
Become a comfortable, 
fluent brand ambassador 
for your orchestra

Your orchestra needs your voice.
Are you up for the challenge?

Roger Sametz
roger@sametz.com
Ronni Reich
ronni@sametz.com
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P  R  O  L  O  G  U  E

Our-big-picture goal today is to help all those who are working with 
other board members, leadership, and staff to:

§ Craft a new, more relevant, more results-driven brand...

§ Evolve your existing brand to be more in sync with who you are 
today—and are becoming—and your changing markets...

§ Or who just need a more thorough understanding of how nonprofit, 
performing arts brands can be built and deployed to advantage...

§ In order that you all can be better stewards and advocates for your 
orchestras
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Today

§ Who’s behind your screen
§ Goals and challenges
§ How we think about brand 
§ Beginning your journey: a road map
§ Getting calibrated: research + audits
§ Evolving your brand foundation
§ Crafting effective messaging
§ Expressing your brand visually
§ Focus on fundraising
§ Building organizational fluency
§ Case study: New Jersey Symphony

§ Workshop + worksheets: putting what 
you’ve just learned to work



Who we are

§ Boston-based, national, brand-focused 
consultancy—celebrating 45 years helping 
performing arts organizations achieve strategic 
and tactical goals—and navigate change

§ We integrate… 
§ Research
§ Brand strategy  / architecture
§ Content / message development
§ Visual design
§ Fundraising strategy and communications
§ Web planning / development
§ Cross-channel communications creation 
§ Leadership / staff workshops and training
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What we do

§ Define and articulate clients’ brand strategy + 
differentiated meaning, promise, and value 

§ Build resonance and connection with key 
constituencies to increase understanding, 
connection, participation—and both earned 
and contributed income. 

§ Craft inclusive processes that build consensus 
and internal organizational engagement

§ Foster sustainability by helping clients to 
own and maintain their brand, web, and 
communications programs as long-term assets 
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Representative performing arts
§ Boston Symphony Orchestra / Tanglewood / Pops
§ Cal Performances / UC Berkeley
§ Curtis Institute of Music
§ Dallas Symphony Orchestra
§ Detroit Opera
§ Duke Ellington Orchestra
§ Hartford Symphony Orchestra
§ Jacksonville Symphony Orchestra
§ League of American Orchestras
§ Lyric Opera of Kansas City
§ Lyric Opera of Chicago
§ New Jersey Symphony
§ Newport Classical (formerly Newport Music Festival)
§ Orchestra Lumos (formerly Stamford Symphony)  
§ Seattle Symphony 
§ Segerstrom Center for the Arts
§ Sun Valley Music Festival
§ Sydney Symphony Orchestra
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Shared goals + 
challenges
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Attract, retain, 
and engage both 
traditional and 
new audiences
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Bolster 
philanthropic 
support
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Forge mutually 
beneficial 
partnerships
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Be a compelling 
choice for 
sponsors
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Build awareness 
of, and 
participation in, 
your off-stage 
initiatives

© Sametz Blackstone Associates



© Sametz Blackstone Associates

Realize your 
vision for the 
future
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Increase your 
gravitational pull
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In order to 
achieve these 
goals…
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Offer a desirable 
product and 
experience
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Be seen and valued
in your landscape
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Provide different, 
resonant “ways in” 
for constituents
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Project desired 
attributes
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Communicate the 
value of shared, 
in-person 
experiences 
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Ensure staff and 
board have the tools 
and training to 
communicate in a 
unified, compelling 
voice
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...and that board 
members are fluent 
and comfortable 
representing their 
organizations
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As board members...

§ You signed up for stewarding the trajectory of your orchestra
§ Providing oversight of leadership, staff, finances, facilities, fundraising, 

marketing—and high-level searches when needed
§ You’ve committed your time, talent, and treasure

§ But when asked to spread the word—to increase interest, open doors, 
raise stature, and generate engagement and support—you may feel 
underprepared
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Why?  

§ You don’t have an “elevator” speech (or you have a lot of them)
§ You can talk about the aspects of the orchestra you care most about... 

but may be fuzzy talking about the full range of activities and initiatives
§ You know why you support your organization, but you’re not clear on the 

other reasons people might support
§ You might be hard-pressed to prove the value of your organization—and 

its place in the landscape
§ If you encounter misperceptions or resistance, you may feel unprepared 

to counter

§ Maybe you’re just not comfortable—you’ve not “ambassaded” before
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B R A N D
is the first step if you’re to 
effectively represent it

Understanding—and strengthening the 
components of your
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WHAT IS 
YOUR 
BRAND?
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What you mean…
PROMISE
HISTORY
VISION
VALUES
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Expressed through…
OFFERINGS
EXPERIENCES
ARCHITECTURE
COMMUNICATION
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Informed by strategy…
ATTRIBUTES
POSITION
MESSAGING
VISUAL SYSTEM



A strong brand delivers ROI...

...in different dimensions / timeframes

§ Hard
§ Short: increased attendance, ticket revenue
§ Medium: increased giving, media mentions, partnering 
§ Long: success breeds success = higher sustained revenue
§ Internal: time and money saved making more effective, mutually 

reinforcing communications

§ Soft
§ Shorter: increased understanding, interest, buzz = wider attendance
§ Longer: increased stature, recognition = ultimately, revenue
§ Internal: pride, effective ambassadors = uptick in morale, giving

§ Opportunity cost of not having a strong brand!
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Beginning your 
journey

§ A collaborative, holistic,
organic process



A draft roadmap for building or strengthening 
your orchestra’s brand
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Across all: lift marketing and development

Development

Marketing
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Across all: lift marketing and development

DevelopmentMarketing
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Getting 
calibrated

§ Reviewing research / plans
§ Inclusive qualitative interviews
§ Follow-on quantitative research
§ Audit of your communications
§ Audit of relevant landscape
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Interviews: engaging concentric rings of 
stakeholders
Meet with

§ Senior leadership
§ Board
§ Staff
§ Faculty
§ Students
§ Alumni
§ Recommenders Leadership / Board

Staff

Subscribers / Donors / Partners

Single-ticket attendees

Arts interested public

Civic leaders
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Add 
zoom 
slide
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Their 

orchestra
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Understanding your audiences / stakeholders

§ Who are you speaking to / with now... who do you wish to engage?

§ What are they looking for?

§ Why should they care?  What do you offer them

§ How do you want them to take action: think / say / do?





Internal audit: Hartford Symphony Orchestra



Internal audit: Jacksonville Symphony

The brand was being reinvented every year.... decreasing recognition and increasing cost
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External audit: Hartford Symphony Orchestra



External audit: Jacksonville Symphony
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Evolving your 
brand foundation

§ Guiding brand attributes
§ Desired positioning
§ Brand architecture
§ “Ways in” for donors
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Guiding brand attributes: three dimensions

§ Owned: positive, to be reinforced

§ Aspirational: to be promoted—might require some work

§ To manage away: misperceptions, outdated, baggage
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Hartford Symphony  Orchestra
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Guiding attributes: Hartford Symphony Orchestra

Owned
§ Artistic excellence
§ Beautiful hall
§ Community-focused
§ Diverse, creative 
      programming
§ Dynamic, relatable 
      music director
§ Educational
§ Exciting guest artists
§ High-quality venues
§ Inspiring
§ Versatile musicians “can do 

anything”
§ Warm
§ Welcoming
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Guiding attributes: Hartford Symphony Orchestra

Owned
§ Artistic excellence
§ Beautiful hall
§ Community-focused
§ Diverse, creative 
      programming
§ Dynamic, relatable 
      music director
§ Educational
§ Exciting guest artists
§ High-quality venues
§ Inspiring
§ Versatile musicians “can do 

anything”
§ Warm
§ Welcoming
  

Aspirational
§ Accessible
§ A great night out / experience
§ Connecticut’s premier arts 

organization
§ Diverse onstage and off
§ Energized / energizing
§ Known outside Hartford
§ Familial + access to musicians
§ Fun
§ Innovative
§ More than classical (true but not 

known)
§ Multifaceted
§ Place to be
§ Relevant
§ Sense of belonging for all
§ Uplifting
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Guiding attributes: Hartford Symphony Orchestra

Owned
§ Artistic excellence
§ Beautiful hall
§ Community-focused
§ Diverse, creative 
      programming
§ Dynamic, relatable 
      music director
§ Educational
§ Exciting guest artists
§ High-quality venues
§ Inspiring
§ Versatile musicians “can do 

anything”
§ Warm
§ Welcoming
  

Aspirational
§ Accessible
§ A great night out / experience
§ Connecticut’s premier arts 

organization
§ Diverse onstage and off
§ Energized / energizing
§ Known outside Hartford
§ Familial + access to musicians
§ Fun
§ Innovative
§ More than classical (true but not 

known)
§ Multifaceted
§ Place to be
§ Relevant
§ Sense of belonging for all
§ Uplifting

Manage away
§ Boring
§ Elitist
§ Expensive
§ Formal
§ Old
§ Provincial / community orchestra
§ Same old stale repertoire
§ Stuffy
§ White only
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Guiding attributes: Hartford Symphony Orchestra

Owned
§ Artistic excellence
§ Beautiful hall
§ Community-focused
§ Diverse, creative 
      programming
§ Dynamic, relatable 
      music director
§ Educational
§ Exciting guest artists
§ High-quality venues
§ Inspiring
§ Versatile musicians “can do 

anything”
§ Warm
§ Welcoming
  

Aspirational
§ Accessible
§ A great night out / experience
§ Connecticut’s premier arts 

organization
§ Diverse onstage and off
§ Energized / energizing
§ Known outside Hartford
§ Familial + access to musicians
§ Fun
§ Innovative
§ More than classical (true but not 

known)
§ Multifaceted
§ Place to be
§ Relevant
§ Sense of belonging for all
§ Uplifting

Manage away
§ Boring
§ Elitist
§ Expensive
§ Formal
§ Old
§ Provincial / community orchestra
§ Same old stale repertoire
§ Stuffy
§ White only

behave

write
talk

post

design
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Brand positioning: Hartford Symphony Orchestra

§ Not your grandmother’s orchestra (but she’ll still like the show!) 
The HSO is far from the stuffy, old-school image of an orchestra. We connect tradition and 
innovation: all belong at our concerts.

§ Unexpected, immersive, and fun 
Whether they are attending a Masterworks program or concerts integrating surprising disciplines 
like circus arts and breakdancing, audiences can expect immersive experiences that engage their 
senses, spark curiosity, and move and delight them.

§ Yes, and… 
We bring a rich orchestral sound to all kinds of music and experiences, including pop, rock, film, 
opera, and more—indoors and out—and we provide enriching education and community 
engagement programs.

§ Diverse, innovative programming with something for everyone 
The HSO’s programming is richly varied and responsive to our community: we design programs 
with our audiences in mind.
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Brand positioning: Hartford Symphony Orchestra

§ Energized performances under dynamic leadership 
Carolyn Kuan’s innovative programming, compelling stage presence, and modern approach to the 
role of music director set the HSO apart from other orchestras. 

§ Welcoming atmosphere 
Our concerts are warm and inviting, with audience, staff, supporters, and musicians forming a 
community. 

§ Excellence close to home 
We offer residents the unique opportunity to hear the powerful sound of an excellent orchestra 
right in their backyards.

§ A cornerstone of Hartford’s culture and community 
Hartford wouldn’t be the same without the HSO. Our stakeholders deeply value our role in creating 
a vibrant, arts-rich community and enhancing the quality of life for people who live and work in the 
region.
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Brand architecture / relationships
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Brand architecture / relationships
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Brand architecture / relationships
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Need horiz seg 

shot

Segerstrom Center for the Arts
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Disparate ed sub-brands: not “getting credit”

62© Sametz Blackstone Associates
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Rationalized sub-brands
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Brand positioning: Segerstrom

A must-visit performing 
arts leader

§ The performing arts destination for 
all of Orange County

§ A cultural town square where art 
brings people together

§ Home to a robust array of cultural 
experiences

§ A top dance presenter in the region

A vital community presence 
and educator

§ One of the nation’s most impactful 
providers of arts education

§ A resource and arts engine for the 
community

§ Transforming lives through the arts
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Lyric Opera of Chicago



Where you can win! 

The intersection of donor passions 
and interests—and your institutional 
priorities
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Identifying “ways in” for donors

What prospective audiences, donors, 
and partners care about and value
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Identifying donor
Interests and
passions: Lyric 
Opera of Chicago
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Lyric Opera of Chicago: “ways in” for donors

The prospective donor community cares about…

§ Ensuring a vibrant, sustainable future for opera in America
§ Advancing artistic excellence
§ Preserving the grand opera canon
§ Advancing new composers, artists, and operas
§ Bringing the power and creativity of opera to new audiences
§ Being a resource across all Chicago communities: using the disciplines 

that come together in opera to affect change
§ Investing in our Art Deco opera house to improve the audience experience
§ Training artists of the future
§ Reflecting the diversity of Chicago: programming, artists, staff, audiences 
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Lyric Opera of Chicago: “ways in” for donors

The prospective donor community cares about…

§ Ensuring a vibrant, sustainable future for opera in America
§ Advancing artistic excellence
§ Preserving the grand opera canon
§ Advancing new composers, artists, and operas
§ Bringing the power and creativity of opera to new audiences
§ Being a resource across all Chicago communities: using the disciplines 

that come together in opera to affect change
§ Investing in our Art Deco opera house to improve the audience experience
§ Training artists of the future
§ Reflecting the diversity of Chicago: programming, artists, staff, audiences 
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Crafting effective 
messaging

§ Messaging framework
§ Foundational storylines
§ High-level “elevator” message
§ Constituent-focused “tilted” 

messages



Meeting people where 
they are—with content 
and language that are 
relevant and resonant
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Goal: a flexible messaging framework

Key 
audiences

Story
lines

Stories

High- 
level 
message

Story-
lines

Stories

Facts, 
figures

“Tilted”
messages
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Hartford Symphony Orchestra



© Sametz Blackstone Associates

Brand storylines

Key 
audiences

Story
lines

Stories

High- 
level 
message

Storylines

Stories
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Brand storylines: Hartford Symphony Orchestra

Breaking down barriers to orchestral music by making concerts relevant—
and fun—for all

You belong at the HSO—a warm, inclusive, close-knit community where all 
are welcome

Providing fresh, immersive performances that surprise, captivate, and 
delight audiences

Breathing new energy into classic and contemporary works under dynamic 
music director Carolyn Kuan

First-rate talent close to home

Offering diverse, creative programs / concerts: something for everyone

1

2

3

4

5

6
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Brand storylines  2

A cornerstone of Hartford’s culture and community, inspiring civic pride

Improving access to orchestral music through community-wide education 
programs—and enriching the lives of students of all ages

Enhancing greater Hartford through free programming and community 
concerts

Building diversity, equity, and inclusion in orchestral music—and in Hartford 

Providing intellectually stimulating, fascinating engagement with orchestral 
music for those new to it—and for those interested in deepening and 
broadening their knowledge and experience 

7

8

9

10

11
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High-level  “elevator” message

Key 
audiences

Story
lines

Stories
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level 
message

Story-
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Stories
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High-level “elevator” message
The Hartford Symphony Orchestra breathes fresh energy into extraordinary 
music through immersive, innovative performances and outstanding 
musicianship. From Beethoven to movies with live soundtracks, from the 
sounds of  your favorite bands under the stars to intimate chamber concerts, 
there’s something for everyone—and you always belong. 

A cornerstone of  Greater Hartford, the HSO helps make the region a vibrant, 
exciting place to live, work, and play. We share our music with our communities 
through robust educational programs for all ages, in partnership with area 
schools, local arts providers, and social service organizations, and with free 
concerts for all.

Join us—and enjoy Hartford’s most enthralling, energizing, and entertaining 
cultural experiences.



82
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“Tilt” for new, younger, diverse audiences

Key 
audiences

Story
lines

Stories

High- 
level 
message

Storylines
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New audiences
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“Tilt” for new, younger, diverse audiences

Enjoy extraordinary music, exhilarating new experiences, and a fun, 
welcoming community—all right here in Hartford. 

The Hartford Symphony Orchestra brings you immersive, innovative 
performances by the most talented musicians in the region. Hear timeless 
masterpieces and exciting premieres with diverse world-celebrated soloists; 
listen to the sounds of  your favorite bands under the stars at the Talcott 
Mountain Music Festival; or thrill to movies you love with live orchestral 
accompaniment—there’s something for everyone here, and you always belong.
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“Tilt” for new, younger, diverse audiences  2

Led by our dynamic music director Carolyn Kuan, the HSO transcends the 
expectations of  a typical classical orchestra. We perform in a wide variety of  
styles and collaborate with artists from must-see young pianists to aerialists and 
breakdancers—all to put a new spin on concerts (sometimes, literally). 
Audience members 45 and under can also join our FORTE! group for discount 
tickets and invitations to exclusive social events. 

Whether you’re looking to be energized, relax, or just have a 
great date night, join us—and discover Hartford’s most enthralling, 
surprising, and entertaining cultural destination.
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Constituent “tilt” for prospective donors

Key 
audiences

Story
lines

Stories

High- 
level 
message

Stories

Facts, 
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Prospective donors
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“Tilt” for prospective donors

Your support for the Hartford Symphony Orchestra ensures that extraordinary 
music and music education thrive in our region. 

You make it possible for the HSO to employ the best musicians in the region and 
bring you the music you love. From Beethoven at the Bushnell’s Belding Theater to 
movies with live orchestral accompaniment; from the sounds of  your favorite bands 
under the stars at the Talcott Mountain Music Festival to intimate chamber concerts, 
there’s something for everyone. 

Led by dynamic music director Carolyn Kuan, the HSO expands the scope of  
orchestral music and welcomes all to concerts that are inspiring, relevant, and fun.
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“Tilt” for prospective donors  2

By supporting composers and performers from historically underrepresented 
backgrounds, you also advance our mission to be equitable and inclusive and ensure 
all belong at the HSO. And you help us share our music—and the joy of  music-
making—through robust educational programs for all ages, in partnership with area 
schools, local arts providers, and social service organizations. 

The HSO is a cornerstone of  Greater Hartford and a source of  civic pride that helps 
make the region a vibrant, exciting place to live, work, and play,. Without your 
support, we wouldn’t be able to provide Hartford’s most enthralling, enriching, and 
entertaining cultural experiences. 

We thank you.
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Expressing your
brand visually

§ Visual expression is messaging
§ Breaking down barriers, inviting people in
§ Bringing to life your brand attributes and 

storylines 
§ Providing both “glue” and flexibility across 

offerings, years, opportunities
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Goal: create distinctive visual systems
from (mostly) open-source elements

Choices 
+

Articulation
+

Relationships

COMPOSITION

PRIMARY 
IDENTIFIER

COLOR

IMAGERY

GESTURE

TYPOGRAPHY
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FINALISTS
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Keep 

or 
not?

Newport Classical
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Boston Symphony Orchestra
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Lumos estab shot

Orchestra Lumos / formerly Stamford Symphony
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Goals and challenges: Stamford Symphony

§ Ambitious vision to expand offerings well beyond its home city

§ Needed to maintain loyal base while attracting new, younger, more diverse 
audiences—and donors

§ Low brand awareness / presence—five concerts / year in rented venue

§ Arts-interested locals thought quality = New York City

§ “Stamford” was not a positive brand attribute

§ Needed to be seen as relevant, engaging, and a valuable civic asset—and 
not as an elite, hide-bound, old, white organization.

§ Communications under-presented the Symphony
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Before images 

from brief

BEFORE: DISPARATE COMMUNICATIYONS
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BEFORE: DISPARATE COMMUNICATIYONS
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BEFORE
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Brand storylines
Your destination for the highest level of musical excellence
The most professional, modern, and inclusive orchestra in Fairfield County
Meeting all members of the community where they are: across genres, 
formats, venues
Led by celebrated Music Director Michael Stern, with a galvanizing vision
Nimble, innovative, and reflective of Fairfield County’s rich diversity
A force for good, serving our entire community
A fun night out—and a meaningful, stimulating experience
A source of civic pride: helping make the county a dynamic place to live, 
work, raise families, and enjoy a stellar quality of life
Family-friendly, enriching entertainment
Inspiring students of all backgrounds through expanding education

1
2
3

4
5
6
7
8

9
10
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Thematic high-level message: all about light!

Orchestra Lumos shines brilliantly across Fairfield 
County, sharing the passion and energy of the region’s 
most talented musicians to create exhilarating 
musical experiences of the highest quality—for 
audiences from all walks of life. Led by one of 
America’s foremost conductors, Music Director 
Michael Stern, the orchestra illuminates the power and 
beauty of music—across genres, formats, and venues.
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Thematic high-level message: light!  2

Blazing with the intensity and artistry you’d expect only in New York City, 
Orchestra Lumos welcomes, celebrates and engages our richly varied 
communities. Whether you’re a classical aficionado excited to hear an 
internationally renowned guest artist, a first-time concertgoer seeking a fun night 
out, or a family looking for an entertaining afternoon, you’ll be thrilled, 
entranced, and recharged.

From masterfully interpreted masterworks to intriguing, thought-provoking new 
commissions, from your favorite film and Broadway scores to intimate, immersive 
chamber concerts, we meet you where you are, throughout your neighborhoods—
in concert halls, schools, libraries, churches, and even breweries.

Orchestra Lumos is your musical beacon close to home; join us to share in the 
joy, passion, and inspiration of music-making.
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Color palette
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Extended color palette
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Imagery
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TypographyType as image
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lumos
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Sydney 

example

Sydney Symphony Orchestra: storytelling + recruitment with images
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Focus on 
fundraising

§ Identify, and leverage the 
intersection between institutional 
priorities and donor interests and 
passions

§ Moving people closer: from 
“transactions” to ”investment”
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The League...
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Lyric Opera of Chicago



© Sametz Blackstone Associates



© Sametz Blackstone Associates



© Sametz Blackstone Associates

Boston Symphony Orchestra
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Segerstrom Center for the  Arts
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Curtis Institute of Music
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Building 
organizational 
fluency

§ Documentation
§ Rollout
§ Training and workshops
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Segerstrom Center for the Arts
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Putting it all 
together

§ New Jersey Symphony
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Goal: develop a messaging framework

Key 
audiences

Story
lines

Stories

High- 
level 
message

Story-
lines

Stories

Facts, 
figures

“Tilted”
messages
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New Jersey Symphony
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Goals and challenges

§ Challenges
§ Between better-known / resourced NYPhil and Philadelphia Orchestra 

Low—and unfocused—brand awareness
§ Multiple venues, no owned “home base”à low local ownership
§ Presenting venues offer—and promote—competing programs
§ Not getting credit for track record of inclusive leadership  + programming

§ Goals
§ Raise awareness, engagement, stature, and revenue
§ Attract /retain new, more diverse audiences
§ Build on strengths, establish a differentiated, recognizable position 
§ Ensure that pandemic innovations accrue to the brand
§ Make the most of upcoming Centennial 
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Where we started: low local “ownership”
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Where we started: disparate face to the world
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STAR WARS FILM CONCERT SERIES POSTER
4/0 4 COLOR

 

IN ASSOCIATION WITH 20TH CENTURY FOX, LUCASFILM AND WARNER /CHAPPELL MUSIC.

© 2019 & TM LUCASFILM LTD. ALL RIGHTS RESERVED     © DISNEY

“PRESENTATION LICENSED BY ORCHESTRA
LOGO
HERE

MUSIC BY  JOHN WILLIAMS

STAR WARS FILM CONCERT SERIES POSTER
4/0 4 COLOR

DAY, MONTH
TICKET INFORMATION

MUSIC BY  JOHN WILLIAMS

ORCHESTRA
LOGO
HERE

 

© 2019 & TM LUCASFILM LTD. ALL RIGHTS RESERVED © DISNEY.
PRESENTATION LICENSED BY DISNEY CONCERTS IN ASSOCIATION WITH 20TH CENTURY FOX, LUCASFILM LTD. AND WARNER/CHAPPELL MUSIC

NJSYMPHONY.ORG/POPSCYO | 1.800.ALLEGRO (255.3476)

NEW JERSEY SYMPHONY ORCHESTRA

SAVE 10% when you 
COMPOSE YOUR 
OWN series today!

2019/20 POPS SEASON

CONCERT CITY VENUE P A/P1 B/P2 C D/P3 E

Opening Weekend: Holst’s The Planets in HD
Fri, Oct 11, 
at 7:30 pm

Newark NJPAC $90 $68 $42 $32 $18 NA

Sat, Oct 12, at 8 pm Red Bank The Basie NA $68 $43 NA $18 NA
Sun, Oct 13, at 3 pm Newark NJPAC $92 $72 $46 $39 $18 NA

Harry Potter and the Half-Blood Prince™ in Concert
Sat, Oct 26, 
at 2 pm & 7:30 pm

Newark NJPAC $89 $71 $62 $53 $35 NA

Lunar New Year Celebration
Sat, Jan 25, at 7:30 pm Newark NJPAC $80 $59 $45 $32 $18 NA

Classical Mystery Tour: Sgt. Pepper’s Lonely Hearts Club Band
Sun, Jan 26, at 3 pm Newark NJPAC $85 $63 $50 $36 $23 NA

Star Wars: Return of the Jedi in Concert
Fri, Feb 7, at 8 pm Red Bank The Basie $110 $86 $72 $59 $45 $32 
Sat, Feb 8, 
at 2 pm & 7:30 pm

Newark NJPAC $110 $81 $68 $50 $32 $32 

Sun, Feb 9, at 3 pm New Brunswick State Theatre NJ $110 $86 $72 $59 $45 $32 

Star Wars: The Force Awakens in Concert
Fri, Apr 17, at 8 pm Red Bank The Basie $110 $86 $72 $59 $45 $32 
Sat, Apr 18, 
at 2 pm & 7:30 pm

Newark NJPAC $110 $81 $68 $50 $32 $32 

Sun, Apr 19, at 3 pm New Brunswick State Theatre NJ $110 $86 $72 $59 $45 $32 

Harry Potter and the Deathly Hallows™ Part 1 in Concert
Sat, May 30, at 7:30 pm Newark NJPAC $89 $71 $62 $53 $35 NA

The NJSO is ADA compliant. For our patrons with specials 
needs, we offer wheelchair-accessible seating and facilities, 
large-print programs and assisted listening devices. Not all 
services are available in all locations. 
Please contact us for more information. 
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Compose Your   
  Own Series
Choose concerts featured in this brochure—or 

visit njsymphony.com/cyo for many more options!

TICKET PRICES Prices below reflect the 10% discount. 
Please note: P-section seats are restricted.

This program is made possible in part by 
funds from the New Jersey State Council on 
the Arts, a Partner Agency of the National 
Endowment for the Arts.

Harry Potter and the Half-Blood Prince™
in Concert
Sat, Oct 26, at 2 pm & 7:30 pm NJPAC in Newark

CONSTANTINE KITSOPOULOS conductor

Watch Harry become a wiz at potions, win Felix Felicis and uncover the 
meaning of Horcruxes in Harry Potter and the Half-Blood Prince™ in
Concert! Relive the magic of Harry’s sixth year at Hogwarts™ on the
big screen in high definition as the NJSO performs Nicholas Hooper’s
unforgettable score live.

Presented in collaboration with New Jersey Performing Arts Center. Presented by CINECONCERTS. 
HARRY POTTER characters, names and related indicia are © & ™ Warner Bros. Entertainment Inc. 
Harry Potter Publishing Rights © JKR. (s19)

Family Concert: Peter and the Wolf
Sat, Nov 16, at 2 pm & 3:30 pm
Victoria Theater at NJPAC in Newark

TONG CHEN conductor
RUBÉN RENGEL violin | NYGEL WITHERSPOON cello

Join the NJSO for this timeless fairy tale, in which 
charming melodies and fantastical characters introduce the 
different instruments of the orchestra.

NJSO Family Series presented by Horizon Foundation for New Jersey.

Holiday Concerts with the NJSO!
The Irish Tenors with the NJSO in Englewood | Dec 10

New Jersey Ballet’s Nutcracker
  with the NJSO in Morristown | Dec 13–27

Handel’s Messiah in Princeton and Newark | Dec 20 & 22

Lunar New Year Celebration in Newark | Jan 25

Opening Weekend: Holst’s The Planets in HD
Oct 11—13   Newark | Red Bank

Grieg’s Piano Concerto
Oct 31—Nov 3   Englewood | Princeton | Red Bank | Newark

Rachmaninoff’s Third Piano Concerto
Dec 5—7   Newark | New Brunswick

George Li
piano

Juho Pohjonen 
piano

Fall Concerts
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Xian Zhang
music director

njsymphony.org  |  1.800.ALLEGRO (255.3476)  |  Tickets start at $20!

Children’s tickets
just $10!

Disconnected communications
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Expanding Possibilities, One Note at a Time! 
In addition to its lauded artistic programming, the NJSO 
presents a suite of nationally recognized education and 
community engagement programs that promote meaningful, 
lifelong engagement with live music, serving as many as 
60,000 New Jerseyans in nearly 21 counties each year. Core 
program offerings include the NJSO Youth Orchestras, NJSO 
Music and Wellness Program, NJSO Preschool Program and 
NJSO Colton Fellowship. 

Through its diverse array of programs, the NJSO expands 
access to quality music instruction and provides vital arts 
learning experiences that reinforce social and emotional 
learning outcomes, foster confidence and bring joy.

NJSO Youth Orchestras
Coached by NJSO musicians, the NJSO Youth Orchestras 
give qualified middle- and high-school students—especially 
African-American and Latinx youth in the Greater Newark 
area—unparalleled opportunities to achieve personal and 
musical excellence. njsymphony.org/youthorchestras

NJSO Music and Wellness Program
The NJSO Music and Wellness Program promotes healing 
through music for patients, staff and caregivers through a 
chamber concert series and customized bedside serenades 
by our musicians. njsymphony.org/healing

Education & Community Engagement 

NJSO Youth Orchestras ensemble poses before a concert.

Newark preschoolers enjoy a concert.

NJSO violinist James Tsao serenades a young patient.

XIAN ZHANG  Music Director

N E W  J E R S E Y  S Y M P H O N Y  O R C H E S T R A

2017–18 Annual Fund Appeal
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Where we started: identity
Harry Potter and the Half-Blood Prince™

in ConcertSat, Oct 26, at 2 pm & 7:30 pm 
NJPAC in Newark

CONSTANTINE KITSOPOULOS conductor

Watch Harry become a wiz at potions, win Felix Felicis and uncover the 

meaning of Horcruxes in Harry Potter and the Half-Blood Prince™ in

Concert! Relive the magic of Harry’s sixth year at Hogwarts™ on the

big screen in high definition as the NJSO performs Nicholas Hooper’s

unforgettable score live.
Presented in collaboration with New Jersey Performing Arts Center. Presented by CINECONCERTS. 

HARRY POTTER characters, names and related indicia are © & ™ Warner Bros. Entertainment Inc. 

Harry Potter Publishing Rights © JKR. (s19)

Family Concert: Peter and the Wolf

Sat, Nov 16, at 2 pm & 3:30 pm

Victoria Theater at NJPAC in Newark

TONG CHEN conductor
RUBÉN RENGEL violin | NYGEL WITHERSPOON cello

Join the NJSO for this timeless fairy tale, in which 

charming melodies and fantastical characters introduce the 

different instruments of the orchestra.

NJSO Family Series presented by Horizon Foundation for New Jersey.

Holiday Concerts with the NJSO!

The Irish Tenors with the NJSO in Englewood | Dec 10

New Jersey Ballet’s Nutcracker

  with the NJSO in Morristown | Dec 13–27

Handel’s Messiah in Princeton and Newark | Dec 20 & 22

Lunar New Year Celebration in Newark | Jan 25 Opening Weekend: Holst’s The Planets in HD

Oct 11—13   Newark | Red BankGrieg’s Piano Concerto
Oct 31—Nov 3   Englewood | Princeton | Red Bank | Newark

Rachmaninoff’s Third Piano Concerto

Dec 5—7   Newark | New Brunswick

George Lipiano

Juho Pohjonen 
piano

Fall Concerts
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Xian Zhangmusic director

njsymphony.org  |  1.800.ALLEGRO (255.3476)  |  Tickets start at $20!

Children’s ticketsjust $10!
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Attributes

Owned
§ Accessible
§ “New Jersey” 
§ Unpretentious
§ Warm
§ Welcoming
 
  

Aspirational
§ Committed to diversity in

all its dimensions
§ Committed to serving the 

community, state-wide
§ Engaging / dynamic
§ Artistically excellent
§ Innovative / adventurous
§ Nimble
§ “My New Jersey Symphony” 
§ Relevant

Manage away
§ “Not for me”—i.e., “pale, male, 

and stale”
§ Not high-quality music—

especially when compared with 
the two large neighboring 
orchestras

§ Parochial
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Brand positioning: where they could win

§ Innovative programming—before and during the pandemic
§ Walking the DEI talk
§ Renowned, charismatic, buzz-worthy music director
§ Targeted community foci
§ Turn “statewide” around à “the Symphony comes to me”
§ Artistic excellence + convenience à competitive advantage
§ Make a distinction between “service to…” and “service organization”
§ Build on extended reach gained from virtual programming
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Bringing clarity to innovations: new architecture

§ NJSO Virtual
§ NJSO@Home    
§ NJSO Everywhere short videos  
§ Couch Concerts
§ Ask a Musician
§ Archival Recordings   

§ NJSO Community Partners
§ Neighborhood Concerts
§ Music and Wellness Programs
§ In-School Programs
§ College + University Workshops
§ #OrchestraYou  
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Bringing clarity to innovations: new architecture

§ NJSO Virtual
§ NJSO@Home    
§ NJSO Everywhere short videos  
§ Couch Concerts
§ Ask a Musician
§ Archival Recordings   

§ NJSO Community Partners
§ Neighborhood Concerts
§ Music and Wellness Programs
§ In-School Programs
§ College + University Workshops
§ #OrchestraYou  

}

} New Jersey Symphony Everywhere

New Jersey Symphony Virtual
+ Concert Films
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The New Jersey Symphony is redefining what it means 
to be a nationally leading, relevant orchestra in the 21st 
century. Through adventurous performances, engaging 
educational opportunities for all ages, and robust 
community programming, we encourage everyone to 
enjoy the magic of orchestral music in all its forms.

Essential to the rich cultural fabric of our state, we 
provide inspiring, enriching, entertaining experiences 
across genres and venues, bringing music that’s 
meaningful to you, to you—throughout our state and 
virtually, wherever you are
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Results 

§ Sales way up: 
§ First brochure in new brand brought in 55% of annual revenue goal; 

season ended over goal
§ Opening night 2022 had 3x attendees compared to pre-pandemic
§ New acquisitions from first pieces up 26% (exclusive of re-upped lapsed)
§ Single-ticket sales for classical concerts up $500k, out-performing 

pre-pandemic
§ Movies and special concerts sold out across venues

§ Universal embrace internally
§ Enthusiasm around new name, messaging, visual expression
§ Communicators, including senior leadership, using new messaging in 

social media, media interviews
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There.
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Your turn...
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Workshop + 
worksheets

§ Breakout session agenda
     
     Worksheets 
§ 1: audiences + what they care about
§ 2: guiding brand attributes
§ 3: messaging framework
§ 4: building a message
§ 5: constructing a story
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Workshop breakout session...
§ In your group, agree on a client orchestra (and its representative)—

others in your group will be the consultants 

§ Count off by group 1-3 to determine which key constituent group you’ll be 
crafting messaging for:
§ 1: long-term subscribers / potential donors
§ 2: current single-ticket buyers
§ 3: young, arts-interested, never attended

§ Give a face / identity to your constituent group: person / persona 

§ Focus on your constituent group / person; map on your post-it chart...
§ what do they care about?
§ what do you want them to think? ... and do?
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Workshop breakout session 2
§ In consultation with your “client” map guiding brand attributes

§ positive ones the orchestra owns to reinforce? 
§ aspirational attributes? 
§ negative or outdated attributes to manage away?

§ Together, draft storylines / key concepts that in the aggregate define and 
present the client orchestra

§ Drawing on the above storylines and attributes, write a letter / email to 
your person that will encourage them to think and act in your favor

§ We’ll present and share
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Worksheet 1: audiences / what they care about

What your constituents care about, will 
participate in, value, and will support

Th
at

 w
hi

ch
 y

ou
 s

ta
nd

 fo
r 

an
d 

se
ek

 to
 a

dv
an

ce

§ For a given constituency, what are the varied 
aspects of your organization they care about…

§ What do you want a particular constituency / 
person to think and do?

    ___________________ ____________________
§ Subscribers / donors xxxxx

 xxxxx
 xxxxxxx

§ Single ticket buyers xxxxx
 xxxxx
 xxxxxxx

§ Young non-attenees xxxxx
 xxxxx
 xxxxxxx
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Worksheet 2:  guiding brand attributes

Own to reinforce Aspirational, to promote
§ ___________
§ ___________
§ ___________
§ ___________
§ ___________
§ ___________

To manage away
§ ___________
§ ___________
§ ___________
§ ___________
§ ___________
§ ___________

§ ___________
§ ___________
§ ___________
§ ___________
§ ___________
§ ___________

Brand attributes, usually adjectives, help your different audiences to understand you. They help describe 
what your brand feels like—and help people to build a connection with you. Your offerings, history, and 
behavior will have already generated some attributes in the heads of those who know you… or almost 
know you. But they may not be the ones you want associated with you. The goal is to manage attributes 
with intent.
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Worksheet 3a: messaging framework

Key 
audiences

Story
lines

Stories

High- 
level 
message

Storylines

Stories

Facts, 
figures

“Tilted”
messages

< 
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in
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at
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  >
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Worksheet 3b: storylines / key concepts

Storylines are those key concepts you’d like prospective and current audiences, partners, 
and donors to internalize: ideas that in the aggregate build meaning in your brand and 
resonate with different constituents. They are broader than specific stories, which can then 
be organized under individual storylines, and used to prove them.

§ _________________

§ _________________

§ _________________

§ _________________

§ _________________

§ _________________

§ _________________

 



© Sametz Blackstone Associates

Worksheet 4b: messaging “tilt”

Key 
audiences

Story
lines

Stories

High- 
level 
message

Storylines

Stories

Facts, 
figures

“Tilted”
messages

< 
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g 

at
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es
  >

15

For specific audience
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Worksheet 5: constructing a proof-point story
§ [Title] 

§ What would you name the story if you were making a movie of it? 
§ Think both literal and evocative

§ [Subhead] 
§ Convey progress / the value you added / get people interested

§ [Situation] 
§ Who is the protagonist / what is the starting point / challenge / why do we care?

§ [Enter your organization] 
§ What role did your organization play / which offerings + services? 
§ Who participated / what did they do to advance the story?

§ [Results / benefits] 
§ What were the benefits delivered? How did the trajectory of the story change?
§ How is the protagonist in a different place now?

§ [The future 
§ Is the story ongoing? Do benefits + results continue?
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Presenting + 
sharing
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Strengthening your brand is a process, 
not an event... 
and all have a role to play

Thank you
Discussion

Roger Sametz
roger@sametz.com
Ronni Reich
ronni@sametz.com


