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The Arts Industry

Is there an Arts Industry?

The arts and cultural industry is unusual for
its variety of large and small segments

. People working together, as in radio,
TV, newspapers, orchestras or
theatre companies ...

. But also large numbers of self-
employed working on their own

Working for Love or Nioney?

. In Western Curope, professional
artists 2a.f1'about 2/3 of theirincome
from their primary creative activity, i.e.
nanting, writing, composing, etc., ...

... but still need to take on other
work to make ends meet
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Marketing, Planning and the Arts

Talent is essential

. ... and so is commitment, ...

. ... but that’s not enough

Arte Product

# ldea

= Implementation

More so, Planning and implementation

—  Curranusicuation (situation analysis)
. Wission and vision
. Description of your arts activity
Analysis of operating environment
Market analysis
SWOT
Product analysis

Competition analysis and competition
strategy
Networking and people skills analysis

—  Marketing goals, objectives and
strategies

—  Action program
. Resource requirements
Bucdlget
. Timeframe
Staffing
. Activities

— Evaluation and contingency plans
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... Marketing, Planning and the Arts ...
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What are the key things
you have to exchange in
the marketing process?

What makes them special
or valuable?

What are the things you
want in return?

Is money the most
important exchange, or are
there other things that also
interest you?

What are they?

The Principles of Marketing

You have something of Value

. Your skill as a writer, a musician, a
dancer, ...

. ... your paintings, your craft work ...

Exchange it for something of Equal
Value

Not necessarilyymoney

. ltunis (food, skills training, furniture,
computer equipment)
Recognition (a major award, a
trophy, a scholarship)

. Someone else’s time
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Identifying your Market

- Who is your ideal Who are the People involved in the

customer? Exchange Process?
* What would make you
really pleased or happy?

. If you have been around for a while a
lot of people may be interestedin
what you do ...

. ... but when starting out, the potential
market will be fairly small and
specialised (niche market)




www.christianschopper.com

* Philip Kotler, Marketing
Theorist: “Marketing is the
set of human activities
directed at facilitating and
consummating exchanges

Marketing is a method
used ...

... to segment people
into recognisable
groups, ...

... identifying their
needs, desires and
wants and ...

... then creating and
producing goods ...
... that will fuffill these
needs and wants

What Marketing is all about ...

Art
Product

Many Artists are merely
driven by the creation of
the art or the product

Marketing is understanding ...

. Your particular skills and
products

. What the public (mass
market or nichgiavel) wants

. Your need to communicate
what you have to the
appropriate markets

Marketing

Activities Customer

+ Marketing involves riiare than just advertising or selling
« It actually means£hiokiag about the person who will buy, use
or see your art_as =l as the product itself

. Analysing your activities, skills and
goals

. Finding out what people want and
identify people who are interested

. Making sure people know about you
and what you do
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The 6 P’s of Marketing

Marketing is often described in terms of 6 P's

. Product What you offer
. Price Cost or price of a {Ciece
. Place Where the preductis made available
. Positioning Public's image and perception of the product
. Promotion How the wablicis made aware of the product
. People Providers of the product
Product ]
Y
Paople . N Place
A Customer
y

4

Positioning Price

Promotion
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Developing a Strategic Framework

. Where are you now? . Situation analysis

. Where do you want to go”? . Development of.Cocis / strategies / plans

. How will you get there? . Implementatioriand assessment of
success

‘Life is just what happens while you're busy making otger plans’

John Lennon

Analysis and Research

Vision & Mission Statement and Objec ives

Marketing Audit. Situation Analys = and SWOT Analysis
Market Research and Defiriiny the Market

Planning
Strategic Marketing Plan using the 6 P's of Marketing
Budgeting

Action
Implementing the Plan
Monitoring and Evaluating
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* What are some of the
external political issues
which could have an
impact on your area of the
arts?

Thinking about your area
of the arts: who/what are
the key funding sources?
(Sponsors, arts funding
groups, ticket purchasers
or buyers of products?)

Thinking about economic
considerations: how might
they impact on your work?

Understanding the World — Regulation / Economics

Political Impacts

. Taxes and costs of doing business

. Government incentive schemes
. Business licensing laws

. Regulations about working from
home

. Tenancies regulations

Funding Source Policies
. Overall budget allocations
. Policies, objectives; ¢ozls and
directions
—  New artist:?
—  Ethnic groups?
—  Particular art forms?
. Selection process
. Past funding patterns
. Cultural diversity policies

Sponsorship

Practical justificatior.for their
contributions

Formal propasals including funding,
budgets, nutential audience numbers
and target audiences are required
and v

». sponsors want value for money
which may include naming rights,
corporate logos being used, or
access to mailing lists

Economic Factors

Amount of disposable income
Audience size and composition

Competition for funding from other
sources

Types and level of support (eg.
capital grants, overseas travel and
experimental work; when times are
bad)

10
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What social or cultural
changes are taking place
in your community? How
might such changes
impact on either your
target audiences or your
work?

How could technology
impact on what you do? (In
terms of your actual work
in the arts and how you
manage your work, your
time, etc.) What impact
might it have over the next
two or three years?

Are there any
environmental or
ecological issues which
could be relevant to the
work you do?

Understanding the World — Social Aspects / Competition

Social and Cultural Issues

Age, income, lifestylein your
community and your target audience?

Is the number of peopleinterestedin
your art form growing or decreasing?

Other interests? (Opportunities to
work cooperatively with others?)

How do they spend their leisure time?

What is the level of awareness of arts
and your particular art form?

Technological Changes

How has technology chaliaed the
way you work? The way others work?

How has technology changed the
way your target audiences view your
work?

How has technology changed the
way you manage your work?
What expectations do audiences
have about the quality, speed,
sophistication of your work?

Environmental / Ecological Issues

Availability and costof materials

Regulations auoutthe import, use
and display of imaterials
Occugativnal health and safety
Issites for performers and audiences

Community attitudes towards use of
rnaterials and resources

Environmental protection of sensitive
areas

Competition

11
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Who are my competitors?
Are we competing for the
same market?

How are they marketing
their art or organisation?
How is our art different
from theirs?

What is our “unique selling
proposition?

What sets ours apart from
theirs?

Competition

. Who is my direct competition?

—  Other people or groups doing very
similar things or working in similar art
forms?

. What things have my audiences
tried?

. What things have my audiences
enjoyed”?

. Who are my other arts competiiors?

—  What art forms are potential
substitutes — not diretly the same,
but likely to appeal v>-similar
audiences?

Who are my indirec: competitors?

—  What arethe ather options available to
audierizes other ways they could
spenc thzir time and money that may
.ot necessarily be arts-related?

Vihat advantages do my competitors
hiave?

— People’s levels of interest and
awareness? Cost? Convenience?
Familiarity and ‘comfort’?

What are the particular strengths
and weaknesses of my competitors?

What competitive strategies can |
develop to stand out?

—  What things you should be promoting
or developing to give yourself a strong
‘edge’ in the marketplace?

12
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Understanding the Buyers

oo

| 0

A

The most popular form of leisure activity (by far!) is passive leizui= - it
. Watching television or videos, or talking (including on tt.=2 pnone), reading or ‘just
relaxing’

What Do People do for Leisure?

Social life and entertainment comes next:
. Going out for entertainment (sporting events, the cinema, clubs) and ...

. ... goingto cultural venues (the library; galleries, performing arts, festivals and
markets)

Active leisure pursuits comes!ast
. Playing sport, exercis ng, cycling, jogging, outdoor activities, hobbies, arts and crafts

13
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What Drives Your Audience?

. Who are they?

. What do they buy?

. How do they decide?

. What price do they pay?

. How do they pay?

. How frequently do they buy?
. Why do they buy?

. What do they ask about?

. What else do they do?

. Where do they come from?

. How did they hear aboutyc:?

Art form devotees
—  Peopleinturestedin ...
Collectors

—  Collkcuons as investments,
reyresentative of periods, styles or
narticular artists

Tastes or financial circumstances
change ...

Hobbyists

—  Appreciate professionals, sometimes
having some expetrience ...

Untrained but interested

People with a purpose

—  Someone redecorating or someone
wants to be seen ...

People arriving ‘by accident’

—  What brings themto art in the first
place is not as important as what
happens during that initial encounter

14
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Excursion: Who is your Arts Audience?

Who are they?

Are they mainly males or females, or do you get an even mix of the two7
Whatis their general age?

Level of education?

Are they students? Professional people?

Do they come alone? As part of a group?

What do they buy?

What are the best selling items, the best selling.srograms in your series?
Which are the most specialised in termg ot heir appeal?
Who do they appeal to?

How do they make a pu.chase decision?

Does considerable dis::us.ion take place amongst several people?

Do they buy for thetwiicalves or as gifts for others?

Is it an impulss parchase?

Do they clino e between several items, asking for specific colours, styles, prices, etc.
Do they ask'ror a program or a calendar of events?

Do they pay for one petformance at a time, or purchase a season subscription?

15
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Excursion: Who is your Arts Audience? (cont’d)

What price do they pay?
— Top of the range, bottom of the range, dress circle or weekday matinee?
— Do they ask about price, discounts, etc? Do they try to haggle?

How do they pay?
— Cash, credit card, lay-by, cheque?

How frequently do they buy?

— Your work and — if you can find out — waric done by other people?
— Are they subscribers to more than one¢ rausic program?

— Do they also regularly attend othel( ty|. 25 of arts activities?

Why do they buy?

— Whatdo they say abouitheir purchase?

— Do they like it because itis unusual?

— Because thev ‘eel comfortable with it? ('l always enjoy Mozart.”)

What do they ask about?

— Are they knowledgeable, sophisticated buyers, or would they appreciate some subtle guidance? (A
pre-concert talk may be welcome if the music is unusual. An explanation of the story behind an item
might be welcome for a piece of Aboriginal art.)

16
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Excursion: Who is your Arts Audience? (cont’d)

. What else do they do?

Are they visiting other shops or galleries in the area?

Are you the main reason they came (for a show or performance)?
Do they combine it with other activities?

Are they attending the show and also having dinner?

. Where do they come from?

— Are they local (which is good, in that they may¢an'= again or become regulars)?
— Are they frominterstate or overseas?

— Willthey need to have the basics of a_garfoimance explained to them because it is something new or
unfamiliar?

. How did they hear about you? ... - A most important point

— Wasiit through someone’s personal recommendation?

— Through your own<guhlicity?

— Through adverticing?

— Ifthey saw an advertisement, which one? (What? Where? When?)

17
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Excursion: Who is your Arts Audience? (cont’d)

Art form devotees

— Interested in classical music, jazz, modern
dance, ballet, classical guitar, percussion
orin art styles: eg Aboriginal art, water-
colour, photography, expressionism ...

Collectors

— Espedcially for visual arts, individuals who
see their collections as investments,
representative of periods, styles or
particular artists

— They may not always ‘love’ every pieve ‘n
their collection, and as their tastes ar
financial circumstances change they may
sell individual pieces to eithur realise their
value or to improve the quality of the
overall collection .«

Hobbyists‘apareciating
professionais

— People who have had some experience in
playing an instrument, in having taken
dancing lessons at school, or who enjoy
painting or craft, appreciate seeing the
work and skills of others; ...

Untrained but interasted

— People who havenot taken lessons, and
without a grect deal of experience, but
who ara Ihtelested in, and enjoy, concerts,
theae, viimfestivals, art shows and craft
g¢vhibits ...

Feople with a purpose

— Individuals who have a specific reason for
taking an interest in the arts at this time

— For example, they are renovating a house
and are interested in antiques, or they are
redecorating and interested in art pieces
which will fill specific needs, or they are
attending a concert because they want to
impress someone else, or be seen at the
opening night ...

People who arrived ‘by accident’

— Museums have long recognised that
visitor numbers increase on certain
weekends, not because people have
suddenly taken interest, but because of
heavyrains ...

— Important is what happens during that
initial encounter ...

18
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Market Segmentation

Geographic

. Market is divided into locations (the
local community, city, region and
country, or continent ...)

Demographic

. Market divided into groups according
to age, gender, occupation, income
levels, cultural or ethnic background
and education

Psychographic

. Market segmeiitedaccording to
attributes thot ielate to interests,
activities ¢nd opinions

Behavioural

. Market segmented based on
consumers’ knowledge of, attitude
towards, uses for, and responses to
the product

19
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Identify Your Target Market

. Who are your existing customers?
—  What do you know about them?

. Define your primary market
—  Those who definitely use / buy your product

. Define your secondary market
—  Those who may possibly use / buy your procuct

. Choose the location of the markat

. Select your market’'s dertographics
— Age, gender, occupation, income levels, cultural background, language, education, family status

. Select the psycho>graphics of your target market
—  Theiriute ests, activities and hobbies, values and attitudes and lifestyles they lead

. Select the behaviour of the market
—  Who would seek that particular benefit that your art provides
— Whois most likely to need the product, as well as who would most likely want the art product

20
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* What is your general
market type?

Identifying Your Market Types

. Mass markets

. Differentiated markets

. Target markets

. Niche markets

. Customised markets

Is about creating prcoducts on a mass
scale, then mass.distributing them
and mass pioiaoting them

A miadification of mass marketing
whish involves creating a number of
products, each offering different
features, styles, quality, sizes, etc.

|dentification of potential audience
segments, then selecting the most
viable, and promoting specifically to
those groups or individuals

Marketing targeting small groups with
specialised and unique needs (ethnic
audiences, for example)

Product modified to specifically meet
the needs of a set group of people

21
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Accessing Funds and Sponsorships

Artists also need to consider their markets in how accessing funds and-spunsorships.

. Private sector sponsors
—  Know, research and understand their needs and how they < veixte
—  Selling your art or performance to a market of corporate.sapnresentatives

. Private individual patrons of the arts
—  People with disposable income to be able tc sponsor art or part of art productions

. International donors / developmunt agencies

. Government agencies =t ditrerent levels (national, regional and local)
—  What necessary dccu.nentation?

22
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What are the ways your art
form could be said to meet
a ‘need’ or be a ‘want?

Price: (Premium priced?
Deliberately priced to
appeal to young people, or
those on limited budgets?)
How does your work
compare with other artists
of similar reputation /
background / profile?

Quality: How would you
define the quality of your
work? (Your skills, the
materials you use, the
venues you perform in, the
workmanship and
presentation of your art?)

Convenience: How is your
product presented? How
easy is it for potential
customers or audiences to
access your work?

Location: Where do you
‘meet’ your potential
customers/audiences?
What is the ambience, the
ease of access, the
suitability of the location to
your actual product?

Economic Approaches to Decision Making

Making Decisions and Assessing

Satisfaction

. Identify a need
. Decide to act
—  Translate the need into a ‘want
. Gather information
—  Find out about optionsy, piices, etc.
. Assess options aiiealternatives
—  Consider varihus courses of action
. Decide arid cct
—  Make the purchase
. Review overall satisfaction
—  Assess whether or not it was a good
purchase

Price

. What is the priv:e of other work by the
same artist’

. How da tti= prices compare with
othar=?

Qua'iv; und Dependability

% Is the craft item well-made, made
from materials that won't quickly fade,
break, etc?

. Does the artist have a reputation for
good work, for performing
professionally and at a high standard?

Convenience

. Previous buyers who already know
and like the work, and who may
already be predisposedand

interested

Location

. Where (and when) do artist and buyer
‘meet’?

23
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* A SWOT analysis should
involve all the people with
a direct input into the
organisation: staff, board
members, volunteers, and
even some customers

« It is important to update
SWOT analyses on a
regular basis; at least once
a year, or more often if
circumstances change

Understanding Your Own Situation: SWOT

A SWOT analysis is an important part of planning: SWOT stands for Stierigths,
Weaknesses, Opportunities and Threats

While strengths and weaknesses focus on you and your team / business ...

. ... opportunities and threats look further afield, to inciade your operating environment
and your competition

SWOT ANALYSIS CHECKLIST — EXAMPLE

STRENGTHS Q WEAKNESSES OPPORTUNITIES THREATS
: We kiwe . large . Our regular customers: Attract younger . Long term lose of
Gebeenoer base are aged 50 + audiences audience if we can't
; : : aftract younger people

5 : se and save zFal'hrctomut
: actount from : loan repayment . On repayment : repayments could

. previous jobs . mean loss of home

J

24
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SWOT Analysis: Checklist

Perceived Image

* in terms of customers

* interms of your
professional peers

* interms of
competitors

* your organisation’s
image

Your Financial Base

* your income
+ your sources of
income

+ the stability/ reliability

of your income

+ is your income
increasing,
decreasing or statiz

Your Products / Work

+ artistic value

+ type and variaty of
work

+ bre=ay, depth and
rangeof work

* “agiity and
qualifications
(awards, etc.)

* popular appeal

+ critical appeal

+ quality

* innovativeness

+ variety/flexibility

+ specialist skills

* unigueness

/

Your Support Base

* support by family and
friends

* support from
customers

* support from
government/ funding
groups

+ sponsorships

* recognition and
awareness by the
media

+ size of customer base

+ level of customer
satisfaction

* number of repeat
customers

+ level of customer

loyalty

25
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SWOT Analysis: Checklist (cont’d)

Perceived Promotions

* levels of awareness
of your work

+ effectiveness of your
promotion activities

* awareness with
specific target
audiences

» types of promaotional
materials/ activities

* developmentof new
markets

* activities to ensure
you maintain current
markets

+ types of paid
promotions

+ types of publicity

» effectiveness of
promotions and
publicity

Your Prices

your profitability
your competitive
position

market acceptanc of
your prices

the types of
discounts/special
prices offered

Your Service
Standards

* your customsr
service skilis

+ ease ofaccess for
maike s 10 your work

+ _qrofessionalism of
rodrself/your staff,
etc.

Your Location

+ quality and condition
of premises/work
areas

+ control over venue

+ accessibility (public
transport, parking,
etc.)

* amenities (for
yourself and
customers)

+ distance from main
markets

+ ambience

+  security

+ age and condition of

premises

surroundings

(landscaping, etc.)

» general location
(tourist area, arts
precinct, etc.)

.

26
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SWOT Analysis: Checklist (cont’d)

Your Organisational Other
Skills

 your financial and
business skills

+ your technological
skills (computers,
etc.)

* your organisational
skills

» yourtime
management skills

» the quality and
maintenance of
equipment, etc.

» your public relations
and publicity skills

* your customer
service skills

» your willingness te
work on marketing
and promotions

27
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Setting Your Sights and Direction

Vision

The optimal desired
future state

. The mental picture -
of what you want to
achieve over time

. Provides guidance
and inspiration as to
what you are
focused on
achievingin 5,10, or
more years

Mission

The present state or
purpose of you as an
artist

. Answers three
questions atout why
you.are here

. What you do?
. Who you do it for?

. How you do what
you do?

Coadls

... as expected / desired
outcomes

Objectives ...

... as precise targets to
achieve goals

28
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—  What have you been able to achiext
through these actions

Marketing Audit
. Marketing resources What budgets are aallable?
—  What you have available to market the —  Source fuidiig/ sponsorships?
artwork —  Whatiizoine is expected?
Staff skilia and responsibilities?
. Marketing activities - (__Is ihis adequate for your needs?
—  Actions you have taken to market the oueation and affect on sales?
artwork 9 2 .
Equipment and creative resources?
_ . Vision and mission statement clear?
. Marketing achievements

Any organisational challenges?

What marketing objectives have
been achieved?

—  How many paintings sold?

- How many new people follow you on
Twitter / Facebook, visited your
website or joined your newsletter
database?

Customers’ or audience’s reaction to
the work presented or exhibited?

—  Whatfeedback have you received?

29




www.christianschopper.com

Setting Marketing Objectives — A Mind Map

General Marketing Aims

o  “To create a work that speaks to
important socio-political issues,
especially gender issues ...*

o  ,Tobuildvisibility ...*

audiences ...”

o “Todevelopyoung collectors QQ'
O

QO
o “Toincrease audience b@ bl

o  To position you as@eading sculptor
in Russia(?) ..

Specific Objectives &Q)
o To prod@c major cycles of new

work

o @ ublicise these cycles using
tfaditional media with a focus on

digital media
Develop a database of buyers

o To attend at least one arts festival in
Russia

o  To organise two public viewings in the
atelier

o  Todevelop an institutional marketing
plan to create visibility for the artist,
not only the work

30
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Setting Marketing Objectives — ... Benchmark Results

Some quantifiable objectives might include:

. Sales, commissions or bookings (both total numbers and by teason, type, etc.)
. Income

. Number of repeat bookings, sales or commissiong
. Amount of publicity received (types, amount)

. Number of awards

. Working with other artists

. Working in specific venues

. Developing a set number of new activities

. Number of auditions (and by tvpe and quality)

. Number of invitations te pcrticipate in events, etc

. Number of shows_beformances

. Number and que'ity of distribution outlets

. Specific tarde* audiences/markets reached

. Level of awareness in general community

. Level of awareness and perception by peers

31
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Marketing Mix

Product

Customer

Product

gallery, arthouse etc.
*+ How you want to present ycurse'f to the
market

+ Decision upon your artwork, produczticn,

[

Place

Location of your arts event, artwork and
distribution

How the market will connect with your
product

Promgction

+ Communicate o your market via a
website. hrociiures. posters, radio,
word. of-mouth, billboards, newsletters
or hewspaper ...

Price

Cost of a fine art piece, also taken sales
system into account

Cash facilities or credit cards or barter
system

Positioning

* What perceptions do you want to
encourage or discourage?

» How must people feel when they
interact with the product?

People

Who will be representing you?
Training?

Responsibilities assigned to relevant
staff

32
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Marketing Mix - The 6 P’s Applied

Product » Installation for the multi-story main entry foyer of a modern capit llery
* Handkerchief-sized pencil drawings
* Considering the venue, audience and space, and then dev ing a suitable product
Price * If too high people will not be able to access your work
« [fittoo low you may not recoup your costs, or ear to make a living
Place + Craft products for public markets, or to intern@gﬂgwisitors shopping at major city
hotels

L]

Performances requiring technology and@ ent to be found in a modern sound
stage, or to be performed in the op? a park or garden
Positioning Wantto be seen as popular, ea@ ccess and understand artist?

* Do you want to create crafig at are at home in cottage gardens?

* Do you want to focus or:% temporary scene, highlighting materials, surfaces,

finishes and lines? Q
* Do you want app, ternational tourists?

« Arevyou into@ rgy performances or intellectual challenges?

.

Promotion

. S-;ess to get involved in marketing and promotional activities?
. ared to read your work at writers’ festivals or poetry workshops?
‘o’repared to enter competitions, or work as an artist-in residence?

Are you happy to perform at schools and share your experiences with students?

«  Willyou make yourself available for interviews?

» Are you prepared to put effort into developing a media kit, and quality photos of your
work — and then develop a schedule for approaching booking agents, venues, talent
agents or the media?

33
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Marketing Mix - Product

Decisions about the Product

Artistic value and integrity
Programming
—  What are the short, mediumand long term plans?

The season in which the work is being done aia shiown
—  Holiday seasons ...

Themes
—  Can the product be linked to any loczithemes

Is there enough variety of produc's being offered to ensure repeat business?

What other event can be orgaiiised to complement the product?
— A walkabout by the curator vi-artist?

A peeking session?
Is a programme ¢i~2atalogue needed?

34
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Marketing Mix - Place

Decisions about the Place

. In what kind of area will you be presenting, selling your ait product?
. Do the aesthetics of the area match the product you are presenting?
. Does your market use public transport and if so, it uie venue accessible to them?
. Are the facilities suitable to present your art?
—  For example: Is the stage sizable / lighted encugh for your art? Condition / color of walls?
. Are the facilities suitable for the audieice?
—  For example: Are there suitable restroeims, refreshment stations, seats or stands for?
. Are staff adequately trained to-atpport your work?
. Is the gallerist trustworthy ana'reliable?
. What are the payment olicies of the venue for hire, if they receive your sales?
. Will you be able to-tiack sales and have access to sales information such as

databases from youi exhibition

35
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Marketing Mix - Price

ltems to consider: Decisions about the Price

Tax obligations
Your hourly rate

* Your unit price(s) * Cost-plus priCing
* Your workload —  Recovers most of the costs of creating the art (materials, lahouiand time) plus overheads (or
* Your capacity to meet your administration) costs and a percentage profit

projected workload

Opportunity for economies
? -
3‘;5:"32‘:_(-:65 hat yol ’ Demand pricing
ur pri — what you . )
will need to charge per — Based on the level of demand and drivendy *he customers rather than the costs, of course

unitfitem? —  The product here is priced for its perceivea value. In South Africa, for example, where
Is this price realistic — in

terms of competition,

additional - 5

distribution/handling * Competitive pricing

charges? —  Based on the pricing of con netitors

Flexible pricing? . . .

Value adding? —  Used when there is an e:tablished market price for the art product

Packaging? —  Ifa piece is priced highier than competitors then something superior should be on offer

Cash flow through any
potential problem periods?
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Marketing Mix — Price: Pricing Options

Flexible pricing

- “Setting different prices for the same
‘product’, according to customers’
willingness to pay

Discounting
- " Encourages purchases at particular

times or in quantity

Value adding
. Providing something extra for

customers who pay the narmai-price,

such as a lecture befora.a
performance, or a cohiphimentary
program ...

Product packages

. Offer a combiiiatiei of products and
services

. Usually thi» price should be slightly
les<.than it would cost the person to
eiyieach element separately

Competitive pricing
. Requires that you know what your
competition is charging

. ... but who knows that the competition

knows what they are doing ...
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Advertising and direct
marketing are paid
promotions

Publicity and public
relations are unpaid

Latter carry no guarantees

... but publicity can get you
more coverage than you
could ever afford to pay ..

... or even worse risk that
what appears will not
actually be what you
wanted (a very critical
review, for example)

Marketing Mix - Promotion

Decisions about Promotion

A promotion campaign can include all or
some of the following Communications
Mix

. Advertising

. Public relations

. Publicity

. Direct marketing
. Digital marketing
. Sales promotion

. Who do you want to speak t0?
. What do youiant to say?
. Where is the best place to say it?

. When is the best time to send out
your message?

. How much should you spend?

. How will you know if they’ve heard
you?

Focus on specific market zegments

. Customers, irnpeneral
—  Peorle deitified in your research
—  Mayoe simply a descriptions, such as:
\Women with young children; Men and
women between 20 and 30 years; or
Elderly men over 70

Special interest groups

. Ensure that media and stakeholders
such as staff, board members,
volunteers, funders or sponsors and
civic bodies connected to your event
receive the information
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Marketing Mix — Promotion: Tools

Advertising

Direct Marketing

Print: Newspapers/Magazines

Newsletters

Radio/TV Telemarketing
Online Word-of-mouth
Posters Digital Markﬁﬂ:g
Pamphlets, Flyers or Brochures Email
Publicity Welsite
Press launch/conference Social Networks
Pressreleases S Facebook
Interviews Twitter
Photography Blogs
Listing Services/Public Service A Afuntements Wikis
Publicity Stunts RSS Feeds
Sales Promotions Podcasts
Discounts & Mobile
Sampling Texting/MMS
Apps
.mobi
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Marketing Mix — Promotion: Brochure

Creating a Pamphlet, Flyer or Brochure
. Be clear on the message to be communicated

. Keep the design simple ...
- ... and without too much information

. Use the “What, Why, How, When and \/hzre” Principle to ensure relevant
information has been included

. Provide enough facts and ficures-that can lend credibility to the information being
communicated

. Ensure there is a canto action

— You may \an the reader to buy a ticket, visitthe gallery, join your opening or become a
vcluntder. To do this explain exactly how these actions can be done, such as give contact details,
telephornie numbers and emails addresses
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Marketing Mix — Promotion: Press Release

On Writing a Press Release

. Keep your press release to a maximum of 450 words ...

. ... and make it catchy, interesting and newsworthy
This will not only help you to focus on the most importariipoints but also assist the editor or

reporter to process the information

. Additional information about you or other pcirits send in an accompanying fact sheet

Ensure that it is written in reportage stvie and do not use the first or second person (l/'we, you/us)
unless in a quote. Rather use thire parson narrative (he/she/they) or proper nouns (Mr/ Ms/Dr).

. Use the “What, Why, How, When
and Where” Principl= to write your
release

What is th siyry about?

Why is thi s event/show/art exhibition
being done?

Wha is deing it?
How is it being done?

When will public be able to see this
art?

Where will they see it?

Another method to use is the AIDA
method:

Attentionin the first paragraph

Interest in the ensuing paragraphs
that will make them read further

Encourage to make a decision
about something ...

... for an action to carry out (For
example, provide a booking number
to book tickets ...)
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Marketing Mix — Promotion: Biography

On Writing a Biography
. Keep it to one page — about 350/400 words maximum

. Include some historical information
—  When you were born, grew up and studied, or leati t your craft

. Include some philosophical informatio. aoout your art
—  Why you write, paint, act, dance, pericim

. End the biography with a refarerice to what you are currently doing
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Marketing Mix - Positioning

Decisions about Positioning

The definition of the product and the
overall public perception of the art, artists
or arts organization, in relation to
competitors

. Eg: Sales channel

. Eg: Packaging

Brand Attributes (and Farceptions)

. What is your.gifering and what are the
benefits to tie customer?

— Theans, unlike a commercial product,
is Jarever changing: An arts brand
should continue to deliver on its
promises

Consumer Expectations
. What are customers’ expectations?

Competitor attributes

. What features and benefits do other
brands offer?

Price
. Prices vis-a-vis competitors’ prices
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Budgeting

Expenditure Income

Framework of implementing an action plan Different kinds-af \ncome from different
step by step and assessing the cost of sources

every action or item needed

Find out the costs
— Investigate ...
— ... get quotations ...
- ... and be realistic

. Show how costs are calculatedin a
broken-down or detailed buc et

. Check “nice-to-have” ve_ have-to-
have” items

. Include costs of.-accounting and
auditing, if reacired

—  Mind coits to raising money

. Group items into categories that make

sense to properly structure the budget

. Re-assess and re-calculate the
figures and / or get a cross-check
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Strategic Marketing Plan

Executive Summary

Provide a summary of the Strategic Marketing Plan

Description of the art product or service

I/We offer .....

Vision Statement

My/Our vision s...

Mission Statement

My/Our Mission is...

Overall Objectives

My/ Our Overall Objectives aré.:

Analysis of current situation
Internal & External (SWOT/PESTLE)

Internal Strengths and Wegkness are...

External Opportuniti@s alid’threats are..\

Current Political;Sconomic, Social, Technological, Legal and
Environmeptaiciipate is...

The Target Market

My/Quritarget market is...

Marketing Objectives

Nijp/Our Marketing Objectives are...

Product Decisions

The Productis...

Place Decisions

The Placeis...

Price Decisions

The Priceis...

Promotion Decisions

|/We will Promote it by...

Positioning Decision

My/Our Brand Identity is...

People Decisions

The People who represent us will be...

Action Plan

The detailed of plan of how the above will be achieved. (See Section 4)

Budget

The detailed budget to achieve these objectives. (See page 63)

Monitoring and Evaluating

The plan of how the marketing activities will be monitored and
evaluated. (See Section 4)
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Components of Your Action Plan — Get Going ...

Set success targets

. How much do you want to earn?

. Performances, sales of items, awards
. Time devoted to performing

Build awareness of your products

. Exhibitions, classes, shows, publicity,
interviews, performances

Location distribution strategies
. Where products made availzble

Markets development

. Look around at the local scene

. Filling in infaration gaps on products
and markets

. Increase the amount of sales to
existing customers

. Develop new audiences and
customers

Build contacts and networks
. Review suppait.ristworks
. Events, couices, activities

Gain cteumility

. ‘\nat will build credibility in your arts
sector? Prizes? Scholarships?
Performances?

. Possible projects seemingly effective
Undertake skills development

. SWOT

. Skills development, training, lectures
Fine tuning and practice

Get feedback and advice

Experiment with limited advertising and
publicity
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... and Making It Happen

Quick decisions made in the heat of the moment can be a disaster
—  Thinking about what could go wrong and developing contingency plais .
— ... helps to avoid unpleasant surprises, and ensures you have a basiofor decision making

Measuring success can include a number of criteria

Sales Popularity ifiureased recognition
Financial viability Development of new.  “=nse of achievement
Reputation with peers target markets

Review progress regularly - every three or four months - rather than wait until the end
of the planning period to check prcgress

— Ifitisn’t done regularly it will-b¢ ditficult to implement contingency plans to correct potential
problems

It is important to getfuedback from customers, colleagues, booking agents, directors
or distributors

— ltis also.ir.vortant to attend industry activities and see how others are doing and what new
developmnts are affecting the marketplace
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Contact

Christian Schopper

+43 (0)664 440 0154
+44 (0)7768 854 655
+7 967 241 5695

Private: christian.schopper@aon.at
Business: christian.schopper@corpfince.com

CorpFinCE

Christian Schopper is the Founder and CEO of Corporate
Finance Central Europe - CorpFinCE -, offering
Corporate Finance-related advisory services with a focus
on German-speaking Europe, Central Europe, the CIS
and Russia

Previously, Mr Schopper was member of Merrill Lynch's
European Corporate Finance Group and co-ordinated for
many years Morgan Stanley’s Corporate Finance efforts
in Central and Eastern Europe. Before he had worked
with Creditanstalt Investment Bank (Unicredit) on
numerous privatisation and capital markets transactions
in Central Europe and Austria and with Raiffeisen KAG
as a fund manager

He holds a Doctorate in Laws and a Doctorate in
Economics from the University of Vienna and an MBA
from IMD in Lausanne, Switzerland.

Since 1990 Mr. Schopper is Visiting Professor for
Corporate Finance, Banking and Capital Markets at the
University of Vienna, the University of Graz, and in
Moscow at the New Economic School, the Financial
Academy and the Presidential Academy. Besides he is
Business Coach at the StartUp Academy in Skolkovo
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