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Ticket Sales: US Orchestras – 12 Month View  
Apr 2018-Mar 2019 vs Apr 2023-Mar 2024

Revenue Units

49% 12%







• Welcome & Introductions  

• Data Dive: Engagement Today  

• Case Studies 

• Questions & Conversation

Agenda





40+ US Orchestras in the Benchmark



Ticket Sales: US Orchestras – 12 Month View  
Apr 2018-Mar 2019 vs Apr 2023-Mar 2024

Revenue Units

49% 12%



: post-pandemic consumption 





Sales Pacing: Weeks Out Chart US Orchestras
Apr 2018-Mar 2019 vs Apr 2023-Mar 2024
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Recurring delivery of a product 

Buy once, no discount. Get it monthly 
and get a discount. 

Pay a recurring fee for access

Access to products and technology

Subscription Box

Digital and print subscriptions

On-demand and live viewing

Subscribe & Save

Membership

Digital Software

Media/Publication

Streaming



Conceptual

Practical

Experiential

Am I an “arts” 
person?

What IS art, 
anyway?

Would I try the 
symphony? 

Would I enjoy?
Downtown.  

Ugh.

Do I prefer 
live or my 
couch?

…to 
nuts…

From 
soup…







Growing Audiences: Quickly 

• Pre-Pandemic 
‒ Fought its way back to financial stability 

‒ Holding steady, but not growing 

• Bright spots and reality checks 
‒ City is growing, younger people moving in 

‒ Grappling with scars from the past 

• Audience growth goals 
‒ Singles and subscriptions 

‒ Younger and more diverse

Make new friends but keep the old





Admissions 

+68% 

Single Ticket Growth – FY17 to FY24
Masterworks and Pops 

Revenue 

+116%



Investments in Strategy, Tactics, and Relationships 

• More of what works and can be tracked   
‒ Expanded digital and direct mail

‒ Early on sales  

• Added a 3rd Holiday performance 

• Everyone is welcome 
‒ Gathered feedback via NPS

‒ Shared results with staff, including front of house

Best practices, listening, and trust building 





Youngest Classical 
audience, after The 

Planets.

Most racially 
diverse Classical 
audience of the 
23-24 season.



HH
% of Total 24 

Buyers Notes

New-to-file 439         40%
Holiday renewal 280         26% Renewal rate from 23: 33%
Other 169         15%
Sub addons 88           8% Represents 10% of total sub HH
Fall 23 STBs 66           6%
23 Lapsed STB 53           5%

Holiday Pops Calculations
Can we sustain 3 performances, given the rising competition in our market?

FY25 Holiday Pops Lead calculator

Segment
Forecast 

HH

23-24 
Conversion 

Rate Forecast HH
Forecast 
Tickets

24-25 Subscribers 900         10% 91                                                284         
23-24 Holiday Pops renewals 900         33% 294                                              924         
Fall 25 ticket buyers 759         8% 58                                                183         
24 Lapsed STB 1,740      4% 62                                                196         
Other 169                                              530         
NTF 439                                              1,378      

Total 3,495      

Leveraging current audience 
base + maintaining current 

marketing reach would yield 
2% year-over-year 
growth in tickets





Making People Feel Welcome 

• Holiday is a celebration for all      
‒ Youth orchestra playing in the Lobby, honors our mission

‒ Santa greeting people as they arrive and taking photos

‒ Hallmark movie atmosphere 

• Implemented regular post-concert surveys of single ticket 
buyers, and periodic surveys of subscribers woven at key points 
throughout the season

• Collaboration with venue and their front-of-house team, to learn 
together from patron feedback

Being part of the community  







Preserve and Carry Forward

• “Omaha attitude”
‒ Patrons describe OSA as “our symphony”
‒ Dedication to the artists
‒ Reduced the distance during the pandemic 

• Tap into the emotion of the experiences 
‒ Care for the ‘story’ behind the music
‒ Interest and excitement in new work

• Younger audiences 
‒ We’ve “found them” via movies and masterworks, now to continue adding, and 

hold on to them

• 2023-24 Season will reach 95% of tickets sales goal 

Marketing with experiences, emotions, and enticing pathways



Demographic Analysis

• Movies
‒ 35% single ticket buyers & 28% subscribers Millennials or younger

• Masterworks
‒ More than half our single ticket buyers are under 60

‒ However, 80% of our subscribers are over 60

‒ Most diverse series audience – 8% of single ticket buyers are BIPOC

• Rocks/Pops
‒ 60% of single ticket buyers over 60

‒ 70-80% of subscribers over 60

Main takeaways







Rebranded Pop, Rock, Movies as LIVE

• Programming is less constrained 
‒ No longer worried about hitting genre quotas

‒ Can program based on excitement and demand 

‒ More mission-driven

‒ Greater collaboration across departments

‒ Rick Steves, Illusionists, Ben Folds 

• Customers have more choice 

• More variety to welcome new customers

Focus on what customers want 















"...you'll feel the thunder of five 
percussionists playing 
their instruments all around 
the audience..."

"...prepare for a live surround 
sound effect unlike 
anything you've heard before..."

Experiential, Approachable
Copy and Imagery

"...Break out the lawn 
chairs and coolers..."

"...gigantic fireworks show..."



Experiential, Approachable Copy and Imagery

"This show features some of the most 
tender, heart-wrenching orchestral 
compositions you've ever heard."

I am most excited about 
reconnecting with those 
on stage and off, 
that was my family for so 
many years,”



Impact of Relatable Experiential Language   
In 12 months organic Facebook reach up 1,600% and interactions up 21%  



Impact of Relatable Experiential Language   
In 12 months organic Instagram reach up 100% and interactions up 100%  



Managing the Perception of Success 
Fill pattern map BEFORE - 1,005 Sold Tickets in 22-23 Pops concert



Managing the Perception of Success 
Fill pattern map AFTER - 1,057 Sold Tickets in 23-34 Pops concert







• Listening to Patrons (including via data) 
• Growing Repeatable Revenue via Membership



Chamber is Growing

• Proportionally more millennials attending than Masterworks  
• Selling out in advance 
‒ Using Dynamic Pricing

‒ Started at $30, up to $60
‒ High Member redemption rate 

• Experience offers 3 highlights 
‒ Music, View, and Wine

• Expanding for 2024-25
‒ Replicating view in new home 
‒ 4 out of 6 concerts will now have 2 performances 

‒ Make this decision with confidence due to data 

Listening leads to repeat attendance 





Proportion of Ticket Buyers by Generation
Masterworks vs Chamber 

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Gen Z (Born after 1997)

Millennials (Born 1981-97)

Gen X (Born 1965-80)

Boomers (Born 1946-64)

Silent (Born 1928-45)

Greatest (Born before 1928)

% MW % Chamber





August 2017: Membership 
program launches

Fall 2017-Spring 2023: Annual 
cycle of in-season acquisition, 
some churn over the summer

June 2023: Launched active 
outbound campaign over summer

September 2023: Initiated active 
usage campaign during the year 
(encourage members to reserve 
seats)

Road So Far





Memberships by Month
April 2022 – March 2024

 -

 200

 400

 600

 800

 1,000

 1,200

Jurassic 
ParkSeason open 

push

Postcards 
start

Holiday 
concerts

Focus shift to 
subs



What we Heard from Members
Access is important 



Membership Acquisition & Churn April 2023-Mar 2024
Majority churn due to credit card expiration, Members must commit to 6 months 
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Charting Ahead

1. Intro Membership Plus tier

2. Hone reservation process

3. Increase retention/usage

4. Leverage member 
attendance to dress house 

5. Learn what they want

6. Create step toward giving 



Membership 
Plus 



Industry

Average

32%
TRG Consulting

Clients

25%FREQUENCY:

Creation
Of

Multi
Buyers

43%
Industry

Average

58%
TRG Consulting

Clients

RECENCY:

Patron 
Retention
Since 2021
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