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HELLO!

Jen Taylor
Director, AI Strategy & Integration

Dan Titmuss
Senior Consultant, SEO
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We aren’t here to convince you 
about AI.
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AI is usually 
thought of as a 
time saving tool.
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But what if it could be even 
more?
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Why do we work in the arts?
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WHAT DOES AI IN
THE ARTS MEAN IN 
PRACTICAL TERMS?
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Don’t ask for outputs that 
imitate real artists.
It’s not fair, and it’s not aligned with 
how we value creative labor.
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Use AI to support our designers 
and writers, not replace them.
It’s a tool for momentum, not a 
shortcut around people.
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Stay mindful of compute. 
Start new chats when you don’t need 
history, and avoid over-generating 
just to explore.
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Be conscious of bias—what’s left 
out matters.
Watch for defaults in personas, tone, 
images, and assumptions about who 
your audience is.
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HOW TO USE AI TO THINK 
MORE CLEARLY.
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Some examples we are going to 
work through.
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Landscape 
Analysis
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Prompt 1
This prompt will:

Effectively run landscape analysis on 
similar organizations to Baltimore 
Symphony Orchestra.

Gives the LLM the role of cultural 
researcher.
Calls out the orchestras to evaluate.
Clarifying that it is a 2024/25 season 
analysis.
Audience messaging, tone, value 
propositioning, and themes.
All based on real, public-facing information.
Defines the output: Research Paper.
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Prompt 2
This prompt will:

Find the messaging and positioning gaps 
based on the landscape insights that we 
generated from the last prompt.

Gives the LLM the role of expert marketer.
Confirms the BSO as our organization.
Based on insights, identifies strategic gaps 
and opportunities compared to the other 
three orchestras.
Surfaces actionable opportunities.
Defines the output: Defined Sections.
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Program 
Positioning & 
Strategy
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Prompt 1
This prompt will:

Identify audience sentiment for BSO and the 
Tchaikovsky Spectacular concert.

Gives the LLM the role of cultural 
researcher.
Uncovers real world perceptions, values, 
motivations and barriers for the organization 
and concert.
Analyzes the last two years.
Assesses who is talking about the topic and 
why they chose the experience.
Defines the output: Research Paper.
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Prompt 2
This prompt will:

Create audience personas and content 
hooks for Tchaikovsky Spectacular based on 
the previous output.

Gives the LLM the role of marketing expert.
Gives context on the campaign.
Requests the 2 personas who are most likely 
to buy tickets to the show, based on a rubric.
Creates three potential content hooks to 
position the content for each persona.
Defines the output: Persona and Content 
Hooks.



C A P A C I T Y  I N T E R A C T I V E

Prompt 3
This prompt will:

Generate ads for each audience with 3 
content hooks each for Tchaikovsky 
Spectacular.

Gives the LLM the role of copywriter.
Shares the target audiences and content 
hooks.
Specifies Facebook best practices and the 
mechanics of a Facebook ad.
Defines the output: Three ads for each of the 
two audiences.
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Cross-Promotion 
Strategy
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Prompt 1
This prompt will:

Help identify cross-marketing opportunities 
between concerts.

Gives the LLM the role of audience expert.
Shares information about the season.
Clarifies the goal.
Creates a rubric for crossover.
Defines the output: Rubric crossover 
recommendation.



C A P A C I T Y  I N T E R A C T I V E

The final piece of the puzzle in 
all of these is human touch.
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Timely and Relevant Resources
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Thank you!
Any questions?


