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ñReality has a way of eventually 

getting your attention.ò 

-- Walrus Research



Attendance Was Down. . . 
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The New York 
Philharmonic lost 15% 
of its audience in five 
years.

Rf_r~q _ jmqq md 23*...
tickets.

The revenue loss was $7 
million, projected to 
grow to $35 million by 
the end of the decade if 
trends continued.



Prices were way up. 
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Average ticket 
price +109% from 
$28.67 to $60.14.

Inflation +56%



And The Audience Was Aging. 
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Background

l Like most American orchestras, the 

NYP began experiencing a decline in 

ticket sales in the late 90s.

l With the arrival of new executive 

leadership and the announcement of a 

new music director, the NYP chose to 

also undergo a rebranding process.

l This is a case study of the NYPôs 

evolution towards effective branding 

over the last seven years.



Arts Organizations as Brands

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

l Arts brands are about relationships:

Å What you bring to the relationship

Å Why you are a worthy or perhaps the best 
partner

Å Itôs about creating lifetime value

l Brands are more than products, theyôre 
entire organizations.

l Brands are customer-centric ïitôs about 
how the world sees you, not how you see 
the world



The Young & Rubicam Brand Asset Valuator:
19,500 brands studied among 350,000 consumers since 1993

l Esteem

Å How good are they? Perception of quality 

and delivery of the brand promise. 

l Knowledge

Å How much do I know about them? Level of 

awareness of the brand.

l Differentiation

Å Do they stand apart? Strong differentiation 

leads to more trial and less substitution.

l Relevance

Å Do they matter to me? If a brand is not 

personally relevant, it will not attract or 

retain consumers

Lagging Indicators:

The Current Power 

of the Brand

Leading Indicators:

The Growth Potential

of the Brand



Differentiation and Relevance Drive Growth

l ñBrands that grow their Differentiation 

have about a 50% higher operating 

margin on average than those which 

allow their Differentiation to decline.

l ñRelevance is the key to market 

penetration.ò

l ñThose brands that grow both their 

Differentiation and Relevance report 

the greatest increase in operating 

earnings.ò

Å Young & Rubicam 











The Chapters of the Philharmonic Brand Story.

l The logo

l The artistic director

l Communications
Å Emarketing

l The concert experience 
Å Programming 

Å Customer engagement

l Extending the brand: Summertime 
Classics

l The quest for greater relevance
Å Packaging by Segment

Å User-Generated Branding



Chapter One: The Logo 







The Situation

l Sales were trending down.

l New management team wanted a new 

logo.

l But, no consumer input into what the logo 

should mean.

Å Defines who you are

Å How youôre relevant and resonant

Å How your brand personality sets you apart



Internal Interview Findings.

l Timeless

l Progressive 

l Fresh

l Clear 



Logo/Creative Development Research

l We decided to talk to the market

Å Qualitative research to provide guidance on 

brand positioning, logo design and creative 

direction.

l Specific objectives were to: 

Å Learn perceptions of and satisfaction with the 

Philharmonic

Å Understand the dimensions of the concert 

experience ïwhy people go 

Å And, while weôre at it, explore reactions to 

logos and creative directions for launching 

Lorin Maazel.



A: 5.1



B: 3.7



D: 5.0



C: 4.2



G:3.4



H: 5.2



Realizing the Logo is not the Brand.

l Logos were rejected by consumers as 

not communicating what they wanted 

from the Philharmonic.

l 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.

l Conducted a large-scale quantitative 

study of the classical music market in 

New York, to determine:

Å Size of potential market

Å Current perceptions of Philharmonic

Å The competitive set 

Å Segments of the marketplace, especially 

underdeveloped areas of opportunity 

Å Quantitative input to positioning strategy 

for Maazel.



The New York Classical Music Market

Rest of Market 

(8,624,234)

93.0%

NYP Attendees 

(40,000)

0.4%

Like Classical, 

Don't Attend 

(605,963)

6.5%



 Intellectuals, 

109,954 

17%

Socials, 130,294 

21%

Busy in the Burbs, 

154,112 

25%

Conventional Lives, 

120,634 

19%

Culturals,

 115,568

 18%

Target Segments
-- Household Population within Target Geographic Area  --

TOTAL

TARGET

POPULATION

355,816



Entertaining evening out

Excit ing & energizing music

Richness & wonder of classical

The best orchestra

The best in classical

Profoundly moving, inspiring

Peace, relaxation, tranquility

Fresh, new, excit ing

Touches head, heart, soul

Absorbs & transports

Exquisite music

Glamour & romance

A relaxing escape
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Desired Concert Experience by New York Phil. Experience 

TOP TWO BOX SCORES FOR CHARACTERISTICS DESIRED
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Our Target Segments were all looking for the same thing.

CONVENTI ONAL

BUS Y I N  BURBS

QUI ET I NTELLECTUALS

S OCI ALS

CULTURALS

Evening of  glamour & romance

Peace, relaxat ion, t ranquilit y

Relaxing escape

Wonderf ully ent ert aining 

evening

Excit ing & energizing

Prof oundly moving & inspir ing

Best  in classical music

Touches head, heart , soul

Music t hat  absorbs & t ransport s

Richness & wonder of  classical

Exquisit e music perf ect ly 

perf ormed



We Learned that Familiarity & Enjoyment of Classical 

Music Drove Their Behavior.  
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Source: Prescott & Assoc. NY Market Study 



The New York Philharmonic Brand Strategy

l Overall Strategy:  Warm Up

Å The Philharmonic should orient resources 
towards delighting the audience.

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

Å 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. 

Å In other words, warm up ïbecome a more 
welcoming, interested and engaged 
partner.



The New York Philharmonic Brand Strategy

lConcert Enhancements 

ÅClassical concert enjoyment is driven by ñthe 

music.ò  Experience enhancements should 

spring from this focal-point. 

ÅDeepening concert-goersô appreciation for, 

understanding of and familiarity with classical 

music is the route to increasing enjoyment, 

and thereby the key to increasing attendance. 

ÅMake the audience familiar with the 

unfamiliar ïturn them on to the music.



The New York Philharmonic Brand Strategy

l 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

l 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 



New York Philharmonic Brand Strategy

l Brand Personality

Å Elegant

Å Sophisticated

Å Intelligent

Å Powerful

Å Proud

Å Warm ïan emotionally engaged partner



New brand personality had nothing in common with the 

old one. 

External Perspective:

ÅElegant

ÅSophisticated

ÅIntelligent

ÅPowerful

ÅProud 

ÅWarm

lInternal Perspective:

ÅTimeless

ÅContemporary

ÅFresh

ÅClear



Now, we returned to the logo project.

l Criteria for new logo evaluation:

Is it consistent with the brand strategy:

Å The brand positioning (what we stand 

for and to whom)

Å The value proposition (what essential 

need we fulfill)

Å The brand personality (intelligent, 

powerful, elegant, sophisticated)

Å The emotional associations we want to 

create in targetôs mind (warm, moving)



The Second Round.



The Second Round.



The Second Round.



The Second Round.



Expression of the strategy: The New Logo





Chapter Two: The Maestro



1-B:  5.6



1-C:  5.6



3-A:  5.4



1-D:  5.1



4-D:  5.4



2-B:  6.0



4-F:  6.2  



Qualities Sought in a Conductor -- % óVery Importantô  --
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Formal and reserved

Is noble in stature

Is world-renowned 

Is very serious when conducting 

Gives extremely powerful performances

Gives emotionally moving performances

Has very high energy and enthusiasm

Is passionate about classical music 

Is highly respected by the musicians

Brings the orchestra together as one  

Inspires the musicians



Evolving the Face of the Brand





Chapter Three: The Evolution of 

Communications 
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