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Part 1: Marketing Principles and Processes
• Needs and Wants and the Exchange Process

Marketing Approaches
• Product, Sales, and Customer Orientation/Relationship Marketing
• The Marketing Mix, Market Segmentation, Brand Management

Market and Marketing Research
• Research on Building Audiences and Audience Development

Marketing Ethics
• Ethical Framework, Policies, and Practices

Part 2: Strategic Marketing and Planning
• Planning and Strategic Marketing Management
• Social Media Marketing, Website, and Email
• Marketing Assessment and Evaluation

Part 3: Public Relations and Communications
• Crafting Messages
• PR Planning and Assessment

Appendix 10.1 - Marketing Assessment and Planning Template
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Learning Outcomes  

10.1: Be able to recall and explain the definitions of essential marketing terminology

10.2: Be able to explain the importance of the exchange process in marketing and the arts

10.3: Be able to summarize the differences between marketing orientations and explain 
how the concept of the marketing mix, segmentation, and brand management can be 
applied to the arts

10.4: Be able to summarize marketing research processes an arts manager can employ and 
apply ethical practices to marketing

10.5: Be able to create a marketing plan for an arts organization

10.6: Be able to define public relations and summarize how PR plans are integrated into the 
overall organizational and marketing plans
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Part 1: Marketing Principles and Processes
Definitions
The American Marketing Association’s definition of marketing is “the activity, set of 
institutions, and processes for creating, communicating, delivering, and exchanging 
offerings that have value for customers, clients, partners, and society at large” (AMA, 2017).

“Social media marketing is the utilization of social media technologies, channels, and 
software to create, communicate, deliver, and exchange offerings that have value for an 
organization’s stakeholders” (Tuten, 2021, p. 19).

Relationship marketing uses “database (CRM) marketing, behavioral advertising and 
analytics to target consumers precisely and create loyalty programs” (AMA, 2017).

“Content marketing is a technique of creating and distributing valuable, relevant and 
consistent content to attract and acquire a clearly defined audience—with the objective of 
driving profitable customer action (AMA).

The Association of National Advertisers (ANA) defines influencer marketing as “leveraging 
individuals who have influence over potential buyers and orienting marketing activities 
around these individuals to drive a brand message to the larger market.”

Other marketing terminology: Green Marketing, Keyword Marketing, Outbound Marketing, 
Inbound Marketing, and for more go to Common Language Marketing Dictionary. 

https://www.ama.org/the-definition-of-marketing-what-is-marketing/
https://www.ana.net/
https://marketing-dictionary.org/
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Part 1: Marketing Principles and Processes

Needs and Wants and the Exchange Process
The marketer strives to match the needs and wants of consumers to its products and 
services while providing functional and psychological satisfaction. The arts marketer’s work 
focuses on strengthening the individual and interpersonal intangible experiences highlighted 
in the Map of Arts Benefits (Fig. 1.2). 

The exchange process, social exchange, and relationship marketing all factor into arts 
marketing. The long-term goal is to build relationships between the people, the organization, 
its programming, and the artists. While there’s a transactional element to the exchange 
process, it is in service of building communities and creating social and economic benefits 
(Fig. 1.2 and Box 10.2, The Exchange Process in Focus).

Acquiring a Taste for the Arts
The challenge for arts marketers is to continue strengthening relationships with existing 
audiences while reaching out to those who have yet to cross their organization’s threshold. 
Socioeconomic, educational, economic, and cultural barriers complicate this process. 
Education is a strong predictor of arts attendance and engagement. However, access to the 
arts varies widely in schools. Hence the need for partnerships between the arts marketers 
and educators to help students acquire a taste for the arts and develop potential audiences.
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Part 1: Marketing Principles and Processes
Marketing Approaches

Product, Sales, and Customer Orientation/Relationship Marketing 

Bernstein characterizes the product orientation as one in which the organization believes 
that “consumers will favor those products that offer the most quality, performance, and 
features” and these arts organizations tend to “have a love affair with their product” 
(Bernstein, 2014, pp. 33, 35).

The organization with a sales orientation thinks that “consumers show buying inertia or 

resistance and have to be coaxed into buying more” (Ibid., p. 35). The stress is on building short-

term transactional relationships with audiences through advertising and promotions.

A “customer-centered mindset requires that the organization systematically study 
customers’ needs and wants, perceptions and attitudes, preferences and satisfaction” (Ibid., 
p. 37). What do people value about the art programs, and why do they attend?

One of the ways a customer-centered marketer can better understand the different ways 
people engage with their arts organization is to create a journey map. These maps can help 
explain how people come to the arts organization and why they stay or leave. 

Awareness Consideration Acquisition Engagement Loyalty

https://www.nimble.com/blog/how-to-construct-meaningful-customer-journey-maps/
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Part 1: Marketing Principles and Processes
Marketing Approaches

The Marketing Mix 
The traditional marketing mix is product/service, price, distribution, and promotion. However, in 
the arts sector, the mix is often tweaked from “product/service” to “the experience,” and 
“distribution” to “place” or “venue,” and “promotion” is better described as “communication.” (Fig. 
10.1) A fifth element that should be added to the mix is “participation,” given the widespread use 
of social engagement tools by arts organizations. This mix is adjusted annually in conjunction with 
the arts organization’s marketing plans.

Market Segmentation
Market segments are “individuals or groups, or organizations sharing one or more similar 
characteristics that cause them to have similar product needs” (Pride, 2014, p. 179). The marketing 
mix can be adjusted based on these segments. For example, a performing arts center will have 
multiple preference groups based on programming (e.g., music: classical, folk, world music, etc.). 

Brand Management
A brand is “an intangible asset” that is intended to create “distinctive images and associations in 
the mind of stakeholders, thereby generating economic benefit/values” (AMA, 2017). The brand 
could be the name (Guthrie Theater, the Guggenheim) or may include a compelling founding story 
and other milestones in the organization’s history (e.g., a new venue).
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Part 1: Marketing Principles and Processes

Research on Building Audiences – Demographic, Psychographic
Ideally, the arts organization has a CRM or ticketing system that captures the data necessary to 
create demographic profiles of its audience or members. Psychographic profiles capture 
information about consumer beliefs, values, and attitudes. Surveys and focus groups can be used 
to try to determine who is or isn’t engaging with the arts organization and why. 

Audience Development
Using marketing for audience development may be directed toward finding new audiences, 
increasing the engagement of existing audiences, or both. The Wallace Foundation publishes 
numerous reports and case studies on how arts organizations can research and build audiences. 
Box 10.3 highlights two recent books covering audience development and engagement. Tables 10.1 
through 10.5 provide examples of research and analysis about who is and isn’t attending the arts 
programming and the barriers they face when engaging with arts organizations.  

Marketing Ethics
The American Marketing Association’s “Statement of Ethics” outlines ethical norms and values 
expected of those in the field of marketing, including fostering “trust in the marketing system” by 
“avoiding deception” (AMA, 2021). A marketer should be “building relationships and enhancing 
consumer confidence in the integrity of marketing by affirming the core values of honesty, 
responsibility, fairness, respect, transparency, and citizenship” (Ibid.). 

https://www.wallacefoundation.org/knowledge-center/pages/wallace-studies-in-building-arts-audiences.aspx
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Part 2: Strategic Marketing and Planning

Strategic marketing is the “managerial process of developing and maintaining a match
between an organization’s resources and its market opportunities” (Perreault, et al., 2021, p. 35).

The first step is to review and audit the core areas of mission and programming and assess how 
well the existing marketing plan met its goals, objectives, and KPIs. Steps 2 through 7 
(environmental scan, challenges and opportunities, goals and objectives, strategies, 
implementation, and control and evaluation) form the framework to help guide the development 
of and execution of the marketing plan throughout the year. (See Fig. 10.2 and Appendix 10.1, 

Marketing Assessment and Planning Template).

Box 10.4 is an example of a marketing director’s job and role in strategy development. In addition 
to the wide range of responsibilities and duties of the position, they are expected to collaborate 
with the development department and the ticket office (patron services) to help meet the 
organization’s revenue goals. 

Social Media Marketing, Website, and Email
Social media platforms offer arts organizations ways to expand the awareness of their programs. At 
the same time, interactively engaging audiences with content created specifically to align with its 
programming, mission vision, and values. (See Table 10.6) Social media advertising with links to 
event sales systems is also part of the digital marketing strategy of arts organizations. Online video 
content is another way to connect with potential audiences effectively.
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Part 2: Strategic Marketing and Planning
Social Media Marketing
Social media is a powerful tool for extending an arts organization’s reach and expanding awareness of 
its programming. Existing audiences and their networks can accelerate the impact of word of mouth 
(WOM) and increase sales. See Box 10.5, Atlanta Symphony Director of Digital Content, for insights 
about ASO’s marketing strategies.

Website
The goal is to create a 
website where ticket or 
subscription purchases or 
becoming a member is 
quick and easy. Capacity 
Interactive’s 2021 
Performing Arts Ticket 
Buyer Media Usage Study 
indicated that 84% of 
those surveyed preferred 
using their desktop 
computers to purchase 
tickets. 

https://ideas.capacityinteractive.com/performing-arts-ticket-buyer-media-usage-study
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Part 2: Strategic Marketing and Planning
Email
Capacity Interactive’s 2021 survey reported that “ticket buyers again reported they’re most 
likely to find out about upcoming performing arts events through highly segmented and 
tailored channels, led by email” (pp. 72-74). Timing and frequency are also essential factors 
in the success of the organization’s email marketing plan. Constant Contact and Mailchimp
reported the open and click-through rates for emails sent by arts organizations to be higher 
than industry averages. 

Other Marketing Options
• Print brochures, flyers, postcards, direct mail, and posters 
• Ads in newspapers, magazines, and billboards
• Convention and Visitor Bureaus, hotels, and tourism information distribution centers
• Sponsorship agreements with local and regional businesses 

Marketing Assessment and Evaluation
Ideally, the CRM system has been configured so those working in marketing, PR, and 
fundraising can all monitor and evaluate how their various plans are working. The marketing 
data system (MDS), Fig. 10.3, shows sources that can be monitored for marketing impact 
information. See Box 9.2 for examples of how arts management organizations use software 
tools to support their marketing and ticket office operations.  

https://ideas.capacityinteractive.com/performing-arts-ticket-buyer-media-usage-study
https://knowledgebase.constantcontact.com/articles/KnowledgeBase/5409-average-industry-rates?lang=en_US
https://mailchimp.com/resources/email-marketing-benchmarks/
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Part 3: Public Relations and Communications
The Public Relations Society of America defines public relations as “a strategic
communication process that builds mutually beneficial relationships between organizations and
their publics” (Page and Parnell, 2021, p. 6). PR’s function is to communicate all facets of the 
organization, while marketing focuses on using communication to support the exchange process.

Source: https://blog.marketersmedia.com/how-to-write-a-press-release-that-gets-read/1116/

Crafting Messages
Box 10.6 lists seven examples 
of writing styles used to craft 
compelling content on 
websites, blog posts, press 
releases, fundraising appeals, 
etc. The styles are:  
• News writing 
• Storytelling 
• Supporter-centered 

copywriting 
• Lifestyle writing 
• Thought leadership 
• Microcontent 
• Conversion copywriting

https://blog.marketersmedia.com/how-to-write-a-press-release-that-gets-read/1116/
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Part 3: Public Relations and Communications

PR Planning and Assessment
PR’s primary strategy is to use free and low-cost channels to connect with stakeholders on 
owned media (i.e., communication channels the organization controls) or through earned 
media. Earned media examples could include newspaper or magazine stories based on the 
information in a press release distributed by the arts organization. The master calendar used 
by marketing and PR is essential to plan and strategically distribute information about the 
organization throughout the year. A separate set of KPIs for PR can help assess the impact of 
the work done in this area.

Appendix 10.1 - Marketing Assessment and Planning Template
The Sample Marketing Assessment and Plan framework can be used to assess the readiness
level of an arts organization to implement and sustain a comprehensive marketing plan. The 
process starts with the organization doing a situational assessment reviewing the challenges 
and opportunities it faces, which is used to develop objectives for various marketing plans. 

The Audience Agency in the UK has created a guidebook for  
building an audience development plan for organizations 
aspiring to have more diverse audiences.                   Click on this image: 

https://www.theaudienceagency.org/
https://www.theaudienceagency.org/resources/guide-to-audience-development-planning
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Learning Outcomes 

11.1: Be able to summarize critical theories such as rational choice, altruism, and social 
exchange to explain why people contribute to charitable organizations

11.2: Be able to describe the central components and processes of the Donor Giving Model

11.3: Be able to explain the factors governing why people do and do not make donations

11.4: Be able to summarize the trends in philanthropy around the world

11.5: Be able to explain the importance of arts organizations practicing ethical fundraising

11.6: Be able to create a fundraising planning framework for an arts organization by conducting 
a needs assessment, creating a case for support, writing goals, objectives, and tactics, and 
developing measures to assess the costs and effectiveness of the plan

11.7: Be able to summarize the main techniques used by fundraisers to meet their annual 
revenue goals

11.8: Be able to explain the processes used to seek funding support from corporations, 
foundations, and government sources

Management and the Arts 6e, Wm. J. Byrnes, 2022 (C) 15




