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What’s your biggest 

opportunity in 2015-16? 



Type of campaigns covered 

today: 

 
Single ticket  

Second date  

Subscription and 

membership acquisition 



Single ticket campaigns 
Best practices 

Case studies 
 



Best practice: 

marketing what’s in demand  



BLOCKBUSTERS 

What to do 
 

Advance sales 

Start NOW 

 

Capacity sold: 100% 

Keep selling until it’s full or over 

 

Greatest investment 

Your time and resources 

 



BLOCKBUSTERS 

What to do for existing 

patrons 
 

Have a priority plan for every level 

Know how you’ll invite every type of patron 

 

Remember PLI? 



 

Donors and 

consummate 

loyalists 

The magic  

of “and” 

From 1st time to 

second or last time 

to NOW 



BLOCKBUSTERS 

What to do for existing 

patrons 
 

Have a priority plan for every level 

Know how you’ll invite every type of patron 

 

Take care of loyalists first 

First in line for the best seats, additional tickets, 

member preview 

 



Cost of Sale 

“Equal” spending 
 



BLOCKBUSTERS 

What about new patrons? 
 

Time to focus on acquisition efforts 

Best chance to get new patrons 

 

Time to trade 

Know what organizations you have the highest 

crossover with 

 



More on this case at www.trgarts.com 

 

Budgeted $5,250 to sell 

$64,800 in single tickets, a cost 

of sale ratio of 8% 

 

Increased marketing budget to 

spend at 19% cost of sale level.  

 



Pensacola Opera 

Segmenting for Carmen 
 
-Patrons who had previously bought tickets to other blockbuster 

productions like Show Boat and Madama Butterfly. 

 

-New single ticket buyers from the previous season. 

 

-A broad prospect pool, including lapsed subscribers and previous 

ticket buyers from the last five seasons, as well as traded lists from 

the local arts community and regional opera companies in Georgia 

and Alabama.  

 

-Lapsed subscribers and previous single ticket buyers specifically. 



 

Surpassed ticket goal by 33%.  

 

Four weeks out, Carmen 

revenue was pacing ahead of 

goal by 172%  

 

Per capita revenue for Carmen 

single ticket buyers was $52, a 

13% increase. 

 

More on this case at www.trgarts.com 



 
RIGHT MESSAGE/MEDIA 

 RIGHT TIME 

RIGHT AUDIENCE 



Questions about single 

tickets? 

 
 

 

 



Second Date Campaign 
Best practices 

Case studies 
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4 out of 5 new patrons leave… 

and never come back. 



#1 recommended strategy:  

The Second Date 
 

1. Get the phone number! 

You must be able to contact them again 

 

2. Then, ASK  

Personally 

Directly 

Follow up soon after the first date 

 

    



Second date for members 
 

1. New members are vulnerable 

Repeat visitation is critical to membership 

 

 

 

 

 

 

 

 

2. Personally invite them back  

      Increase renewal rate 

 



4 year retention study 

New buyers 

 

SRT achieved second 

date in same season 

 

TRIPLED retention rate 

 

Revenue kept growing.  

 More on this case at www.trgarts.com 



Same 

Format 

Each 

Time 

Calendar 

Driven  

Offer 

K.I.S.S 

Principle 



POSTCARD IMAGE 
FRONT 

BACK 



BACK 

FRONT 



BACK 

FRONT 



Same season buyers 

Why are they important? 
 

• They are your “right now” patrons.  

 

• Your active patrons. 

 

 



% of Active Patrons 

% active in last 2 years 
 

Source: your database or ticketing system 

Timespan: 2 most recent seasons or years 

 

Count of households that had  

any interaction this year and last year 
 

 Total households in your database 



Active Patrons 

What does it mean? 

 
1. Indicator of organizational health 

     Note that “health” doesn’t mean growth 

 

2. Ability to upgrade loyalty  

     Make an upgrade plan! Follow up. 

  

3. Bring in enough patrons to replace the ones lost 



Questions about the second 

date? 

 
 

 

 



Subscription and 

Membership Acquisition 

Where to focus 
 



Add value to cultivate  

existing patrons or  

members 

  
1. What appeals to recapture or renewal segments? 

 

2.  Programming matters 

  

3. Continue to build relationships 

 



 
 

 

• Cultivation Group is special segment 

     Still no “pouncing” 

 

• Goal: Keep coming back 

 Prevent high first-timer attrition 

 

• Special offer, theirs alone 

     Come back….often  

      

      

      

 

YEAR TWO  

     Continue Dating 

  

3 

Plays 

$99 
 







 
 

 

      

      

      

 

YEAR TWO RESULTS 

    30% Returned 

  

16% 
Donated 

 

  

30% 
Cost-of-sale 

 

  

 

 

$126 
Average 

Spent per 

Household 

 
 

  

5 
Average 

Tickets 

Purchased 

 
3 for $99 

6% 

Single 
Tickets 

77% 

Larger 
Series 
17% 



 
 

 

      

      

      

 

 

LAUNCHING LOYALTY 

     With a Second Date  

 



More on this case at www.trgarts.com 

Goal: Acquire new subscribers 

• Timing 

• Segmentation 

• Frequency 

• Messaging 

 

New subscriber revenue 

increased by $167,000, or 65%  

 

New subscriber households 

increased by 52%. 

 

ROI per piece increased from 

$1.63 to $2.87. 



More on this case at www.trgarts.com 

94% of subscribers now 

subscribe to full series 

 

Subscription revenue in 

2013-14 has surpassed 

goal and has increased 

20% in two years.  



Segmentation 

Find your cultivation group 
 

1. Your segmentation strategy should have loyalty 

in mind 

      

2. Blockbusters retain and recapture 

 

3. Measure the results 
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