ﬁw\@rk Philharmonic

Effective Branding:
The Evolution of the New York
Philharmonic Brand

David Snead
Kate Prescott
April 8, 2010




NReal i1ty has a wa
getting your atte

-- Walrus Research

p—

/ New York Philharmonic



- Attendance Was Down. . .
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Prices were way up.
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And The Audience Was Aging.
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Background

Like most American orchestras, the
NYP began experiencing a decline in
ticket sales in the late 90s.

With the arrival of new executive
leadership and the announcement of a
new music director, the NYP chose to
also undergo a rebranding process.

This I s a case study o
evolution towards effective branding
over the last seven years.
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Arts Organizations as Brands

A brand is the foundation of a strong and
lasting relationships with your customers.

Arts brands are about relationships:
A What you bring to the relationship

A Why you are a worthy or perhaps the best
partner

A ltds about creating |Iifeti me

Brands are more than pro:
entire organizations.

Brands are customer-centrici i t 6 s about
how the world sees you, not how you see
the world
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The Young & Rubicam Brand Asset Valuator:
19,500 brands studied among 350,000 consumers since 1993

Lagging Indicators: ¢

The Current Power

of the Brand

Leading Indicators:

4

The Growth Potential
of the Brand
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Esteem

A How good are they? Perception of quality
and delivery of the brand promise.

Knowledge

A  How much do | know about them? Level of
awareness of the brand.

Differentiation

A Do they stand apart? Strong differentiation
leads to more trial and less substitution.

Relevance

A Do they matter to me? If a brand is not
personally relevant, it will not attract or
retain consumers



Differentiation and Relevance Drive Growth

ABrands that grow t hei
have about a 50% higher operating

margin on average than those which

allow their Differentiation to decline.

NRel evance I s the key
penetration. o

NThose brands that gro
Differentiation and Relevance report
the greatest increase in operating
earnings. o

A Young & Rubicam
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The Chapters of the Philharmonic Brand Story.
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The logo

The artistic director

Communications
A Emarketing

The concert experience
A Programming
A Customer engagement

Extending the brand: Summertime
Classics

The quest for greater relevance
A Packaging by Segment
A User-Generated Branding
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The Situation
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Sales were trending down.

New management team wanted a new
logo.

But, no consumer input into what the logo
should mean.

A Defines who you are

A How vy agaedantand resonant

A How your brand personality sets you apart



Internal Interview Findings.
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Logo/Creative Development Research

We decided to talk to the market

A Qualitative research to provide guidance on
brand positioning, logo design and creative
direction.

Specific objectives were to:

A Learn perceptions of and satisfaction with the
Philharmonic

A Understand the dimensions of the concert
experience 1 why people go

A -And, while webre at i1t, exf
logos and creative directions for launching
Lorin Maazel.
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NYPhil.

NEWYORK Philharmonic
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Realizing the Logo is not the Brand.
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Logos were rejected by consumers as
not communicating what they wanted
from the Philharmonic.

Management decided to conduct
additional research as part of a new
Strategic Plan, and to return to the
logo once the Brand Strategy had
been determined.



The Next Step: Quantitative Study to develop Brand

Strategy & Positioning.

o
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Conducted a large-scale guantitative
study of the classical music market in
New York, to determine:

A

A

A

Size of potential market
Current perceptions of Philharmonic
The competitive set

Segments of the marketplace, especially
underdeveloped areas of opportunity

Quantitative input to positioning strategy
for Maazel.



The New York Classical Music Market

NYP Attendees Like Classical,
(40,000) Don't Attend
0.4% (605,963)

6.5%

Rest of Market
(8,624,234)
93.0%
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Target Segments

-- Household Population within Target Geographic Area --

Culturals,
115,568
18%

Conventional Lives,
120,634
19%

Busy in the Burbs,
154,112
25%

\ Intellectuals,
109,954
17%
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Socials, 130,294

21%

TOTAL
TARGET
POPULATION
355,816



Desired Concert Experience by New York Phil. Experience
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Our Target Segments were all looking for the same thing.

Best inclassical music
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Music Drove Their Behavior.

We Learned that Familiarity & Enjoyment of Classical

10.0+
8.0
6.0
4.0+ -
Extremely Familiar
0.8 Y
2.0+ 1.4 Very Familiar
0.6 .
Somewhat/Not Familiar
0.0 T T 1
Enjoy Extremely Enjoy Very Much Enjoy
Somewhat/Not
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The New York Philharmonic Brand Strategy

Overall Strategy: Warm Up

A The Philharmonic should orient resources
towards delighting the audience.

A Using every available customer touch
point, focus on delivering memorable,
emotionally moving and intellectually
engaging concert experiences.

A While satisfaction with quality of the
orchestra is very high, the Philharmonic
needs to build a closer relationship with
the audience and a greater sense of
personal connection.

A In other words, warm up i become a more
welcoming, interested and engaged
partner.
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The New York Philharmonic Brand Strategy

Concert Enhancements

ALl assical concert enjoyment
musi c. O Experience enhance
spring from this focal-point.

ADeepeningconcert-goer s6 appreciatio
understanding of and familiarity with classical

music is the route to increasing enjoyment,

and thereby the key to increasing attendance.

AMake the audience familiar with the
unfamiliar i turn them on to the music.
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The New York Philharmonic Brand Strategy
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Positioning Statement

The New York Philharmonic promises
exquisite music, perfectly performed, for a
profoundly moving concert experience
that touches the head, heart and soul.



The New York Philharmonic Brand Strategy

Positioning Statement Deconstructed

The New York Philharmonic promises:
PRODUCT ATTRIBUTE: Exquisite music, perfectly performed
PRODUCT BENEFIT: Profoundly moving concert experience

CONSUMER BENEFIT: Touches the head, heart and soul
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New York Philharmonic Brand Strategy

Brand Personality

Elegant

Sophisticated

Intelligent

Powerful

Proud

Warm i an emotionally engaged partner

I S D I S 8
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New brand personality had nothing in common with the

old one.

Internal Perspective: External Perspective:
ATimeless Alegant
AContemporary ASophisticated
AFresh Antelligent
Clear Aowerful

Aroud
Avarm
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Now, we returned to the logo project.

Criteria for new logo evaluation:

Is it consistent with the brand strategy:

A The brand positioning (what we stand
for and to whom)

A The value proposition (what essential
need we fulfill)

A The brand personality (intelligent,
powerful, elegant, sophisticated)

A The emotional associations we want to
create in targetodés mind
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The Second Round.

NEW YORK hilharmonic
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The Second Round.

( 0) New York Philharmonic
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The Second Round.
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The Second Round.

new york philharmonic
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Expression of the strategy: The New Logo

/ﬁ—

New York Philharmonic

Lorin Maazel Music Director
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WWYOFK Philharmonic Chapter Two: The Maestro
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A moment in history.

JULL Q2421847
FISFELID (8847650
BCRCMARN (18531876 -
DAMRCECH (w7 1891
TOMAS 115~ lam
NEHYL @S 1898
PAUR 1149y 190
IWMEC ST e g
SalONOLE (91504
MAJLLLR s
’ NORANSEY g o
o 4 SMENGTEAERG d52z-0m0s
SUSTAN INT S5 1l
- BARBIROBET 005 e
RONZINSKLAB430935 7

’v..mzlx. e
SNy "

BLEROAOL
i

e

o

/ New York Philharmonic

1-D: 5.1



=

/ New York Philharmonic

\l W

\

YOk 1);'Tl§|'ltfllill.‘fil'. «'fl'l.;: I N \\14';.1/1'_

i &
PURE MAGIC.

5.4



AMERICAS ORCHESTRA AMERICAS MAESTRO

The Greatest American Orchestra. The most honored American conductor. United. It simply soars.

The New Yoek Mhilbarmonic and Lorin Mazzel. You just have o subscribe 1o it
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Be moved.

Ba Inspired.

Be lransporied,

PH ARMONIC = Lorin Maazel Era segins,

LORIN MAAZEL. MUSIC DIRICTOR
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Qualities Sought in a Conductor -- % 6very I mportantd

inspires the musicians |G S ¢

Brings the orchestra together as one | S 86%

Is highly respected by the musicians | S N /6%

Is passionate about classical music | S 749

Has very high energy and enthusiasm | S 71%%

Gives emotionally moving performances | N S 70%

Gives extremely powerful performances [ 6 7%

(=]

Is very serious when conducting 20%

Is world-renowned |140

Is noble in stature |7%

(=]

Formal and reserved []3%
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Evolving the Face of the Brand
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EXPECT THE EXTRAORDINARY

THIS IS NEW YORK
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Chapter Three: The Evolution of
New York Philharmonic = Communications
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Afe these s nly horns yo&t've heard lately?
‘ sl

Lorem ipsum dolor sit amet, con-
sectetur adipscing elit, sed diam
nonnumy eiusmod tempor incidunt
ut labore et dolore magna aliquam
erat volupat. Ut enim ad minimim
veniaml quis nostrud exercitation
ullamcorpor suscipit laboris nisi ut
aliquip ex ea commodo consequat.

Duis autem vel eum irure do
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