ) T E e e e v e s g g npg g o A Bl N B oo N B
meom o om o m mm e memmm MMM, momomom oMo m o m T T F I ST S T T T T T T = - F T ¢ &



1. Ethnicity
2. GGeneration



Ticket Sales by Ethnicity — 2021 vs 2020 vs 2019
NA Orchestras
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Donations by Ethnicity — 2021 vs 2020 vs 2019
NA Orchestras
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Percentage of Arts Patrons by Generation
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== The Silent Generation 23% 22% 21% 20% 19% 17% 17%
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e The Millennial Generation 7% 8% 9% 10% 11% 13% 13% Y
e cneration Z 0.05% 0.04% 0.06% 0.07% 0.09% 0.12% 0.20% r&
ARTS




Ticket Sales

“Must Have” 1s a
Gen X Strategy



Ticket Sales by Generation — 2019 vs 2020 vs 2021

NA Orchestras
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Ticket Buyers by Generation — 2021 vs 2019
NA Arts Organizations
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Donations by Generation — 2019 vs 2020 vs 2021

NA Orchestras
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1. Track Ethnicity
2. Have a Gen X Strateqgy



News &
Weather

Top 3 internet activities.

Email

Generation X

Surprise

Candor Stats

This generation needs no help with
Candor — they're allergic to sugarcoating.




1) Approach
- Direct and to the point, no surprises.
- Be a helpful resource.

Generation X

2) Engage
_ Be authentic, build trust. T ¥
- Layout all the options. d L‘ZLZ 6‘5

3) Communicate
- Peer referrals are golden.
- Taking action. Should be easy and quick.
- Cut out the sales hype.




Segmentation by Loyalty



Customer Typology
Segment Definitions: Think RFMG

Acquisition

Current
Customers

Re-Engaged

New Customer — had not transacted previously

Once Before — once before within the past 18 months

Convertee — twice before and at least one within the past 18 months
Active —3-9 times in their history and at least once in the past 18 months

Super Active —10+ times in their history and at least once in the past 18 months

Stale — last attendance, prior to most recent purchase, was 18-36 months ago

Lapsed — last attendance, prior to most recent purchase, was 3 years or more ago




Ticket Sales by Typology — May 2022

NA Orchestras
6.,.‘ %
24% |
= New Customers ®Once Before = Convertee mActive Super Active Stale

m | apsed
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7 30 /O EVER RETURN




Experience Problems

We didn’t ask, didn’t listen,
Churn and didn’t follow-up

Causes Wrong Invitation

Overwhelmed, tried to

“Instantpot”, didn’t appeal,

and wrong matchmaking



Why Loyalty Matters
Net Revenue — NA Arts Organization Case Study

Single Ticket New Renewing

Buyers Subscribers Subscribers

Per Patron Yield $53.84 $156.05 $341.51
Cost-of-Sale 20% 25% 3%
Renewal Rate 23% 46% 69%

Renewing
Subscriber-
Donors

$550.42

3%

88%
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1. Growth vs Retention
2. Budget Accordingly



Summary...

% Goal-oriented ACTION.
80 Responsive and empathetic.

ﬁ Implementation.

ih. Use of data — to define need and
measure SuUccess.

Ra
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COVID-19 Sector Benchmark
Join Us

 Participating organizations
* Ticketing partners
 Funders and partners

Sign up here:
go.trgarts.com/benchmark

Thank you.

/PURPLESEVEN/

Join the Sector Benchmark

Join the TRG Arts & Purple Seven COVID-19 Sector Benchmarks

Register Data Privacy

TRG Arts and Purple Seven have partnered to provide real-time intelligence
and advice to the arts and cultural sector on the economic impact of COVID-
19. This partnership allows us to bring together live sales feeds from
hundreds of venues around the world to effectively provide data analysis,
counsel on insights, and resources for lobbying government relief packages
to ensure we travel through and beyond the immediate crisis.

In an effort to support the sector at this critical time. there will be no charge
for this service. An automated data fead will be set up between your box
office and our secure servers. Once this is established, we will monitor it to
ensure your data flows every day. Our systems and processes are fully
compliant with all international regulations (including GDPR). All data will be
anonymized and aggregated. to be used solely for the expressed purpose of
this initiative. YWe do not use your customer data for anything other than the
benchmark, unless you ask us to, and your sales figures and customer data
will not be identifiable.

Join us in uniting the sector for resiliency, innovation, collaboration and
generosity of spirit. Togethar we are stronger.

If you have any specific questions, please feel free to

Where are you based? *
(O USA @ UK & Europe

(0 Canada

Name *

Fhone * Email *

ARIT 8
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Eric Nelson

Client Engagement Officer
enelson@trgarts.com
719.323.4125

ARTS

www.trgarts.com




Questions?




