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ABSTRACT 

 

Building audiences has become an increasingly critical issue for symphony 

orchestras in recent years.  Classical music has to find new ways to approach its audience.  

People need to be persuaded that the experience of attending classical music concerts is 

worthy, and it cannot be achieved without a marketing strategy.  The Glendale Symphony 

Orchestra Association (GSOA) in Glendale, California, like most of its peers, struggles 

with reduced numbers of patrons, which eventually results in loss of funding. 

This dissertation is an internship report.  The author did a six-month internship at 

the GSOA from September 2005 to February 2006, primarily to work in the business of 

marketing and audience development.  During this internship, a series of e-marketing 

campaigns were developed, including publishing e-newsletters, conducting e-survey, and 

designing web site.  The assignments of this internship project also included executing 

the Final Rehearsal educational outreach program evaluation survey and processing the 

George Washington Quartet Debut Concert.  The historic George Washington Quartet 

instruments were chosen as marketing tools in order to promote the public image of the 

GSOA.  By the end of this internship, the stage of analysis of the GSOA strategic 

marketing plan was developed, and it was based on the author’s observation and 

experience during this internship. 
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CHAPTER I 

STATEMENT OF THE PROJECT 

 

Introduction 

Building audiences has become an increasingly critical issue for symphony 

orchestras in recent years.  Many symphony orchestras struggle with reduced numbers of 

patrons, which eventually results in loss of funding.  A new trend is to utilize the Internet 

to promote arts programs and communicate with the audience because the Internet has 

been the most powerful communication medium to promote the arts since the late 1990s 

(Carr, 2003).  People who do not attend classical music concerts usually lack childhood 

experiences of music education (DiMaggio, Useem, and Brown, 1978).  Therefore, 

educational outreach is very important to reach the younger generation in order to build 

future classical music audiences.  In short, classical music has to find new ways to 

approach its audience.  People need to be persuaded that the experience of attending 

classical music concerts is worthy, and it cannot be achieved without music education 

and a marketing strategy. 

The Glendale Symphony Orchestra Association (GSOA) in Glendale, California, 

like most of its peers, is currently facing the difficulties of losing its audience and 

financial support.  With a rich 81-year history, numerous excellent performances, and 

many important awards, the GSOA has fostered civic, cultural, and education interest in 

music appreciation by presenting symphony concerts to the community, which have 

made the City of Glendale nationally recognized due to its high-standard musical 
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activities.  According to the historical records, in 1972 the first civic award of the 

Glendale Chamber of Commerce was presented to the GSOA “for its cultural 

contributions and for the fame it has brought Glendale throughout the nation” (Bobbitt, 

1980, p. 48).  The GSOA was awarded medals several times from the City of Glendale 

for its outstanding cultural contribution to the city.  Since the GSOA is the only 

symphony in Glendale, it will be a huge loss to the community if it has to close its door.  

In order to survive in the current classical music market, it is necessary for the GSOA to 

promote itself by utilizing new communication media, understanding its patrons, 

evaluating its programs, and rebuilding its public image to reach a new audience. 

In order to find an internship opportunity, I sent letters to several symphony 

orchestras in Los Angeles County in the summer of 2005.  The Glendale Symphony 

Orchestra Association was among the organizations I contacted.  I met Diane Hedrick, 

the Executive Director of the GSOA, in July 2005, and we discussed the GSOA planning 

projects of the 2005-06 season and the potential resources of the Symphony that would be 

useful to rebuild its reputation.  Hedrick mentioned that the GSOA received a set of string 

quartet instruments in 1968 called the George Washington Quartet as a gift from Michael 

Gozzo, an Italian born violinmaker, but they had never made their debut before the 

public.  The reason is that Gozzo and the President of the GSOA at that time, Mr. J. E. 

Hoeft, both died in 1968, right after the instruments were given to the Symphony.  

Unfortunately, succeeding presidents and board members did not follow up plans for a 

debut.  For more than thirty years the instruments had remained stored away.  The current 

board members of the GSOA did not know of the existence of the George Washington 
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Quartet instruments.  These historical instruments are unique due to exquisite sculptures 

with a patriotic American theme carved on them, including a carved head of George 

Washington in place of the usual scroll.  Icons of the spread eagle, Statue of Liberty, 

White House, and Heads of Presidents adorn the back of the instruments, as Figure 1 

shows.  Hedrick and I believe that the history of Gozzo’s instruments and their 

relationship with the Symphony will be a great medium to remind people about the 

distinguished history of the GSOA and return the Symphony to the spotlight. 

 

           

Figure 1:  The George Washington Quartet Instruments 

 

In September 2005, I started a six-month internship at the GSOA primarily to 

work in the business of marketing and audience development.  Hedrick and I agreed that 

the GSOA needs new programs to recall the attention of its community.  A series of 

performances of the George Washington Quartet instruments would be perfect for this 
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purpose.  Therefore, we started to plan for the debut of the George Washington Quartet 

instruments.  In order to make the debut more interesting, I contacted Trina Duke, the 

Education Program Coordinator of the Forest Lawn Museum in Hollywood Hills, to 

discuss our cooperation in presenting the debut since the Museum has an annual event 

called A Visit with Great Presidents in February and it is related to the theme of the 

sculptures on the string quartet instruments.  Forest Lawn Museum has a beautiful 

auditorium with 1,200 seats inside the Museum where the GSOA can perform without 

paying a rental fee.  By the end of October 2005, the George Washington Quartet Debut 

Concert was scheduled for February 26, 2006. 

Beyond being in charge of presenting the debut concert, I was assigned to utilize 

the Internet as a new primary marketing medium for the GSOA to effectively promote its 

programs and reach its audience.  Although the GSOA had made use of newspapers and 

direct mail as its main marketing media for a long time, it had never made good use of 

the Internet for that purpose.  For instance, when I joined the team, the web site for 

GSOA was out-of-date, and there were no regular e-newsletters to announce its events 

and programs.  My approach was to promote the debut concert and other programs by 

redesigning the web site of the GSOA and utilizing the IntelliContact E-mail Marketing 

Software.  The e-newsletters I sent to our patrons and the audience survey via the e-mail 

marketing software helped us to reach the audience easier and faster and to understand 

their needs more.  Also, since the contribution of the free mailing service provided by 

Citibank would not continue after February 14, 2006, the GSOA should utilize e-mail as 

a possible substitute for direct mail.  In addition, an e-survey for the audience may get 
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more responses since they can fill out the survey at their convenience and send back the 

survey without extra postage, and the survey results would be beneficial to the GSOA in 

order to make marketing strategies and programming decisions. 

While the GSOA has difficulties in attracting audiences and funding, the annual 

Christmas Celebration concert of the GSOA has become a Glendale tradition.  Two 

fundraising events were held before this concert: the VIP Reception – The Gift of Music 

on September 7 and A Prelude to Christmas on October 8.  The Christmas Celebration 

concert was held on December 2, and it included an educational outreach program called 

Invitation Only – Final Rehearsal, which is for the music teachers and their students in 

Glendale and surrounding communities to experience the dress rehearsal and live 

symphonic music for free.  In order to gather the opinions from the program attenders, I 

conducted an audience survey through a questionnaire and analyzed the results as the 

program evaluation.  Moreover, due to a $15,000 grant from Citibank, the Final 

Rehearsal program was prolonged for half an hour and specifically played for 200 

underprivileged children.  Undoubtedly, the Final Rehearsal program helped enhance the 

Symphony’s public image; it was an achievement of community service for the GSOA. 

In addition to doing the programming, e-marketing, and program evaluation, I 

attended the GSOA Board meetings to present updates of my projects.  Also, I helped to 

strengthen GSOA public relations by attending the Glendale City Council.  Since the City 

of Glendale celebrates its centennial in 2006, the GSOA is planning a multi-media 

symphonic concert reviewing the rich musical culture of Glendale.  This concert presents 

a great opportunity to rebuild public relations between the Symphony and its community.  
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Furthermore, I assisted the Executive Director to update the strategic marketing plan of 

the GSOA.  More details are described in Chapter III and Chapter IV. 

History of the GSOA 

The following information about the history of the GSOA from 1924 to 1980 is 

summarized from Bobbitt’s (1980) book, The Glendale Symphony Orchestra, 1924-1980. 

Before the birth of the Glendale Symphony Orchestra in 1924, the residents of the 

city had shown a high interest in various music activities.  A number of music groups 

existed and met and performed regularly, including The Tuesday Afternoon Music Club, 

Music Teachers’ Association, Glendale Music Club, Junior Auxiliary to the Glendale 

Music Club, Madrigal Club, church choirs, student choruses, and school orchestras.  In 

order to have a city-wide organization that could involve the citizens in an official way, 

the City of Glendale established the Community Service under the direction of the Parks 

and Recreation Commission in 1923 to provide citizens with opportunities and facilities 

for recreation.  One of the committees in the Community Service was a music committee.  

From September 1923 to February 1924, the need for a community orchestra became 

more and more evident as community choral programs grew.  On February 29, 1924, the 

music committee of the Community Service founded the Glendale Symphony Orchestra 

and appointed J. Arthur Myers, the music director of the community chorus, as the 

director of the Symphony.  The debut of the Symphony was held at the Easter sunrise 

service located on Mount Forest Lawn in 1924.  Around 7,000 people attended. 

The new symphony soon became a shining star.  It performed at the Hollywood 

Bowl for the opening National Music Week and presented many open-air concerts for 
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various community activities.  An increasing demand for performances showed that the 

Symphony needed more financial support.  In December 1924, the City Council 

purchased some instruments to help the orchestra become one of the leading music 

organizations of Southern California.  In November 1925, the symphony officers decided 

to reform the organization with a new name: the Glendale Symphony Orchestra 

Association (GSOA).  It was qualified as a nonprofit corporation to increase its financial 

support.  Mrs. Charles H. Toll was the first president of the GSOA.  The first season of 

the GSOA was presented at The Tuesday Afternoon clubhouse in Glendale.  The city 

kept sponsoring the GSOA, and it functioned as a part of the Department of Adult 

Education of the Glendale schools. 

In 1926, the Symphony took a giant step towards being a professional rather than 

amateur music organization.  A quote from The Glendale Symphony Orchestra 1924-

1980 written by Bobbitt (1980) is as follows: 

Director Myers suggested a plan of bringing to Glendale “a conductor of world-wide 
prominence who would build up the organization to a point where it would be 
capable of presenting grand opera in Glendale.”  His plan called “for the 
organization of similar orchestras and associations in many towns and cities of 
Southern California that would later develop into a Federated Symphony and 
Operatic Association that would give grand opera all over the southland during each 
winter.”  He stated to association members at an afternoon tea preceding the evening 
concert of June 14, 1926: “if Glendale can take the initiative in this movement, we 
can make this city the leader in a musical renaissance that will sweep the west and 
steadily bring this section of the country into prominence as the leading musical 
center of the United States, a place that will draw ambitious musical students and 
artists to take part in our grand opera performance for the training they will receive.” 
(p. 16) 
 

The Executive Board of the GSOA approved this plan and, in the end of June 1926, hired 

a professional orchestra conductor, Modest Altschuler, who was best known as the 
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director of Russian Symphony Orchestra and had been stamped as one of the leading 

musicians in the United States.  As expected, Mr. Altschuler led the Symphony into a 

new era.  He brought new repertories to the audience, some of which were premieres on 

the Pacific coast.  At the same time, he recruited more musicians to play in the 

Symphony.  Also, in 1929, the Symphony moved to the new Hoover High School 

auditorium; it was the first time that the Symphony had its own venue for performances.  

Under the leadership of Music Director Altschuler, the Glendale Symphony Orchestra 

became one of the finest musical organizations in Southern California, and the City of 

Glendale won its reputation as a center of unusual high musical standing.  The Symphony 

accomplished its first opera performance, Eugene Onegin, by Tschaikowsky on April 29, 

1929, a culmination to the 1928-29 season. 

Nevertheless, the stock market crash during the fall of 1929 and the ensuing 

depression caused the Symphony financial problems.  Due to financial hardship, the 

discussion of merging of music organizations was generated in the City Council of 

Glendale.  Eventually the GSOA and the Glendale Music Association were forced to be 

united in May 1930 in order to keep receiving financial support from the City while each 

of them retained its identity.  Bobbitt (1980) mentions the process of the City Council 

approving the 1931-32 budget for music organizations: 

Increasing concern about the condition of the economy caused prolonged 
discussions among city councilmen in their efforts to prepare the 1931-32 budget.  
Money for music organizations was debated at some length. […] The attitude of 
many people was well expressed by Mrs. A. H. Montgomery, [the President of the 
GSOA], in an appearance before the council when the councilmen adopted the 
budget on June 30: “In times of depression, the need for cultural things is greater 
than in normal periods.” (p. 23) 
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It was President Montgomery’s words that won the appropriation for $1,000 from the 

City Council to support the Symphony; however, the amount was much less than usual. 

In July 1931, Music Director Altschuler resigned to accept an engagement with a 

New York studio.  The Board of the GSOA soon appointed a new conductor, Adolf 

Tandler, who had been prominent in music activities in Southern California and was rated 

as one of the finest symphony conductors in the country.  Under the leadership of Music 

Director Tandler, the Symphony won high praise for performing ballet music.  The finale 

of the 1931-32 season was a combination program of orchestra and dancing, which was 

extremely successful.  President Montgomery made a statement at the concert to request 

financial support from the citizens of Glendale since the City could not afford the usual 

contribution to the Symphony.  Her statement was published in the Glendale News-Press 

on May 17, 1932, accompanied by a coupon to be used to send contributions to the 

GSOA.  The Symphony was in a difficult time due to lack of financial support. 

In the fall of 1932, a plan was announced to organize a music course for advanced 

orchestra musicians at Glendale Junior College in order to improve the professional 

capacities of the musicians.  The class was announced on November 14, and soon after, 

forty musicians of the GSOA spontaneously enrolled due to admiring the reputation of 

the instructor Liborius Hauptmann, a Viennese concert pianist and music professor who 

had led various orchestras in New York, Chicago, and on the Pacific coast.  Mr. 

Hauptmann’s advanced orchestra class was well received.  By the end of February 1933, 

it was known as the Glendale College Symphony Orchestra, which was sponsored by the 

college Mother’s Club.  Later in April, an orchestra audition for players under the age of 
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twenty-five was held in order to provide local students with the advantages of a musical 

experience and cultivate young professional musicians.  The Glendale College Symphony 

Orchestra was renamed the Glendale Community Symphony Orchestra and combined 

with the GSOA in 1934.  In other words, it was Liborius Hauptmann’s advanced 

orchestra class at Glendale Junior College that helped the GSOA survive the economic 

crisis and strengthened it. 

In the fall of 1935, after the combination of the two symphony orchestras, the 

Board of the GSOA appointed the German conductor William Ulrich as the new music 

director.  He held a degree of Doctor of Musical Science and was on the music faculty of 

the University of Southern California.  The concerts during the 1935-36 season were 

absolutely successful, especially the one on December 17.  A quote from Bobbitt (1980) 

is as follows: 

The largest Glendale Symphony Orchestra Association ever presented was on the 
stage – a few short of 100 musicians, professional and amateur, residents of 
Glendale and neighboring cities.  The stage filled with musicians was a sight that 
stirred the pride of every Glendale citizen – the largest orchestra Glendale ever had 
the honor to support. (p. 32) 
 

Indeed, it was a terrific beginning of Music Director Ulrich’s ten-year reign in the GSOA.  

Afterwards, the progress of the Symphony was steady and manifest under his leadership.  

As Bobbitt (1980) writes, “the concerts ranked consistently with the best professional 

symphony groups; the orchestra was recognized as ‘an institution’ of musical learning, 

and its professional stature was nationally known” (p. 34).  In the meantime, orchestra 

auditions for young musicians were continued with the assistance of the members of the 

Music Teachers’ Association of California, Glendale Branch.  Fortunately, the annual 
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budgets were increased dramatically.  The amount of the budget in the mid-1940s was 

between $2,200 and $4,200, which was about two to three times more than that in the 

mid 1930s.  The City Council of Glendale kept making a contribution of $250 each year 

to the Symphony from 1935 to 1945.  Unavoidably, the operation of the GSOA was 

affected during the difficult years of World War II; however, it still continued the regular 

series of four concerts per season in order to maintain the cultural heritage of the 

community. 

Director Ulrich resigned in May 1945.  He was a great musician whose 

contribution to the Symphony was outstanding.  In September of the same year, the 

GSOA engaged Scipione Guidi to lead the Symphony.  Mr. Guidi, a graduate of the 

Royal Conservatory of Music in Milan, was acclaimed the best concertmaster of the New 

York Philharmonic Orchestra by Arturo Toscanini.  Under his leadership, the Glendale 

Symphony Orchestra had another remarkable ten years from 1945 to 1955.  The review 

of the first concert of the 1945-46 season in the Glendale News-Press, quoted by Bobbitt 

(1980), praised Maestro Guidi for his unique conducting style as follows: 

After less than three months of rehearsal with an orchestra that was strange to him, 
[Guidi] has unified it and inspired it, and has it playing with finesse. […] The wiry 
little conductor is a scholarly and dignified musician.  His discipline is apparent, but 
he is one of the quietest and most serene conductors who has wielded the baton here.  
He achieve his effects, but with minimum of physical contortion, and absence of 
fireworks. (p. 36) 
 

Music Director Guidi made the Symphony triumphant in the first year of his tenure.  Due 

to its success, neighboring communities were inspired to build their own symphony 

orchestras.  In 1946, the Highland Park Symphony Association was established with 

assistance from the Board members of the GSOA.  A new program of the GSOA called 
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Youth Concert was scheduled in January 12, 1947 since Music Director Guidi was 

interested in music education for young people.  The process of the Youth Concert is 

described in Bobbitt’s (1980) book: 

The program was accompanied by an oral description of the symphony orchestra 
makeup.  Personnel of the orchestra illustrated by playing the instruments as they 
were described.  The first number, Irish Tunes, demonstrated the use of strings.  The 
second, Bach Choral, illustrated the use of brasses.  The last three, Prelude to 
Carmen, by Bizet; “Hall of the Mountain King” From Grieg’s Peer Gynt Suite; and 
Finlandia, by Sibelius, demonstrated the use of combined instruments. (p. 38) 
 

The Youth Concert was so successful that it became an annual program for several years.  

Mr. Guidi resigned as the music director of the GSOA in 1955. 

From 1946 to 1950, the amount of financial support from the City Council of 

Glendale continued to increase.  The contribution was $2,000 for the 1950-51 season, 

which was five times more than the amount for the 1946-47 season.  Unfortunately, there 

was problem of low attendance at some of the concerts.  In order to revive community 

interest and keep the residents supportive of the Symphony, President Forrest Donald 

Foth and the Executive Board of the GSOA decided to invite guest conductors for several 

concerts.  Also, it was during Mr. Foth’s presidency that the GSOA was incorporated 

under the General Non-Profit Corporation Law of California.  In 1955, the purposes of 

the GSOA were set in a list as follows: 

The primary purpose of this non-profit corporation is educational.  The general 
purposes are: 
(a) To foster civic, cultural, and education interest in music appreciation by 

presenting symphony concerts to the community in general, and to the youth of 
the community in particular. 

(b) To raise funds to achieve the above purpose. 
(c) To engage in all activities incident to the purposes for which it is formed. 
(d) To receive donations and bequests. 
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(e) To sponsor young musicians by presenting them at concerts, and by giving 
them an opportunity to perform with experienced musicians. 

(f) To present concerts in the public schools, particularly arranged for school 
children. (p. 42) 

 
In 1956, along with setting a new way to operate the Symphony and its association, the 

GSOA had a new resident conductor, Amerigo Marino.  He was the musical director of 

CBS Radio and Television and served as first violinist of the Los Angeles Philharmonic 

Orchestra.  In January 1957, the board of the GSOA established an advisory council and 

appointed J. E. Hoeft as the chairman.  Mr. Hoeft, the president of the Glendale Federal 

Savings and Loan Association, was interested in the future development of the GSOA so 

he became a major benefactor of the Symphony.  As Bobbitt (1980) writes in his book, 

Mr. Hoeft […] provided the association with free office space; secretarial, 
bookkeeping, and auditing services; and generous use of Glendale Federal’s 
equipment, printing, and other facilities.  He also provided significant financial 
assistance.  Mr. Hoeft’s dynamic leadership brought the orchestra from the level of a 
semi-professional, community organization to a nationally known metropolitan 
symphony. (p. 43) 
 

Later, in May 1957, Mr. Hoeft accepted the presidency of the GSOA and held that 

position until 1968. 

The Women’s Committee of the GSOA was organized in February 1959.  The 

mission of the Women’s Committee is to foster music education in the community and to 

sponsor educational salons and concerts for youth.  As Bobbitt (1980) states, “this 

committee […] is a very active and ongoing organization involved in the music education 

of the Glendale community and the financial success of the Glendale Symphony 

Orchestra Association” (p. 44).  
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The symphony’s performances were approaching another climax in 1959.  A 

concert called Good Friday, presented by the GSOA and the Glendale Symphonic Choir 

at Forest Lawn Memorial Park on March 27, 1959, was broadcast live over KNX radio.  

This was their first live broadcast in stereophonic sound.  The GSOA also cooperated 

with the Los Angeles Guild Opera Company at Shrine auditorium to present twelve 

performances of Humperdinck’s opera, Hansel and Gretel, for Los Angeles students on 

weekdays from March 24 to April 8, 1960.  On New Year’s Day of 1962, the GSOA 

presented a program on KNX-TV entitled Tune Up for America, which was sponsored by 

the Glendale Federal Savings and Loan Association.  The Symphony performed a series 

of television programs on KNXT, KTTV, and KNBC under the same sponsorship.  In 

January 1964, the Symphony made its first appearance on color television; on December 

18 of that year, it presented a program entitled The Sounds of Christmas over NBC-TV, 

which won a Los Angeles Area Emmy Award from the Hollywood Chapter of the 

National Academy of Television Arts and Sciences on April 9, 1965. 

About the same time, the Dorothy Chandler Pavilion of the Music Center in Los 

Angeles was under construction.  President J. E. Hoeft served on the Board of 

Supervisors of the Los Angeles County Music and Performing Arts Commission, and he 

applied as early as possible for the use of the Pavilion for the concerts of the GSOA.  Due 

to his planning, the Pavilion debut of the GSOA was held on January 30, 1965, shortly 

after the completion of the Pavilion.  The concert was described as “the collective 

musical wealth of the southland and, indeed, the nation” (Bobbitt, 1980, p. 45).  For thirty 
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years, the GSOA was a resident company of the Music Center of Los Angeles County 

until its move to the Alex Theatre in Glendale in 1995. 

In 1965, due to Music Director Marino’s leave for continued study at the Peabody 

Institute, the GSOA hired a new resident conductor, Carmen Dragon.  Music Director 

Dragon was an experienced composer, arranger, and conductor heard on radio, television, 

movies, and recordings before his symphonic career.  Under his leadership, the GSOA 

continued its brilliant history and was recognized as a nationally known metropolitan 

symphony.  On July 10, 1971, the Symphony was selected to play for the opening 

ceremonies of the Los Angeles Convention Center.  In 1972, the first civic award of the 

Glendale Chamber of Commerce was presented to the GSOA “for its cultural 

contributions and for the fame it has brought Glendale throughout the nation,” (Bobbitt, 

1980, p. 48).  The GSOA was received an Award of Excellence from the Film Advisory 

Board in February 1978 due to its successful Christmas concert on NBC-TV in 1977.  

The Christmas concert of the GSOA became extremely popular over the years. 

Beyond the growth of its productions, the financial support of the GSOA 

increased significantly from 1959 to 1980.  As Bobbitt (1980) reports, 

The budget for the 1959-60 concert season was approximately $55,000; for 1970-71, 
$130,000; and for 1979-80, $200,000.  Financial support from the Glendale City 
Council has increased over the years from $2,000 in the early 1950s to $20,000 in 
recent years [the 1970s].  Contributions from the Los Angeles County Music and 
Performing Arts Commission have increased from approximately $2,000 in the early 
1960s to $25,000 [in the 1970s]. (p. 49) 
 

It goes without saying that increased financial support over those years was a huge help 

for the operation and development of the GSOA.  Also, the generous contributions of free 

mailing service and office space from the Glendale Federal Savings and Loan 
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Association still continued even after the death of President J. E. Hoeft in 1972.  His 

business and the contributions he provided are currently given by Citibank.  

Unfortunately, the free mailing service and office space from Citibank were discontinued 

after February 14, 2006. 

The GSOA had become a mature organization with sound principles of growth in 

the 1980s and 1990s.  Many world-famous musicians were invited to be the guest 

conductors of the GSOA through the past decades, including Franz Waxman, Miklos 

Rozsa, Elmer Bernstein, Nelson Riddle, Henry Mancini, Andre Previn, Bill Conti, John 

Williams, Keith Clark, Lalo Schifrin, and Sidney Weiss.  Among them, Lalo Schifrin 

served as the music director of the GSOA from 1989 to 1995, succeeded by Sidney Weiss 

from 1996 to 2002.  In 2000, the Symphony accompanied the Three Tenors at the 

Mandalay Bay in Las Vegas and Luciano Pavarotti in Los Angeles and Palm Desert, 

which enhanced the worldwide reputation of the Symphony. 

The terrorist attacks on the United States on September 11, 2001 had a huge 

impact on the operation of the GSOA.  Financial support to the GSOA was reduced, as it 

was to many symphony orchestras in the United States and Canada at the same period.  

Research done by the American Symphony Orchestra League shows that “both 

attendance and sales for post-September 11 performances have declined from fall 2000 

levels” (American Symphony Orchestra League, 2001).  After the 2001-02 season, the 

Glendale Symphony Orchestra played no concerts for fifteen months. 

In 2003, a grant from the Ralph M. Parsons Foundation assisted the GSOA in 

hiring its first executive director, Pamela Ellis.  On February 25, 2003, the GSOA board 
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held the Community Outreach Meeting at the Town Hall of the City of Glendale.  

According to the Recorded Comments of this Town Hall Meeting, about forty Glendale 

residents plus GSOA board members attended to evaluate the past performance and 

discuss the future direction of the Symphony.  Later, in the fall of 2003, the board hired 

the current music director, Norman Henry Mamey.  The Christmas Celebration concert 

on December 5, 2003 served as the Symphony’s revival.  It has become a holiday 

tradition in Glendale.  In June 2004, Diane Hedrick was appointed as the current 

executive director.  The GSOA declared its enthusiasm and returned to serve the cultural 

life of Glendale and the neighboring cities again as it had before. 

Current Situation of the GSOA 

The population and atmosphere of the City of Glendale had changed due to 

Armenian immigrants.  The following information is summarized from the article written 

by Amanda Covarrubias and published in Los Angeles Times on August 8, 2005.  A large 

number of Armenian immigrants have arrived in the city since the 1970s, and they have 

gradually become the majority in the city.  At present, the City of Glendale has the 

second largest Armenian population of any city in the United States – Los Angeles is first.  

Forty percent of the residents, about 85,000 people, in Glendale are of Armenian descent.  

Most Armenian immigrants have limited English skills, so they are not interested in 

American cultural activities.  Therefore, the Armenian community generates a huge 

influence on the cultural life in Glendale in recent years. 

Beyond the hardship of building audiences in the Armenian community, the 

GSOA is facing a financial problem.  The Glendale City Council has discontinued its 
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annual contribution $25,000 to the GSOA since 2002.  Without financial support from 

the City Council, the situation of the GSOA becomes difficult.  Presently, the GSOA is 

exploring its new possibilities with a limited financial support. 

Problem Statement 

The current problems of the Glendale Symphony Orchestra Association, in 

addition to the limited financial position, are described in the following paragraphs. 

Firstly, the Internet has not been thoroughly used as a communication medium for 

the marketing campaign of the GSOA.  Its web site was old in design and did not provide 

complete information about the organization and its newest program schedule.  E-survey 

and e-newsletter have never been used in the GSOA although many arts organizations 

have considered them as the easiest and cheapest way to distribute information and 

interact with their audiences.  Without exploring the use of the Internet, the GSOA cannot 

frequently send updates to nor rapidly get responses from its patrons. 

Secondly, there has never been an audience survey; therefore, the GSOA cannot 

identify its target market and set its marketing goals since its audience profile was not 

clearly understood.  The current marketing strategy of the GSOA is based on product 

orientation rather than consumer orientation, which is dangerous because its programs 

may be low-patronized due to their not responding to the expectation of the audience.  

Furthermore, no complete program evaluation had ever been conducted.  For instance, 

the educational outreach program Invitation Only – Final Rehearsal of the Christmas 

Celebration concert had never been evaluated.  The GSOA simply repeated what had 

 18



done before without making any improvements in spite of the low attendance for that 

program. 

Thirdly, it is necessary for the GSOA to rebuild its public image and reach new 

audiences.  In order to achieve these goals, the GSOA needs new programs, collaborators, 

and performance venues to reach new potential audiences.  A possibility is for the GSOA 

to engage the Armenian community by combining Armenian culture and music into its 

repertoire.  Presenting the educational outreach program is also a great strategy to build 

future audience and give the GSOA a positive public image. 

In summary, the GSOA needs to improve its current situation by applying e-

marketing media and strategy, understanding its patrons through audience survey and 

program evaluation, and producing new programs to rebuild its public image and reach 

new audiences.  These things have to be done in order to make this organization 

prosperous again. 

Purpose Statement 

The purpose of this internship is to help the Glendale Symphony Orchestra 

Association by developing an e-marketing campaign as the primary communication 

medium, designing a new program to rebuild its public image, and updating its strategic 

marketing plan.  The assignments are listed as follows: 

a) Redesigning the website of the GSOA and updating its information. 

b) Utilizing e-mail marketing software to send e-newsletters to the patrons and do 

the audience survey. 
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c) Conducting program evaluation for the Invitation Only – Final Rehearsal 

educational outreach program. 

d) Utilizing the George Washington Quartet instruments to rebuild the public image 

of the GSOA. 

e) Presenting the George Washington Quartet Debut Concert by cooperating with 

the Forest Lawn Museum in Hollywood Hills. 

f) Assisting with updating the strategic marketing plan of the GSOA. 

By the end of the internship, several results are expected.  First, the reformatted 

web site of the GSOA will provide detailed information about this organization and its 

program schedule for the public.  Also, by utilizing the e-mail marketing software, the 

GSOA can frequently reach its patrons and conduct audience surveys.  The e-newsletter 

will help the GSOA distribute its announcement faster, and the e-survey statistics will be 

useful to understand its audience.  Second, the results of the Invitation Only – Final 

Rehearsal program evaluation will help the GSOA improve the ways to present the same 

program and have better ideas to design similar ones in the future.  Third, the George 

Washington Quartet Debut Concert will promote the public image of the GSOA and 

build its new audience.  Last, the updated strategic marketing plan will help the GSOA 

make appropriate decisions for its future development and marketing campaign. 
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CHAPTER II 

REVIEW OF RELATED LITERATURE 

 

After being appointed to the internship with the GSOA, I felt it necessary to 

discover literature specific to arts marketing and audience development.  This chapter 

seeks to review the literature that I discovered, and that was helpful to me in learning 

about arts marketing strategy, audience development, and audience surveys.  Each 

following section is structured in a chronological manner.  The literature included in this 

chapter is served as general reference in this internship and has an influence on 

developing the marketing campaign of the GSOA. 

Arts Marketing Strategy 

Andreasen (1985) clarifies the difference between marketing and selling the arts.  

Selling is based on product or service orientation; the marketer executes what his or her 

organization wishes to offer and is regarded as at the mercy of the consumer.  On the 

contrary, marketing is based on consumer orientation; the marketer responds to the needs 

and wants of the consumer and persuades the consumer to do what he or she might not 

do.  It has been proved that marketing orientation is better than selling orientation.  As 

Andreasen states, 

Marketing orientation – where the consumer is placed at the beginning of the 
planning process – […] is a pervasive point of view that, in effect, uses the customer 
as the touchstone for evaluating, planning, and carrying out virtually everything the 
organization does.  […] Nothing in the organization’s offerings or messages should 
be sacred.  Although it will always consider its own goals and its skills and 
resources, the organization must take its lead in all cases from the consumer. (p. 12) 
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He outlines six characteristics that help to identify the misuse of marketing concepts in an 

organization: 1) the offering as inherently good, 2) consumer ignorance and apathy, 

which are the major barriers to success, 3) the consumer as enemy, 4) consumer research 

as the measurement of ignorance, 5) marketing simply as communication, and 6) good 

marketers simply equaling to effective communicators.  Furthermore, Andreasen stresses 

that it is a misunderstanding to “equate consumer orientation with indiscriminate 

pandering to consumer tastes” (p. 17).  For an arts organization, consumer-oriented 

marketing strives to change an audience’s wants rather than pleasing an audience’s tastes 

by giving up the mission and the products of the organization.  It is a concept to bring the 

target audiences’ expectations of a new arts program more in line with their wants from 

similar experiences, such as entertainment experience, so as to make them willing to 

attend that new arts program. 

Kotler and Roberto (1989) state that social/artistic products can be effectively 

promoted through communications.  There are three types of communications – mass 

communication, selective communication, and personal communication.  Mass 

communication is useful for target audiences as a mass.  Its function is to inform and 

persuade the audience, and it can be executed by three approaches – rational execution, 

emotional execution, and nonverbal elements execution.  The media for mass 

communication must have informational and persuasive characteristics and match the 

product’s “personality.”  Selective and personal communications are more appropriate 

when target audiences are individuals.  The former is flexible and can be executed by 

direct mail and telemarketing; the latter seeks relationship-building with the target 
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audience and is usually executed by word-of-mouth, or one-to-one communication and 

education strategy. 

The strategic marketing planning process (SMPP) for nonprofit organizations by 

Kotler and Andreasen (1996) is a customer-oriented marketing approach.  It includes 

three stages – analysis, strategy, and implementation.  At the stage of analysis, it is 

necessary to analyze both the organization and its external environment.  The analysis of 

the organization must involve the evaluation of its mission, objectives, goals, culture, 

strengths and weaknesses.  The analysis of its external environment must define the 

public to be served, then evaluate its competition and macroenvironmental components.  

The next stage of strategy consists of two parts.  Firstly, it is crucial to set marketing 

mission, goals, and objectives.  The next step is to specify the core marketing strategy, 

including identifying the target market, competitive position, and marketing mix.  The 

mission at the last stage of implementation is to turn the core marketing strategy into 

specific tactics, organizational structure and systems, and determined performance 

benchmarks.  All of these can be evaluated and modified through implementing strategy 

and accessing performance.  Furthermore, an effective core marketing strategy should be 

customer centered, visionary, differentiable, sustainable, easily communicated, 

motivating, and flexible.  Nonprofit organizations have to choose the best market 

segmentation from the four stages of marketing – mass marketing, differentiated 

marketing, target marketing, and niche marketing. 

Kotler and Scheff (1997) state that the complete strategic marketing planning 

process (SMPP) consists of the following four steps: 
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1. Strategic analysis: (a) Analyze the organization-wide mission, objectives, and 
goals; and (b) Assess the organization’s strengths, weaknesses, opportunities, 
and threats. 

2. Market planning: (a) Determine the objectives and specific goals for the relevant 
planning period; (b) Formulate the core marketing strategy to achieve the 
specified goals; and (c) Established programs and tactics to carry out the core 
strategy. 

3. Marketing plan implementation: Put the plan into action. 
4. Control: Measure performance and adjust the core strategy, tactical details, or 

both as is needed.  (p. 50) 
 

Besides, they assert that direct marketing is a major marketing approach used by 

performing arts organizations.  In general, direct mail and telemarketing are the most 

common tools of direct marketing.  The advantages provided by direct marketing include 

selectivity, personalization, relationship building, timing, attention, and research.  As they 

write, 

Direct marketing allows greater prospect selectivity, […] provides the opportunity to 
personalize and customize the message to different persons and groups, […] build a 
stronger relationship with each customer, […] can be timed more precisely than 
advertising to reach prospects at the right moment, […] receives a higher percentage 
of readership than advertisements, […] [and] permits testing alternative media and 
message in the search for the most effective approach. (p. 346) 
 

Moreover, Kotler and Scheff mention the idea of strengthening public relations by 

improving the image of a production or an organization.  The image should be synthetic, 

believable, passive, vivid, simplified, and ambiguous.  Arts marketers have to know that 

it is not enough to attract the audience simply by providing good productions; they need a 

realistic view and a powerful image to communicate the appropriateness of their 

productions to the audience. 

Boyer (1997) thinks that a nonprofit organization needs effective communication 

tactics integrated to its marketing strategy.  The goal of communication tactics is to show 
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each of the audiences the messages of the organization and the strategies for delivering 

those messages.  In other words, the plan should define its audiences, messages, and 

message-delivering vehicles.  Boyer considers the range of audiences in a broad sense, 

which includes the staff of the organization, the organization board, the people and 

groups served by the organization, the people or groups whose attitudes or behavior the 

organization would like to influence, other organizations doing similar work, state and 

local politicians, the general public, and the media.  The message-design is “not a 

recitation of an organization’s mission statement, but a plain-language conversational 

sentence that describes the nature of a group’s work” (p. 488).  An organization may have 

different messages for the different groups of audiences mentioned above; however, it is 

important to keep the messages consistent.  The vehicles for delivering the messages 

include using mass media to reach every audience and highly targeted communication 

approaches for a specific audience group.  Internet-based electronic communications are 

the most popular and powerful message-delivering vehicles at present. 

Radtke (1998) also stresses the importance of message-developing.  She thinks 

that an effective message consists of three elements – “what it is,” “what it means,” and 

“what to do.”  “What it is” explains the program, issue, and service of the organization; 

“what it means” tells the audience why the program, issue, and service are important to 

them; and “what to do” clarifies the requests of the organization for supporting or 

experiencing the program, issue, and service.  As Radtke writes, “good messages balance 

your organization’s values, goals, and objectives with the beliefs, attitudes, and opinions 

of your target audiences” (p. 71).  She suggests that the language used for messages 
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should be simple, symbolic, and emotional.  Also, it may be a good idea to test the 

messages by asking the opinions of a few individuals from the target audience before 

posting the messages. 

Wolf (1999) points out that it is necessary for a nonprofit organization to build a 

strong and positive image to the public.  The image of an organization may be changed 

rapidly.  For instance, the existing fame of a symphony orchestra may suddenly decline 

due to negative reviews for only one performance.  As Wolf writes, 

Trustees often assume under these circumstances that the public will forgive and 
forget, but this is a dangerous assumption.  The proper course is to assume that 
action should be taken immediately to neutralize any negative events, statements, or 
impressions.  Because image is based on beliefs, it is often not essential for an 
organization to change its programs, activities, governance, or staffing in order to 
change its image.  Rather, it can often change adverse opinion by launching its own 
carefully designed campaign to create more positive impressions and ideas. (p. 156) 
 

It is also necessary to create a positive self-image of an organization.  “A feeling of 

enhanced self-image is often a critical reason why individuals participate in nonprofit 

organizations, why donors give, and why certain organizations are successful and others 

are not” (p. 161). 

Kolb (2000) mentions that the field of arts marketing has changed since its 

initiation in 1970s.  Cultural organizations today face new challenges, including “the 

changing patterns in public funding, the decrease in consumer time for leisure, the 

expansion of consumer entertainment options, the blurring of the distinction between 

high and popular culture, and the growth in consumer expectations” (p. 17).  Arts 

marketers have to identify their target market, apply the new communication technology 

to convey arts products, and fit consumers’ needs, time, and budget constraints.  Kolb 
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argues the practicability of the classic marketing mix, the four “Ps” – product, price, 

place, and promotion – for cultural organizations.  She thinks that it is almost impossible 

to change the product, price, and place of a cultural organization.  Promotion is the only 

item that a cultural organization may work on for developing its marketing strategy.  

Applying the customer-driven marketing approach does not mean that the organization 

has to change its cultural product to please the customers.  In fact, the organization may 

change “the way the cultural product is communicated, presented and packaged” (p. 79) 

to make its marketing plan more effective.  Kolb also discusses the ideas for distributing 

culture through using information technology to build a new relationship between the arts 

and the public, which may change the cultural consumption habits and make the 

individual and the community more involved in the artistic process. 

Byrnes (2003) restates the importance of promoting the arts by the concepts of 

marketing.  As he writes, 

No matter how lofty the aesthetic aims of an organization, without the regular 
support of an audience, patrons, or members, there will not be enough money 
coming in to keep the enterprise alive.  In other words, there must be enough 
demand for the product, or the enterprise will be out of business. (p. 253) 
 

The market demand of a new program may be limited at the beginning; however, it is 

possible for the arts marketer to build the demand among the audience by using mass 

communications, such as advertising, or directly reaching individual consumers. 

Carr (2003) states that e-mail is a useful medium for arts marketing.  As he writes, 

“the real action in online arts marketing lies with e-mail” (p. 13).  Pushing out the 

information of an arts organization to its patrons via e-mail is more effective than 

expecting the patrons to remember the web address of an arts organization and check its 
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web site regularly for its new information.  By utilizing e-mail, arts marketers can be in 

control of the marketing dialogue and build long-term relationships with their patrons.  E-

mail marketing is actually like another form of direct mail; however, it is much cheaper 

than direct mail.  Also, compared with direct mail, e-mail marketing can be reported and 

tracked more accurately and be delivered and responded faster.  A survey done by 

CulturalFinder.com in 2003 shows that e-mail is the most preferred method of 

communication by arts patrons.  “60 percent of arts patrons say that they would prefer to 

get e-mail notices rather than direct mail, and 90 percent say that they would prefer to get 

e-mail notices rather than telemarketing calls” (p. 37).  Moreover, arts e-mail has multiple 

lives because it can be saved longer and its uses are many.  “Compare to newspapers that 

get thrown away in a day or two, radio messages that last a few seconds, or direct mail 

which likely ends up in the garbage, an e-mail message has many lives” (p. 38).  Arts 

patrons can forward an arts e-mail message to their friends; they can also transform the e-

mail message into direct mail by printing it out and saving it for later.  In a word, it goes 

without saying that e-mail, as a new marketing medium, is revolutionizing arts marketing 

in the twenty-first century. 

Audience Development 

Levy (1980) stresses that the arts administrator should comprehend the 

personalities, situations, attitudes, and aspirations of the audience so as to help them be 

willing to receive the aesthetic offering.  It is not good enough to simply “give them what 

they want.”  For example, when people say that they do not like a specific kind of art 

form or program in an arts organization, they may still not visit it even though that kind 
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of art form or program is removed.  In other words, the decision-making process of arts 

participation is not merely influenced by one single factor.  Moreover, Levy points out 

that the image of elitism is an obstacle to the arts appreciation experience.  Most people 

think that arts appreciation requires a refined taste, which is related to a higher education 

and wealthy life style.  People may say that they do not have time or money to attend the 

arts; however, the actual reason is that they lack motivation to do it. 

Some high art simply cannot be understood by that half of the population that has 
below average intelligence – an intellectual basis for elitism that may never 
disappear.  Various appreciations require more than exposure; if cultivation is 
lacking, it is hard to catch up, to gain that accumulation of subtleties that fills the 
interstices of experience with richness of reference and association. (p. 35) 
 

Furthermore, following the logic mentioned above, it is no wonder that the avant-garde 

taste for modern arts is even harder to be received by the general public without 

motivation for the arts or the people who stick with the arts represented in an absolutely 

traditional way. 

Pick (1980) groups the target audience into four segments – potential audience, 

occasional attenders, regular attenders, and “inward” audience, as Figure 2 shows. 

 

Potential Audience 

Occasional Attenders 

Regular Attenders 

Inward Audience 

Figure 2:  Segments of the Target Audience 
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Generally, advertising can easily reach the “inward” audience and most regular attenders.  

In order to keep their loyalty, arts marketers should “supply a good deal of help for them 

to gain maximum benefit from the experience [by using] catalogues and programs notes, 

linked exhibitions, suggested further reading, […] plays or music which continue the 

theme” (p. 43), etc.  On the other hand, arts marketers also need to know how to make 

potential audiences become occasional attenders and further, if it is possible, become 

regular attenders.  Pick suggests how to use special promotions to increase the potential 

audience and occasional attenders, such as the season tickets sale. 

Uprichard (1985) describes the consumer decision processing model.  There are 

five stages in this model – problem recognition, search, alternative evaluation, choice, 

and outcomes, as Figure 3 shows. 

 

 

Problem 
Recognition 

Search Alternative 
Evaluation 

Choice Outcomes 
 

Figure 3:  Consumer Decision Processing Model 

 

The stage of problem recognition can be subdivided into the ideal and actual states.  

“Perceptions of the ideal state are determined by five considerations: the influence of 

other decisions, reference group influence, novelty, marketing efforts, and motive 

activation” (p. 22).  However, the perceptions of the actual state may be changed due to 

altered circumstances, financial expectations, and information and experience.  The stage 
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of search involves four factors: “the quantity of existing information, the quality of 

existing information, the perceived risk of deciding without the category of information, 

and the confidence in decision-making ability” (p. 25).  Also, the cost of search, the 

sources of information, and the diffusion of innovations influence the result of search.  

The stage of alterative evaluation is related to the personality, lifestyle, attitudes, and 

beliefs of the consumer and the attributes of a brand and product.  “The outcome of this 

stage is the formation or change of beliefs, attitudes, and intentions which should lead to 

choice behavior” (p. 31).  After experiencing the choice, the possible outcomes will be 

either entire or partial satisfaction.  Partial satisfaction may be reduced by reading 

reviews and seeking out the reactions of other people who attended the same event.  In 

conclusion, the artistic product development should not be restricted by consumer 

preference; however, the promotion of an artistic product may be much easier through 

understanding consumer behavior. 

Healey (1993) asserts that audience development for contemporary music can be 

done by programming, education, and presentation.  There are three types of 

programming options – “the separate contemporary music series, separate contemporary 

music programs as part of the regular subscription series, and contemporary music pieces 

as part of the regular series’ programs” (p. 24).  The option of “separate contemporary 

music series” is easy to target the audience by direct marketing; however, the sizes of the 

audience groups are usually small.  The option of “separate contemporary music 

programs as part of the regular subscription series” is useful to help the regular 

subscription audience open their minds to appreciate contemporary music; however, 
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some of them may miss or reject the chance since the contemporary program is simply a 

part of the whole subscription series.  The last option of “contemporary music pieces as 

part of the regular series’ programs” may be the most effective way to promote 

contemporary music.  “Many artistic directors have found this to be an inoffensive way 

of feeding the audience palatable doses of contemporary works while still maintaining a 

diet of old favorites” (p. 27).  Beyond programming, the educational approach is helpful 

for developing the audience’s positive opinions of contemporary music, and it can be 

done by “program notes, pre-concert discussions, conductor explanations during the 

concert, and artists in residence” (p. 34).  The last step of audience development is to find 

out the characteristics of the target audience and select the best ways to present.  For 

example, younger audiences usually think that “the concert should be presented in a 

different way, as a ‘must-do’ social event” (p. 47) and expect to experience sophistication 

and cultural attainment through the concert.  Conversely, some may look forward to a 

less formal atmosphere in the concert.  Since the expectations of audiences are different, 

a good marketing presentation should address those specific needs and wants of its 

various target audiences. 

Kotler and Scheff (1997) group the factors influencing performing arts audience 

behavior into five – macroenvironmental trends, cultural factors, social factors, 

psychological factors, and personal factors.  Macroenvironmental trends mean social, 

political, economic, and technological forces; cultural factors include nationality, 

subcultures, and social class; social factors include reference groups, opinion leaders, and 

innovativeness; psychological factors include personality, beliefs and attitudes, and 
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motivation; and personal factors include occupation, economic circumstance, family, and 

life-cycle stage.  They suggests that identifying potential collaborators from various arts 

and cultural organizations may be an effective way to build audiences.  For instance, the 

results of the marketing survey of Philadelphia cultural audiences in 1989 showed the 

crossover between jazz, theater, dance, and various cultural museums’ audiences; 

accordingly, creating a combined event for the three art forms increased the participation 

rate for each of them and eventually made a larger cultural community. 

McCarthy and Jinnett (2001) develop a behavioral model of participation through 

recognizing the complex mix of attitudes, intensions, constraints, and behaviors involved 

in the arts participation decision. They find that “the arts participation decision is not 

simply a dichotomous behavior (to participate or not) but involves a complex set of 

considerations” (p. 23).  There are four stages in this participation model – background 

stage, perceptual stage, practical stage, and experience stage.  At the background stage, 

four kinds of factors shape a person’s general opinions about the arts, including socio-

demographic factors, personality factors, past experience, and socio-cultural factors.  At 

the perceptual stage, it shows that both personal perceptions of the benefits and costs of 

art participation and the social norms of the reference groups – relatives and friends – 

may influence a person’s attitudes toward arts participation.  As they mention, changing a 

person’s inclinations regarding arts participation “can be very difficult and time 

consuming … [and] may sometimes require changing the attitudes of his or her social 

groups” (p. 26).  At the practical stage, people who decide to participate in the arts may 

struggle with practical obstacles before actually attending an arts event.  The possible 
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practical obstacles include lack of information, high costs, lack of time, and 

inconvenience.  People need to have strong inclinations to overcome these obstacle so as 

to move into the experience stage.  Knowledge of the particular art form, personal value 

to the social aspect of the experience, and the degree of personal fulfillment through the 

arts are the factors that may influence a person’s reaction to the experience and their 

subsequent decisions about continuing to participate.  Generally speaking, people who 

have arts experiences at an early age are most likely to be loyal arts-lovers.  The flow 

chart of the participation model is shown as Figure 4. 

 

 

Personal beliefs about 

arts participation 

• Socio-demographic factors • Personality factors 

• Past experience   • Socio-cultural factors 

Perceptions of social norms 

toward arts participation 

Attitudes toward arts participation 

Intention/decision to participate 

Participate 

Reaction to experience 

Figure 4:  Participation Model 

 

Arts marketers can build participation by diversifying, broadening, or deepening it.  

Diversifying participation is to attract different kinds of new audiences; broadening 
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participation is to increase attendance; and deepening participation is to make current 

audiences more involved.  Besides, since participants may have different participation 

motivations – entertainment or fulfillment – and participation preferences – self-focused 

or social experience, arts organizations need to design different strategies and tactics to 

communicate with various types of current and potential audiences.  In conclusion, an 

integrative approach to building participation is provided, including “linking an 

organization’s participation-building activities to its core values and purpose by choosing 

participation goals that support that purpose, identifying clear target groups and basing its 

tactics on good information about those groups, understanding the internal and external 

resources that can be committed to building participation, and establishing a process for 

feedback and self-evaluation” (p. 42).  Moreover, the factors of artist involvement, 

programming, pricing, schedule and venue may be used as tactics for participation-

building as well. 

Audience Surveys 

The audience survey for the performing arts and museums by DiMaggio, Useem, 

and Brown (1978) analyze the relationships between the participation rates and the 

categorical variables, including gender, age, education, occupation, and income.  They 

find that the participation rates of male and female audiences are about half and half with 

a few more female than male.  The median age of audiences for the performing arts is 

thirty-five, which is similar to that of the general population.  Also, younger audiences 

attend arts events on the weekend and in the summer.  Education is regarded as the most 

important variable, and the median education of audiences attending performing arts 
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events and art museums is higher than that of science and history museums.  Moreover, 

audiences of performing arts and art museums tend to have a high ratio professional 

knowledge of the arts.  Cultural participation is related to high income; however, this 

does not mean that only people with high income are willing to attend arts events.  The 

influences of education and occupation are stronger than that of income.  Furthermore, 

they mention that arts participation may be affected by the economic impact and the 

public attitudes toward the arts.  For example, cultural institutions may attract visitors to a 

city benefiting the economics of that city.  Also, positive public attitudes toward the arts 

may result in additional government funding, which would add further support to the arts. 

Mitchell (1984) studied the attendance patterns, preferences, and motives of live 

professional performances of music, theater, and dance, and finds that people frequently 

attending a specific kind of performing art events tend to have more refined tastes for that 

art form.  The principal reasons for attending the performing arts are “to be entertained, 

to see a particular show, to see a star or particular performer, to see [and/or] hear old 

favorites, and to experience something new” (p. 126).  On the contrary, the principal 

reason for not attending is related to time and cost.  Also, “people with rich backgrounds 

in the arts from childhood and adolescence tend to grow up to be good patrons” (p. 127).  

Moreover, people usually pay most attention to a performance due to recommendations 

of a friend or notices in the mail.  Besides, this study finds that new entertainment 

technologies, such as TV, radio, and recordings, do not influence the motivation and 

preference of those attending live performing arts events.  It also shows that people prefer 

to socialize with friends or family and eat out rather than attending the arts. 
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Wright’s (1986) audience survey for the concert and chamber music series of the 

University of Kansas is based on the “uses and gratifications” approach of mass 

communication, described as follows: 

Assuming that people select performing arts activities with the intent of satisfying 
certain needs, e.g., to be entertained, to improve oneself, to socialize with friends, 
then the types of questions that were asked are paramount to the types of 
information needed for presenter organizations to understand and get to know the 
potential arts audience. (p. 116) 
 

The samples in this research are grouped into three by the degree of patronage: 

subscribers, attenders/non-subscribers, and non-subscribers.  Among these three groups, 

“a positive attitude toward the performing arts correlates with respondents’ values of 

performing arts as a leisure time activity as well as [their ages of beginning] performing 

arts interest” (p. 105).  It is obvious that subscribers generally develop an interest in the 

performing arts at an earlier age than non-subscribers.  Attending a performing arts 

activity is usually the primary leisure-time choice for subscribers and attenders/non-

subscribers.  They believe that the performing arts activity is a good entertainment for 

emotional stimulation and can make them better persons.  Also, it provides a wonderful 

chance to meet friends.  On the contrary, non-subscribers do not attend performing arts 

activities, often due to lack of time and the high cost of tickets; therefore, many prefer 

other ways to spend their leisure time.  Bigger discount offered on season tickets is the 

most important benefit that would encourage attendance from all of the three groups.  

Moreover, the symphony orchestra is the most popular type of program that interests all 

three groups.  According to the information above, Wright suggests several possible 

marketing options, including increasing or changing the programming format, nurturing 
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the long-term relationship with the audience, reinforcing a successful self-image of the 

program, and if possible, lowering the prices of the program. 

Gainer (1993) studies arts audiences across North America and finds that 

feminine sex and feminine gender identity are positively related to arts participation.  He 

thinks that “lower levels of male attendance may not be due to an image problem, but 

instead to the fact that a benefit of the arts experience that is central to women is not 

valued highly by men” (p. 244).  He explains that point of view by the behavioral and 

personality trait approaches.  In the behavioral approach, feminine sex shows a tendency 

toward the arts since girls generally receive more arts training and experience than boys.  

In the personality trait approach, individuals of either sex with the personality of 

expressive, emotional, and social characteristics, which form feminine gender identity, 

are more attracted to the products or experiences of the arts, even though they do not 

have arts experience in childhood.  According to these results, Gainer suggests that arts 

marketing can be executed in two ways.  In the long term, it is necessary to strengthen 

arts education to increase childhood arts experiences, especially for boys.  In the short 

term, it may be very effective to target female audiences; however, it is also dangerous 

since it may cause the perception that the arts only belong to girls and women. 

The classical music consumer segmentation study done by the John S. and James 

L. Knight Foundation in 2002 investigates the potential classical consumers’ attitudes 

about classical music, including the levels of self-reported classical music knowledge and 

interest in learning more about classical music.  The results are quoted as follows: 

Nationally, just 6 percent of the large base of potential classical consumers self-
identified as being “very knowledgeable” about classical music, while 44 percent 
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said that they are “somewhat knowledgeable.”  Similarly, 13 percent of potential 
classical consumers reported that they are “very interested” in learning more about 
classical music, while 53 percent said that they are “somewhat interested.” (p. 8) 
 

Also, this survey groups the potential classical consumers into three categories: 10% 

“critical” listeners, 78% “casual” listeners, and 11% “uninterested” listeners.  Moreover, 

the study shows that “a third of [classical concert] ticket buyers are more sophisticated 

about classical music and two-thirds are less sophisticated about classical music” (p. 9).  

Besides, another result shows the connection between the residents and the local 

orchestra.  “22 percent of potential classical consumers say that they are ‘very interested’ 

in attending a concert by their local orchestras, while 71 percent say that they are ‘open to 

attending, but it is not a high priority’” (p. 9).  Social context powerfully drives concert 

attendance.  “Six in ten potential classical consumers have close friends or immediate 

family members who attend classical concerts” (p. 10).  Generally speaking, social 

activities before, during, and after concerts can motivate people to attend live 

performances.  The study also finds that there is a large group of invisible “shadow 

audience”; that is, “people who have attended concerts but who did not buy their ticket 

and may not have participated in the purchase decision process” (p. 10).  The result 

shows that “40 percent of those who have ever attended a concert by their local orchestra 

did not (and have never) purchased a ticket” (p. 10). 

Kolb (2002) analyzes the 1997 Survey of Public Participation in the Arts (SPPA) 

sponsored by National Endowment for the Arts (NEA) and finds a significant 

interrelation between ethnic diversity and social experience and its influence on arts 

participation.  “When attendance is examined by ethnic group, […] it is found that not all 
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groups are attending at the same rates as the majority members, [whites], of the 

population” (p. 173).  There are two possible reasons that cause lower arts participation 

rate in ethnic groups.  First, lower income and unfamiliarity with the art form due to 

differences in education keep ethnic groups away from arts participation even though 

they are interested in the arts.  Second, the difference of taste in cultural activities causes 

the lack of interest in attending the arts.  Since the population of ethnic groups is 

growing, especially in the metropolitan area, Kolb asserts: 

The art forms that are products of European culture must increase the attendance of 
these growing groups or risk being increasingly marginalized in the eyes of the 
public and also of the government and other funding agencies. (p. 172) 
 

According to the results of the 1982 and 1997 surveys by NEA, it is obvious that African 

American attendance in the arts has dramatically increased due to the increase of income 

and education.  Nevertheless, it also shows that the percentage of the change of the 

attendance in classical concerts is the lowest among various arts forms.  In addition, the 

1997 survey also shows that the rates of watching classical music broadcast on television 

and listening to classical music radio and recordings of African Americans are about the 

same as those of whites.  Also, the exploratory research on attendance motivation shows 

that African Americans attend arts events because they want social experience, such as 

meeting new friends and spending time with family or friends.  Accordingly, the reason 

for the low attendance at classical concerts by African Americans is because the live 

performance of classical music usually lacks social context.  In other words, “it may not 

be the art itself that limits attendance but the manner of its presentation or the packaging 
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and promoting of the event” (p. 180).  Kolb suggests that arts marketers should consider 

the social aspects of an art event to motivate ethnic groups. 

Summary 

This literature review consists of three sections: arts marketing strategy, audience 

development, and audience surveys.  The section of arts marketing strategy includes the 

concept of marketing, the process of strategic planning, various communication types and 

tactics, the methods to strengthen public relations, and the influence of utilizing new 

technology – the Internet-based electronic communication media.  Successful arts 

marketing should be based on consumer orientation rather than product or service 

orientation.  The strategic marketing planning process should include three stages – 

analysis, strategy, and implementation.  The evaluation of mission statement and a 

SWOT analysis are crucial in the process of strategic planning.  Mass communication is 

useful for targeting audiences as a mass; selective and personal communication are 

appropriate when target audiences are individuals.  An organization may have different 

messages for the different groups of audiences mentioned above; however, it is important 

to keep the messages consistent.  Also, improving the image of a production or an 

organization can strengthen public relations.  It is necessary for arts marketers to identify 

their target market, apply the new communication technology to convey arts products, 

and fit consumers’ needs, time and budget constraints.  Internet-based electronic 

communication media can be powerful marketing tools to promote the arts in the twenty-

first century. 
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In the second section, the theories of audience development focus on 

understanding the decision-making process of arts consumers.  Uprichard (1985) thinks 

that there are five stages in the consumer decision processing model – problem 

recognition, search, alternative evaluation, choice, and outcomes.  McCarthy and Jinnett 

(2001) develop a behavioral model of participation, which is divided into four stages – 

background stage, perceptual stage, practical stage, and experience stage, through 

recognizing the complex mix of attitudes, intensions, constraints, and behaviors involved 

in the arts participation decision.  Moreover, the decision-making process of arts 

participation is not merely influenced by one single factor.  Kotler and Scheff (1997) 

group the factors influencing arts audience behavior into five – macroenvironmental 

trends, cultural factors, social factors, psychological factors, and personal factors.  In 

short, audience development can be done by a well-packaged programming, a well-

designed educational outreach event, and a good marketing presentation addressing the 

specific needs and wants of the target audience.  Furthermore, identifying potential 

collaborators from various art forms can be an effective way to build arts audience. 

In the last section, the results of the audience surveys provide the facts as follows.  

Arts patrons usually have higher educational background.  People with experience in arts 

appreciation in childhood tend to become active arts patrons in adulthood.  Many arts 

patrons attend arts events due to the influence of their close friends or immediate family 

members on them.  Word-of mouth and direct mail usually can make people pay most 

attention to an arts event.  Feminine sex and feminine gender identity are positively 

related to arts participation.  Also, the economic impact and the public attitudes toward 

 42



the arts affect arts participation.  Most classical music consumers are casual listeners; that 

is, they are less sophisticated about classical music.  In addition, ethnic diversity and 

social experience significantly influence arts participation.  The difference of taste in 

cultural activities causes the lack of interest in attending the arts.  Generally, social 

context can motivate people to attend an arts event. 
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CHAPTER III 

METHODOLOGY 

 

My internship at the Glendale Symphony Orchestra Association lasted for six 

months, from September 2005 to February 2006.  I mainly worked on the business of 

marketing and audience development, and performed as the assistant to the Executive 

Director of the GSOA.  The assignments in this internship can be mainly grouped into 

three projects: e-marketing campaign, the Invitation Only – Final Rehearsal educational 

outreach program preparation and evaluation, and the George Washington Quartet Debut 

Concert programming and processing.  In addition, I reported updates in the Board 

meetings and assisted the process of updating the strategic plan of the GSOA.  The details 

of the whole experience are described in the following section. 

Procedure Details 

In September 2005, I joined the executive branch of the GSOA with the title of 

Marketing and Audience Development Intern.  The first event I participated in was the 

VIP Reception – The Gift of Music on September 7, 2005.  This event was to present 

various sponsorship opportunities for corporations and individuals.  It was held at the 

patio of the Alex Theatre without admission charge.  All of the GSOA Board members, 

the GSOA musicians, the subscribers of the GSOA membership, and the representatives 

of the local primary corporations were invited to this event.  Beyond the donation request, 

music, and food, the George Washington Quartet instruments were introduced to the 

guests, the first time that they were exhibited to the public.  People showed high interest 
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in the sculptures on the instruments, the story of the violinmaker, Michael Gozzo, and the 

plan of the coming George Washington Quartet Debut Concert in 2006.  I served as the 

docent to answer the guests’ questions about the instruments and the debut concert during 

the VIP Reception fundraising event. 

Afterwards, I started to plan for the debut concert.  Mrs. Shirley Darling, a Board 

member of the GSOA, mentioned that the Hall of Liberty of the Forest Lawn Museum in 

Hollywood Hills might be a possible affiliate for the debut concert, since there was an 

annual event called A Visit with Great Presidents in the Museum, which is perfectly 

related to the theme of the sculptures on the George Washington Quartet instruments.  

Also, since the exhibits in the Forest Lawn Museum were exclusively relevant to 

American history and Western art, I thought that cooperating with the Museum would be 

not only a great idea to make the debut concert meaningful and interesting but also a 

wonderful opportunity for the GSOA to reach potential audiences in other cultural areas, 

such as art and history.  Therefore, I contacted Trina Duke, the Education Program 

Coordinator of the Forest Lawn Museum, and set our first meeting on September 26.  

Trina was very excited about our cooperation.  She mentioned that the Museum was 

going to celebrate its 100th anniversary in 2006, and she agreed that a concert with the 

American theme would be appropriate for the open house event of the Museum’s 

centennial celebration.  The Board of the Museum would pay the concert production 

expenses and the musicians’ salary; also, they would provide the auditorium in the Hall 

of Liberty as the venue of the debut concert for the GSOA without rental charge.  I 

reported this cooperation plan to the Board of the GSOA in the Board meeting on 
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September 28 and received the approval from the Board.  On October 5, an article about 

the story of the George Washington Quartet instruments and the plan for the debut 

concert was published in the Glendale News-Press, which was based on previous 

interview that Executive Director Hedrick and I did with Joyce Rudolph, the Features 

Editor of the Los Angeles Times. 

In addition to working on the George Washington Quartet project, I was charged 

with finding a suitable e-mail marketing software for the e-marketing campaign.  I 

contacted two software companies, PatronMail and IntelliContact, which both provided 

e-mail marketing software; I made a comparison between them in terms of their 

functions, services, and prices.  First, I scheduled a free twenty-minute consultation on 

September 14 with the staff of PatronMail to learn about its online demonstration.  The e-

mail marketing software of the PatronMail company was designed for an arts 

organization with more than 2,000 subscribers in its e-mail list, which did not fit the 

condition of the GSOA at that time.  Later, I contacted the IntelliContact company to 

learn about its product and service.  I was encouraged to try the IntelliContact E-mail 

Marketing Software because it offered a free fifteen-day trial.  I registered for the free 

trial software on September 16 and began to use the regular product and service it 

provides.  The features of the IntelliContact E-mail Marketing Software were remarkable.  

Users could easily utilize it to create, send, and track e-mails, to manage subscribers and 

the e-mail list segmentation, to survey the subscribers, and to analyze the survey results.  

Moreover, compared with the PatronMail product and service, the IntelliContact E-mail 

Marketing Software was much cheaper and flexible enough to meet various needs of 
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organizations with different sizes of e-mail lists.  Due to its clear user guide “Video 

Tutorials,” I could quickly pick up the skills needed in using the IntelliContact E-mail 

Marketing Software.  I discussed the comparison between the two software products with 

Executive Director Hedrick, and we decided to purchase the IntelliContact E-mail 

Marketing Software as soon as our trial period expired on September 30. 

After choosing a suitable e-mail marketing software, the next step was to recruit 

the subscribers for the e-mail list.  First, I gathered 1,633 e-mail addresses from the data 

of the 2,288 patrons of the GSOA.  In addition, I planned to recruit new e-mail 

subscribers at the coming fundraising event A Prelude to Christmas on October 8.  One 

of the activities in this event was to invite the guests to take free pictures with the Santa 

actor, called “Currier and Ives Sleigh with Santa.”  I thought that it might be a great idea 

to send the pictures to the guests via e-mail.  Therefore, I designed a “Photo Card” to 

secure contact information, including name, address, phone number, and e-mail address.  

A Prelude to Christmas was an annual fundraising dinner with musical entertainment and 

a silent and live auction.  It was held at the Oakmont Country Club in Glendale; the 

admission fee was 75 dollars per person.  Tickets were sold out, and a total of 550 guests 

attended the event.  I gathered the completed Photo Cards and put the photo number on 

each card in order to send the photo to the right person.  By the end of the event, I 

gathered 227 e-mail addresses, which were new to the GSOA.  In the following week, I 

built an e-mail list with a total of 1,860 e-mail addresses for the e-marketing campaign.  

On October 19, I sent the first official e-newsletter of the GSOA to the subscribers in its 

e-mail list.  It was composed of a brief biography of Music Director Norman Henry 
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Mamey, the information on the George Washington Quartet instruments and the debut 

concert, the fundraising request for the GSOA music education programs by selling the 

“Music for All” awareness bracelet, and a reminder of the Christmas Celebration concert 

to be held on December 2.  The statistic results about tracking the e-newsletters are 

reported in Chapter IV. 

Since mid-October, the executive personnel of the GSOA had been extremely 

busy preparing for the annual Christmas Celebration concert on December 2.  Beyond 

the concert itself, the final rehearsal of the concert, as usual, was open to regional high 

school and college music teachers and their students in order to let them have the 

opportunity to see the process of a final production and to inspire their interests in 

classical music.  Moreover, after the final rehearsal, the conductor would share 

interesting facts about the music, musicians, composers, and the process of the 

production with the attenders, and answer their questions.  The final rehearsal of the 

Christmas Celebration concert was defined as an educational outreach program.  I was in 

charge of the preparation of that program, called Invitation Only – Final Rehearsal.  My 

responsibilities included preparing the invitation passes, contacting the regional music 

educators and sending the free passes to them and their students, publishing the program 

notes, and designing the “Evaluation Form” to be filled out by the attenders – only the 

students – as the program evaluation.  The letters to the music educators and the passes 

were sent out via mail on November 14 after a pre-notification via fax; the invitation 

letter and fax are attached in Appendix F.  A total of 1,200 passes were sent to ten 

regional schools in Glendale and the neighbor communities in La Canada, La Crescenta, 
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and Pasadena, as well as Glendale Community College, Pasadena City College, Citrus 

College, Glendale High School, Hoover High School, Holy Family High School, La 

Canada High School, St. Francis High School, Flintridge Sacred Heart Academy, and 

Crescenta Valley High School.  By the end of November, the program notes, as shown in 

Appendix F, and the evaluation form were ready.  The evaluation form is a hard-copy 

questionnaire with fourteen questions, as shown in Appendix G.  The questions in the 

questionnaire are based on my ideas, except for the question about the ethnic heritage of 

the respondent, which was Executive Director Hedrick’s idea. 

I was also working to design the brochure to show the beauty and history of the 

George Washington Quartet instruments and present information about the debut concert.  

The brochure was published by the end of November and distributed at the Christmas 

Celebration concert.  It is attached in Appendix H. 

In addition to the preparations for the Christmas Celebration concert, there was 

an important proposal in the Board meeting on November 2.  Executive Director Hedrick 

recommended that the GSOA should be part of the centennial celebration of the City of 

Glendale in 2006 because it would be a great opportunity to rebuild the public image of 

the GSOA.  She proposed to present a multi-media symphonic concert in order to join the 

centennial celebration, build public relations with the community, and persuade the 

Glendale City Council to provide its contribution for the GSOA again.  The Board agreed 

with her proposal; some of them were available to attend the City Council with Executive 

Director Hedrick and me to present the centennial concert plan to the City.  The 
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presentation in the City Council was on November 15; I was the one who made the 

introduction of the report.  The summary of my statement was as follows: 

Please support the Glendale Symphony Orchestra Association.  The Glendale City 
Council had supported the Symphony since 1924 and made the City and the 
Symphony nationally recognized; however, it is sad that the City stopped its 
contribution after 2002.  It is a huge impact to the Symphony, to the Glendale 
residents, and to the cultural tradition of the City.  The year of 2006 is the centennial 
of the City.  The symphony is planning to have a multi-media concert to celebrate 
the great history of Glendale.  It cannot happen without the City’s support.  So, 
please support us.  We believe that it will be a great opportunity for the City and the 
Symphony to be in the spotlight again. 
 

This introduction was followed by a PowerPoint presentation about the cultural tradition 

of the City of Glendale and the centennial concert plan of the GSOA, named “Yesterday, 

Today, and Tomorrow,” by Executive Director Hedrick and Mrs. Sheila Murray, a Board 

member of the GSOA.  The City Council did not approve the Glendale centennial 

symphonic concert plan by the GSOA.  The Glendale centennial celebration was held on 

February 18, 2006.  The activities in the centennial celebration party were including 

Disney games, outdoor activities for children, folk dance performances by ethnic groups, 

and a finale by an Armenian pop singer and his music ensemble. 

The e-marketing campaign was continued in November.  On the 17th, I sent a 

special announcement of the Christmas Celebration concert to the e-newsletter 

subscribers.  Also, on the 23rd, another e-newsletter was sent to appeal the concertgoers to 

support the “2005 Spark of Love Toy Drive,” a citywide campaign to collect new, 

unwrapped toys and sports equipment for under-served children in the community.  The 

GSOA participated in this campaign by collecting the toys brought by its concertgoers 

before the start of the Christmas Celebration concert. 
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It was a big day for the GSOA on December 2, 2005, when the GSOA presented 

its annual Christmas Celebration concert, an extremely popular event in Glendale, at the 

Alex Theatre.  The range of the admission charge of the concert was from $20 to $100.  

A total of 1,184 people attended this concert; the tickets were almost sold out.  The ticket 

sales were successful; however, the concert expense was much higher than the budget 

allocated because it lasted too long, resulting in huge overtime fees for the performing 

venue and the orchestra musicians. 

The Invitation Only – Final Rehearsal educational outreach program was held 

five hours before the Christmas Celebration concert.  412 music educators and students 

from regional high schools and colleges participated in this free program.  111 students 

filled out the “Evaluation Form” and returned it to me by the end of the program.  The 

retrieval percentage of the “Evaluation Form” is 27%.  At the last-minute, the GSOA 

decided to prolong the Final Rehearsal educational outreach program for half an hour in 

order to serve 200 underprivileged children.  This activity was made possible by a 

$15,000 grant awarded by Citibank a week before the Christmas Celebration concert. 

In the two weeks following the concert, I worked on the statistic results of the 

Final Rehearsal program evaluation survey.  The complete analysis reports of this 

program evaluation survey are stated in Chapter IV.  Also, I formulated a questionnaire, 

as shown in Appendix C, using the “Survey” function of the IntelliContact E-mail 

Marketing Software in order to research the concertgoers of the Christmas Celebration 

concert.  Like the Final Rehearsal evaluation form, the questions in the audience e-
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survey questionnaire are based on my ideas, except for the question about the ethnic 

heritage of the respondent, which was Executive Director Hedrick’s idea. 

According to the ticket sales record of the Alex Theatre and the patron data of the 

GSOA, 742 of the 1,184 Christmas Celebration concertgoers (63%) were GSOA e-

newsletter subscribers.  I sent them the questionnaire via the IntelliContact E-mail 

Marketing Software on December 7; a week later, on the 14th, a survey reminder was sent 

to request their responses.  By the end of January, 188 of the 742 e-survey receivers sent 

back their responses via e-mail.  The reply percentage of this e-survey is 25%.  The 

results of this audience e-survey are reported in Chapter IV. 

After analyzing the results of the program evaluation and the audience survey 

mentioned above, I summarized the survey results in the e-newsletter published on 

December 19.  The content of the e-newsletter also included brief reports on the Final 

Rehearsal educational outreach program and the Christmas Celebration concert and a 

“Donor Form” attached in its bottom section to request donations. 

In January 2006, I spent a lot of time designing a new web site for the GSOA.  

The software that I used for the web site design was Microsoft Publisher XP.  The new 

web site consists of nine web pages, including Home Page, History, Contact, Schedule, 

George Washington Quartet, Related Links, Board of Governors, Musicians, and Our 

Donors.  It includes the functions of the audience survey and a contact form to encourage 

interaction among the web site visitors and the GSOA representatives.  The new web site 

was officially posted to replace the old one on January 23.  More details about the new 

GSOA web site are described in Chapter IV.  The e-newsletter published on February 13 
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announced the new web site; the rest of its content included a brief biography of 

Executive Director Diane Hedrick and information about the George Washington Quartet 

Debut Concert in February. 

In addition to the web site design, the preparations for the George Washington 

Quartet Debut Concert had been going on since early January.  As planned in September 

2005, the debut concert was going to be presented at the Forest Lawn Museum in 

Hollywood Hills on February 26, as part of the open house event of the Museum’s 100th 

anniversary celebration.  I kept in touch with Trina Duke, the Education Program 

Coordinator of the Forest Lawn Museum, regarding the budget for the concert, the 

performing venue arrangement, and the program advertising.  As promised, the Museum 

would pay the concert production expenses and the musicians’ salary.  The GSOA 

decided to invite Janice Foy, the cellist of the Symphony, and the musicians of her string 

quartet, The New American Quartet, to be the performers of the George Washington 

Quartet Debut Concert.  The music pieces in the program were composed by American 

composers in order to respond to the patriotic American theme of the sculptures on the 

George Washington Quartet instruments.  Several meetings for the concert programming 

had been held since the second week of January; the personnel attending the 

programming meetings included Music Director Mamey, Executive Director Hedrick, 

Janice Foy, Trina Duke, and me.  Beyond the musical performance, we decided to invite 

Mr. Thomas Metzler, a violinmaker who volunteered for the conservation of the George 

Washington Quartet instruments and also a Board member of the GSOA, as the guest 

speaker to introduce these instruments to the audience at the concert.  By the end of 
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January, the program order and the performing venue arrangement were settled, and I 

started to work on the program notes design. 

Beyond the programming, the advertising of the debut concert was very 

important.  The brochure of the George Washington Quartet instruments was sent to the 

patrons of the GSOA via mail by the end of January.  The GSOA issued a press release to 

announce the debut concert on February 2.  About a week later, an article with concert 

information was issued in the Glendale News-Press on February 11.  The e-newsletter 

published on February 13 also announced the concert to the GSOA e-newsletter 

subscribers.  More details about the preparations and the process of the concert are 

described in Chapter IV. 

In addition to preparing for the George Washington Quartet Debut Concert, I 

spent significant amount of time updating the GSOA strategic marketing plan in 

February.  I followed the steps in the first stage – analysis – of the strategic marketing 

planning process (SMPP) (Kotler and Andreasen, 1996; Kotler and Scheff, 1997) to 

review the GSOA mission statement and analyze its internal and external environment.  

The complete report is stated in Chapter IV, and it has been submitted to the GSOA 

board for their reference in updating the strategic marketing plan. 

Project Summary 

This section is a summary of the procedure details of my internship.  The main 

personnel with whom I worked during the intern period included Diane Hedrick, the 

Executive Director of the GSOA; Trina Duke, the Education Program Coordinator of the 

Forest Lawn Museum; Norman Henry Mamey, the Music Director of the GSOA; and 
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Janice Foy, the cellist of the GSOA.  The assignments in this internship are listed under 

the following items: the e-marketing campaign, the Final Rehearsal educational outreach 

program, the George Washington Quartet Debut Concert, and the others. 

a) E-marketing campaign: 

1. Searching and comparing different e-mail marketing software products to make 

purchase decision. 

2. Gathering e-mail addresses from the patron data of the GSOA, recruiting new 

e-mail subscribers at the fundraising event A Prelude to Christmas on October 

8, and building the e-mail list for the e-marketing campaign. 

3. Utilizing the IntelliContact E-mail Marketing Software to send e-newsletters to 

the e-mail subscribers of the GSOA. 

4. Tracking the e-newsletters with the “Reports” function of the IntelliContact E-

mail Marketing Software. 

5. Designing the audience survey questionnaire and tracking the survey results 

with the “Survey” function of the IntelliContact E-mail Marketing Software. 

6. Reformatting the web site of the GSOA and updating the information on it. 

b) Final Rehearsal educational outreach program: 

1. Preparing the invitation passes and publishing the program notes for the Final 

Rehearsal educational outreach program. 

2. Contacting the senior-high schools and colleges in Glendale, La Canada, La 

Crescenta, and Pasadena and providing the invitation passes to the music 

educators and their students in those schools. 
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3. Designing the “Evaluation Form” for the program evaluation survey. 

4. Conducting the program evaluation survey by asking the program attenders – 

only the students – to fill out the “Evaluation Form.” 

5. Analyzing the results of the program evaluation survey and making suggestions 

for designing similar educational outreach programs in the future. 

c) George Washington Quartet Debut Concert: 

1. Displaying and introducing the George Washington Quartet instruments in the 

VIP Reception fundraising event of the GSOA on September 7. 

2. Coordinating with the open house event of the centennial celebration of the 

Forest Lawn Museum in Hollywood Hills. 

3. Interviewing with the Glendale News-Press to make the public announcement 

about the instruments and the debut concert. 

4. Introducing the instruments and announcing the debut concert via e-

newsletters. 

5. Designing and publishing a brochure to show the beauty and history of the 

George Washington Quartet instruments and the information on the debut 

concert. 

6. Distributing the brochure at the Christmas Celebration concert and sending it 

to the Symphony’s patrons via mail. 

7. Participating in processing the debut concert in all aspects, including budgeting, 

programming, and advertising. 
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d) Other: 

1. Attending the Board meetings of the GSOA to report updates of my projects. 

2. Attending the Glendale City Council on November 15 to report the plan of the 

centennial concert. 

3. Assisting with updating the strategic marketing plan of the GSOA by the end of 

this internship. 
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CHAPTER IV 

RESULTS AND DISCUSSION 

 

This chapter reports the results of the e-marketing campaign, the Final Rehearsal 

educational outreach program evaluation survey, the George Washington Quartet debut 

project, and the strategic marketing planning analysis and suggestions.  Each section 

includes a discussion of the results. 

E-marketing Campaign 

The reports of the e-marketing campaign are grouped into three sub-topics: 

composing and tracking the GSOA e-newsletters sent to the subscribers, analyzing the 

results of the audience e-survey, and reformatting the GSOA web site.  Each of them is 

reported in the following paragraphs. 

a) E-newsletter composing and tracking 

There were seven e-newsletters composed and sent out during this six-month 

internship.  A total of 1,860 subscribers were in the GSOA e-mail list.  All but the fourth 

and fifth e-newsletters were sent to all subscribers.  E-newsletters four and five were 

audience survey requests and were only sent to the 742 subscribers who attended the 

Christmas Celebration concert.  Among the e-newsletters, three are in a newsletter-like 

style, two are in a flier-like design, and the rest are survey requests.  The following e-

newsletter tracking reports are based on the statistic results provided by the “Reports” 

function of the IntelliContact E-mail Marketing Software. 
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The statistics include the rates of “opens” – the percentages of e-newsletters 

opened by the subscribers – and the rates of “clicks” – the percentages of the web site 

links attached in e-newsletters clicked by the subscribers.  The former is important for the 

arts marketer to understand the actual size of the numbers of the e-newsletter readers; the 

latter is useful in knowing how effective the e-newsletter is in terms of encouraging 

subscribers to visit the organization’s web site and/or other related web site links attached 

in order to acquire further information about the organization. 

The first e-newsletter was issued on October 19, 2005.  It was in a newsletter-like 

style; its content, as mentioned in Chapter III, included Meet the Maestro, George 

Washington Quartet Instruments, Music for All Awareness Bracelets, and Order Your 

Christmas Concert Tickets Now.  Of the e-newsletter subscribers, 47% opened the e-

newsletter; 3% clicked the web site links attached in the e-newsletter. 

The second e-newsletter was issued on November 17, 2005.  It was in a flier-like 

style; its content was a special announcement of the Christmas Celebration concert.  Of 

the e-newsletter subscribers, 40% opened the e-newsletter; 1% clicked the web site links 

attached in the e-newsletter. 

The third e-newsletter was issued on November 23, 2005.  It was also in a flier-

like style; it was an announcement to appeal concertgoers’ support to the “2005 Spark of 

Love Toy Drive.”  Of the e-newsletter subscribers, 39% opened the e-newsletter; 1% 

clicked the web site links attached in the e-newsletter. 

The fourth and fifth e-newsletters are audience e-survey requests and are 

discussed after the report of the e-newsletter tracking. 
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The sixth e-newsletter was issued on December 19, 2005.  Back to the newsletter-

like style, its content included A Symphonic Treat, A Seasonal Symphony, Final 

Rehearsal Program A Valuable Experience, an audience survey result summary, season 

greetings, and a donation request.  Of the e-newsletter subscribers, 41% opened the e-

newsletter; 4% clicked the web site links attached in the e-newsletter. 

The last e-newsletter was issued on February 13, 2006.  Again, it was in a 

newsletter-like style; its content included Meet Our Executive Director, the George 

Washington Quartet Debut Concert announcement, and the new GSOA web site link.  Of 

the e-newsletter subscribers, 42% opened the e-newsletter; 9% clicked the web site links 

attached in the e-newsletter. 

Figure 5 shows the rates of the subscribers’ opening each of the e-newsletters, 

except the fourth and fifth ones, which are audience e-survey requests, and the rates of 

their clicking the web site links attached in those e-newsletters.  The rates are not 

distinctly changed among the “opens.”  Namely, about 40% of the 1,860 subscribers were 

actual GSOA e-newsletter readers.  As for the rates of “clicks”, an increasing percentage 

shows in the last two e-newsletters.  The reason may be that the sixth e-newsletter 

included the web site links of the Christmas Celebration concert reviews in the Glendale 

News-Press and the seventh e-newsletter included a noticeable announcement of the new 

GSOA web site. 
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Figure 5:  E-newsletter Tracking: E-newsletter Opens and Web Site Link Clicks  
    (n=1,860) 

 

Compared with the statistics of the IntelliContact E-mail Marketing Software, the 

performances of the GSOA e-newsletters are outstanding.  Establishing its business in 

2002, the IntelliContact company has had 2,500 clients so far.  The “opens” rates of the 

GSOA e-newsletters are higher than 14%, which was the average “opens” rate of all 

IntelliContact users’ e-newsletters.  Also, the “clicks” rates of three of the five GSOA e-

newsletters are higher than 2%, which was the average “clicks” rate of all IntelliContact 

users’ e-newsletters. 

Next, the reports about the fourth and fifth e-newsletters, the e-survey requests, 

are as follows: 
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The fourth e-newsletter was issued on December 7, 2005.  It was an audience 

survey announcement; it consisted of a brief statement of the survey and the survey link.  

Of the 742 e-survey receivers, 27% opened the e-survey request; 9% clicked the survey 

link attached in the e-newsletter. 

The fifth e-newsletter was issued on December 14, 2005.  It was an audience 

survey reminder of the previous e-newsletter; its content was similar to the previous one.  

Of the 742 e-survey receivers, 33% opened the e-survey request; 13% clicked the survey 

link attached in the e-newsletter. 

Figure 6 shows the rates of the audience e-survey requests opened and the survey 

web site links clicked by the subscribers who attended the Christmas Celebration 

concert.  The e-survey reminder was sent out a week after the e-survey announcement.  

The results show that both of the “opens” and “clicks” rates of the e-survey reminder (the 

fifth e-newsletter) were higher than those of the e-survey announcement (the fourth e-

newsletter).  This indicates that an e-survey reminder is useful in getting subscribers’ 

attention and increasing the possibility of their responding to the survey. 
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Figure 6: E-survey Tracking: E-survey Opens and Survey Web Site Link Clicks (n=742) 

 

b) Audience e-survey analysis report 

The audience e-survey was completed by the GSOA e-newsletter subscribers who 

attended the Christmas Celebration concert from December 7, 2005 to January 31, 2006.  

The survey instrument was an e-questionnaire, including thirteen questions, as shown in 

Appendix C.  The questions in the questionnaire are based on my ideas, except the 

question about the ethnic heritage of the respondent, which was Executive Director 

Hedrick’s idea.  It was Hedrick who insisted on distinguishing people between 

Caucasian/European and Caucasian/Armenian descents.  She thought that the survey 

would not be useful in reflecting the low concert attendance rate of the Armenian people 

in Glendale and finding out the real problems of the GSOA audience development 

without having the ancestry distinguished.  All of the questions in this survey, except the 

first, are in a multiple-choice design.  The following audience e-survey analysis reports 

 63



are based on the statistic results provided by the “Survey” function of the IntelliContact 

E-mail Marketing Software. 

A total of 742 e-newsletter subscribers received the e-survey announcement and 

the reminder; 188 valid samples were received before the survey expired by the end of 

January.  The reply percentage of this e-survey is 25%. 

Of the 188 survey respondents, 55% were residents of the City of Glendale and 

6% were from the neighboring cities – La Canada, La Crescenta, and Pasadena.  17% of 

the respondents said that the Christmas Celebration concert on December 2, 2005 was 

the first GSOA concert they had ever attended.  As for the gender rates of the 

respondents, 45% were male and 55% were female.  In other words, the participation 

rates of male and female audiences are about half and half while female audiences are 

more than male audiences, as what DiMaggio, Useem, and Brown (1978) find in their 

survey mentioned in Chapter II. 

Figure 7 shows the statistics of the respondents’ age distribution: 4% in the age 

group 18-24; 4% in the age group 25-34; 6% in the age group 35-44; 26% in the age 

group 45-54; 28% in the age group 55-64; and 32% in the age group over 65 years old.  

The results indicate that the median age of the GSOA concertgoers is located in the age 

group 55-64. 
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Figure 7: E-survey Analysis: Age Distribution of the Respondents (n=188) 

 

As for the ethnic heritage, the majority, 77% of the respondents were Caucasian/ 

European descent.  Other ethnic groups included Caucasian/Armenian descent (11%), 

Asian/Asian American (6%), Latino/Latino American (3%), African/African American 

(2%), and Native American (1%).  The rates of various racial groups among the 

respondents are significantly different from the rates of the primary ethnic heritage of 

population in Glendale – 40% Caucasian/Armenian descent, 23% Caucasian/European 

descent, 20% Latino/Latino American, and 16% Asian/Asian American (United States 

Census Bureau, 2000; Covarrubias, 2005). 

Almost all respondents have higher education: 40% of them hold graduate 

degrees, and 58% graduated from college; and 74% received musical training and 

education. 

Figure 8 shows the percentage of each medium by which the respondents heard 

about the Christmas Celebration concert.  Word-of-mouth had the highest percentage, 
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(40%), so could be considered as the most effective advertising medium.  The rates of 

direct mail (21%) and e-mail/GSO e-newsletter (17%) were the second and third highest 

among all advertising media.  It suggests that directing marketing, i.e., utilizing direct 

mail and/or e-mail as marketing tools, is useful for arts marketing, as Kotler and Scheff 

(1997) and Carr (2003) state.  In particular, the e-newsletter, as a newly developed 

advertising medium of the GSOA, has successfully reached its patrons and will become a 

powerful marketing tool for this organization.  According to Kotler and Roberto (1989), 

these advertising media can be grouped into three: personal communication – word-of-

mouth, selective communication – direct mail and e-mail/e-newsletter, and mass 

communication – the rest of the media, including radio, newspaper advertisement, 

program poster, article/review, and web site.  It is obvious that personal communication 

is the most powerful medium, followed by selective communication media.  However, 

mass communication is still important since the total of the rates of the mass 

communication media (48%) is more than the rates of the personal communication 

medium (40%) and selective communication media (38%).  Mass communication media 

have the possibility to reach a widespread potential audience due to its variety. 
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Figure 8:  E-survey Analysis: “How did you hear about this concert?” (n=188) 

 

Figure 9 shows who the respondents attended the Christmas Celebration concert 

with.  The highest percentage was with spouse/partner (47%), followed by 

friends/relatives (38%), no one (21%), and spouse and children (13%).   
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Figure 9: E-survey Analysis: “Who attended this concert with you?” (n=188) 

 

 67



The rates of whom the respondents attended this concert with are different 

between genders.  The percentage of the 84 male respondents attending this concert alone 

is 33%, which is much higher than that of the 104 female respondents, 12%.  On the 

contrary, the percentage of the male respondents attending this concert with 

friends/relatives is 19%, which is much lower than that of the female respondents, 54%.  

The results indicate that males tend to attend the concert alone while females prefer 

attending the concert with friends/relatives. 

Also, the rates of whom the respondents attended this concert with are different 

among age groups, as shown in Table 1.  The age groups under 44 years old are 

considered as one group in the following reports.  The result indicates that the older the 

age group is, the higher rate of attending this concert with spouse/partner shows.  

Compared with other age groups, the age group 55-64 shows a lower percentage (8%) to 

attend this concert with both spouse and children.  The age group over 65 years old 

shows a high percentage (60%) to attend this concert with friends/relatives; however, a 

low percentage (7%) of them attend this concert alone.  The same results shows in the 

age group 18-44: a high percentage (57%) of them attend this concert with 

friends/relatives, while a low percentage (14%) of them attend this concert alone.  On the 

contrary, the age group 45-54 shows a low percentage (8%) to attend this concert with 

friends/relatives and a high percentage (42%) to attend this concert alone.  The results 

indicate that people in the age group over 65 years old and the age group 18-44 tend to 

treat the concert like a social event, while people in the age group 45-54 tend to consider 

the concert as a means of personal enjoyment. 
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Table 1: E-survey Analysis: Whom the Respondents Attended the Concert within 
Different Age Groups 

 
                   Age group 

 

Whom attend with 

18-44 
 

(n=28) 

45-54 
 

(n=48) 

55-64 
 

(n=52) 

65+ 
 

(n=60) 

All 
Respondents

(n=188) 

Spouse/Partner 

Friends/Relatives 

No one 

Spouse and children 

29% 

57% 

14% 

14% 

42% 

  8% 

42% 

17% 

46% 

31% 

23% 

  8% 

60% 

60% 

  7% 

13% 

47% 

38% 

21% 

13% 

 

Figure 10 shows the rates of what motivated the respondents to attend the 

Christmas Celebration concert.  What most effectively motivated the respondents to 

attend this concert was the content of the program (43%).  Other primary reasons to 

attend this concert included invitation from friends/relatives (26%), the fame of the 

performers (19%), and entertainment (19%).  Considering the low percentage of 

advertisement or positive review, it again suggests that mass communication is not as 

effective as personal communication, i.e., invitation from friends/relatives; nevertheless, 

as mentioned above, advertisement or positive review, as a mass communication 

medium, is still necessary to attract potential audience. 
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Figure 10:  E-survey Analysis: “What motivated you to attend this concert?” (n=188) 

 

Figure 11 reports the rates of different music styles that the respondents usually 

listen to.  Among them, 79%, classical music; 43%,  jazz; 28%, pop/rock music; 13%, 

country music; 2%, Latin music; 15%, world music; 13%, religious/spiritual music; and 

19%, other.  It is obvious that classical music was very popular among the respondents.  

This result mainly reflects the music style preference of Caucasian/European Descent 

audiences since they were the majority among the respondents. 
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Figure 11:  E-survey Analysis: “What kind(s) of music do you usually listen to?” (n=188) 
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Moreover, several facts were found about the difference of the music style 

preference among age groups, as shown in Table 2.  Classical music was popular in each 

age group, especially in the age group 18-44 (100%).  Jazz was very popular in the age 

groups 18-44, 45-54, and 55-64.  57% in the age group 18-44, 50% in the age group 45-

54, and 46% in the age group 55-64 said they usually listen to jazz, while only 27% in the 

age group over 65 years old said the same thing.  Pop/rock music was specifically 

popular in the age groups 18-44 and 45-54.  43% in the age group 18-44 and 42% in the 

age group 45-54 said they usually listen to pop/rock music, while only 20% in the age 

group 55-64 and 15% in the age group over 65 years old said the same thing.  In sum, the 

younger age group showed higher interests in jazz and pop/rock music than the older age 

group did. 

 

Table 2:  E-survey Analysis: Music Style Preference in Different Age Groups 

                   Age group 

 

Music Style 

18-44 
 

(n=28) 

45-54 
 

(n=48) 

55-64 
 

(n=52) 

65+ 
 

(n=60) 

All 
Respondents

(n=188) 

Classical 

Jazz 

Pop/Rock 

100% 

  57% 

  43% 

75% 

50% 

42% 

69% 

46% 

20% 

80% 

27% 

15% 

79% 

43% 

28% 

 

Figure 12 reports the rates of different symphonic concert styles that the 

respondents would like to attend.  A concert combining classical and pops music had the 
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highest percentage, 66%, followed by classical (53%), pops (38%), family (21%), and 

other (13%). 
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Figure 12:  E-survey Analysis: “What kind(s) of concert would you like to attend?” 
(n=188) 

 

Again, the difference of the symphonic concert style preference also shows 

among age groups, as shown in Table 3.  A concert with a combination of classical and 

pops music was popular in each age group, especially in the age group 45-54 (75%) and 

in the age group over 65 years old (73%).  Classical concerts were highly popular in the 

age groups 18-44 and 55-64.  86% in the age group 18-44 and 77% in the age group 55-

64 said they would like to attend classical concert, while only 33% in the age group 45-

54 and over 65 years old said the same thing.  Pops concerts were very popular in the age 

groups 45-54 and 55-64.  50% in the age group 45-54 and 46% in the age group 55-64 

said they would like to attend pops concert, while only 29% in the age group 18-44 and 

27% in the age group over 65 years old said the same thing.  Family concerts were 

popular in the age groups 18-44, 45-54, and 55-64.  29% in the age group 18-44, 33% in 
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the age group 45-54, and 23% in the age group 55-64 said they would like to attend 

family concert, while only 7% in the age group over 65 years old said the same thing. 

 

Table 3:  E-survey Analysis: Concert Style Preference in Different Age Groups 

                   Age group 

 

Concert Style 

18-44 
 

(n=28) 

45-54 
 

(n=48) 

55-64 
 

(n=52) 

65+ 
 

(n=60) 

All 
Respondents

(n=188) 

Classical and Pops 

Classical 

Pops 

Family 

57% 

86% 

29% 

29% 

75% 

33% 

50% 

33% 

54% 

77% 

46% 

23% 

73% 

33% 

27% 

  7% 

66% 

53% 

38% 

21% 

 

Figure 13 shows the rates of admission charge range that the respondents were 

willing to pay.  4% were willing to pay less than $20; 21% were willing to pay between 

$20 and $39; 26% were willing to pay between $40 and $59; 15% were willing to pay 

between $60 and $79; 13% were willing to pay between $80 and $99; 21% were willing 

to pay more than $100.  The results indicate that the median of the respondents’ ideal 

admission charge is located in the range between $40 and $59. 
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Figure 13: E-survey Analysis: “How much are you willing to pay for admission to a 
symphonic concert?” (n=188) 

 

c) Web site reformatting and updating 

I designed a new web site for the GSOA in January 2006 via the Microsoft 

Publisher XP software.  The new GSOA web site was officially posted on January 23.  

As mentioned in Chapter III, the topics of the web pages are Home Page, History, 

Contact, Schedule, George Washington Quartet, Related Links, Board of Governors, 

Musicians, and Our Donors.  Compared with the old edition, the things that the GSOA 

web site newly includes are as follows: 

 The mission statement of the GSOA is presented in the Home Page. 

 The web page of Related Links includes the web link of the audience e-survey. 

 The name lists of the GSOA board members, musicians, and donors are 

presented in separate web pages. 

 The primary GSOA personnel are clearly listed in the web page of Contact. 

 The information on the George Washington Quartet instruments is a new 

feature of the GSOA web site. 

 74



The newly built web page about the George Washington Quartet instruments 

brought the GSOA a pleasant surprise.  Mr. Michael P. Gozzo, the grandson of the 

violinmaker Michael Gozzo, saw the information of the George Washington Quartet 

Debut Concert  on the new GSOA web site and contacted the GSOA via e-mail on 

January 30, 2006, as the letter shows in Appendix E.  It is the first time that the GSOA 

hears from the Gozzo’s family after the George Washington Quartet instruments were 

given to the GSOA in 1968.  The re-contact between the GSOA and the Gozzo family 

makes the newly designed GSOA web site full of meaning. 

Final Rehearsal Program Evaluation Survey 

The Final Rehearsal educational outreach program evaluation survey was 

completed by the students who attended the program.  The survey instrument “Evaluation 

Form” was a hard-copy questionnaire, including fourteen questions, as shown in 

Appendix G.  The questions are based on my ideas, except the question about the ethnic 

heritage of the respondent, which is Executive Director Hedrick’s idea.  The reason for 

distinguishing between Armenian and European descents in this survey questionnaire is 

the same as that in the audience e-survey mentioned in the previous section.  The 

questions in this survey are grouped into four categories: the background of the 

respondent (Question 1-4), the preference of music styles (Question 5), program 

evaluation (Question 6-12), and comments (Question 13-14).  The question types include 

closed-end questions – multiple choice and Likert scale, and open-end questions – 

sentence completing and completely unstructured question. 
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A total of 412 hard copies of the “Evaluation Form” were distributed to the 

program attenders; 111 valid samples filled out by student attenders were received by the 

end of the program.  The retrieval percentage of the “Evaluation Form” is 27%. 

Among the 111 student attenders, 15 from Glendale Community College, 10 from 

Pasadena City College, 19 from Citrus College, 13 from Glendale High School, 16 from 

Hoover High School, 11 from Holy Family High School, 6 from La Canada High School, 

7 from St. Francis High School, 8 from Flintridge Sacred Heart Academy, and 6 from 

Crescenta Valley High School. 

Of the 111 survey respondents, 45 were male (41%) and 66 were female (59%).  

Like the gender rates shown in the audience e-survey analysis report, this result is close 

to what DiMaggio, Useem, and Brown (1978) find in their survey: the participation rates 

of male and female audiences are about half and half, while slightly female audiences are 

more than male audiences. 

As for the ethnic heritage, 3 were African/African American (3%), 30 were 

Asian/Asian American (27%), 27 were Caucasian/European descent (24%), 33 were 

Caucasian/Armenian descent (30%), 18 were Latino/Latino American (16%).  Figure 14 

shows the rates among the racial groups.  The racial makeup rate of the respondents 

reflects the primary ethnic heritage of population in Glendale – 40% Caucasian/Armenian 

descent, 23% Caucasian/European descent, 20% Latino/Latino American, and 16% 

Asian/Asian American (United States Census Bureau, 2000; Covarrubias, 2005). 
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Figure 14: Final Rehearsal Program Evaluation Survey: Racial Makeup of the 
Respondents (n=111) 

 

Figure 15 indicates the rates of different music styles that the respondents usually 

listen to.  Among them, 90 said classical music (81%), 84 said jazz (76%), 93 said 

pop/rock music (84%), 15 said country music (14%), 21 said Latin music (19%), 36 said 

world music (32%), and 24 said religious/spiritual music (22%).  In sum, pop/rock music, 

classical music, and jazz are popular among the respondents. 
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Figure 15: Final Rehearsal Program Evaluation Survey: Music Style Preference of the 
Respondents (n=111) 

 

The preference of music styles differs between genders.  Table 4 shows the 

percentage of each music style preference in each gender.  Female students tend to be 

more interested in religious/spiritual music, classical music, and world music than male 

students.  Male students tend to be more interested in jazz and country music than female 

students.  There is no apparent difference between the genders’ interests in pop/rock 

music and Latin music. 
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Table 4: Final Rehearsal Program Evaluation Survey: Music Style Preference in 
Different Genders 

 
                                Gender 

Music Style 

Male 

(n=45) 

Female 

(n=66) 

All Respondents

(n=111) 

Classical 

Jazz 

Pop/Rock 

Country 

Latin 

World Music 

Religious/Spiritual 

73% 

87% 

87% 

20% 

20% 

27% 

  7% 

86% 

68% 

82% 

 9% 

19% 

36% 

32% 

81% 

76% 

84% 

14% 

19% 

32% 

22% 

 

The difference of music style preference is also revealed among the racial groups.  

Table 5 reports the percentage of each music style preference in each racial group.  The 

data of the music style preference of African/African American is not included in this 

comparison since the number of its samples is too low – only 3 respondents are African/ 

African American.  The following data indicate that the percentages of Caucasian/ 

Armenian-descent students’ interests in various music styles are all lower than those of 

all respondents’; however, the percentage of Caucasian/Armenian descent students’ 

interests in classical music is much closer to that of all respondents than other music 

styles.  The influence of ethnic heritage reflects the preference of music style, i.e., 

Latino/Latino American students are highly interested in Latin music. 
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Table 5: Final Rehearsal Program Evaluation Survey: Music Style Preference in Different 
Racial Groups 

 
              Ethnicity 

 

 

Music Style 

Asian/ 
Asian 

American 
 

(n=30) 

Caucasian/
European 
Descent 

 
(n=27) 

Caucasian/
Armenian 
Descent 

 
(n=33) 

Latino/ 
Latino 

American 
 

(n=18) 

All 
Respondents

 
 

(n=111) 

Classical 

Jazz 

Pop/Rock 

Country 

Latin 

World Music 

Religious/Spiritual 

80% 

70% 

90% 

10% 

10% 

30% 

30% 

 78% 

100% 

100% 

 11% 

 22% 

 44% 

 22% 

73% 

45% 

64% 

 0% 

 0% 

 9% 

 0% 

100% 

100% 

 83% 

 50% 

 67% 

 50% 

 50% 

81% 

76% 

84% 

14% 

19% 

32% 

22% 

 

The responses of program evaluation (Question 6-12) are shown in a Likert scale 

divided into four degrees: strongly agree, agree, disagree, and strongly disagree.  The 

rates of positive answers of each question are reported as Figure 16 shows.  The seven 

questions can be grouped into three sub-topics: the educational experience to the 

attenders (Question 6-7), the inspirational significance to the attenders (Question 8-10), 

and the effect of GSOA public image promotion (Question 11-12).  Regarding the 

educational experience, 76% said that they were able to learn more about music through 

the Final Rehearsal; 84% agree that this event provided an important educational 

experience for them.  As for the inspirational significance, due to this event, 94% were 

willing to attend more symphonic concerts; 87% were interested in playing and/or 

singing music; 92% wanted to gain more musical knowledge.  Concerning the effect of 
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GSOA public image promotion, 95% hoped that the GSOA will have more concerts like 

the one they attended; 92% said they will recommend their friends to attend GSOA 

concerts.  Among the seven questions, Question 11 receives the highest percentage (81%) 

of the amount of agreement – strongly agree, while Question 6 receives the lowest 

percentage (38%).  The Final Rehearsal program was strong in building a positive image 

of the GSOA; however, it does need improvement in adding educational content and 

meaning. 

 

38%

27%

35%

19%

16%

14%

24%

38%

57%

59%

68%

76%

81%

68%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100
%

Q6: I was able to learn more about music through
the Final Rehearsal.

Q7: This event provides an important educational
experience for me.

Q8: I am willing to attend more symphonic
concerts due to this event.

Q9: I am interested in playing/singing music due
to this event.

Q10: I want to learn more musical knowledge due
to this event.

Q11: I hope the Glendale Symphony will have
more concerts like this.

Q12: I will recommend my friends to attend
Glendale Symphony concerts.

agree strongly agree

 
Figure 16: Final Rehearsal Program Evaluation Survey: Respondents’ Positive Rating for 

Question 6-12 (n=111) 
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The last two questions (Question 13-14) in this survey are in an open-end type.  

68 respondents (61%) provided answers for Question 13.  According to their answers, 

Ave Maria by Charles Gounod and Johann Sebastian Bach and the selections from The 

Nutcracker by Peter Ilyich Tchaikovsky were popular among the program attenders – 

27% said Ave Maria was their favorite composition; 22% said The Nutcracker.  The 

common reasons for choosing a favorite work in the program were as follows: the work 

is well performed (32%); the work itself is beautiful (27%); the respondent is familiar 

with the work (16%); and the visual effects – the stage and lighting design – are great 

(11%).  There were 19 respondents (17%) providing their comments for Question 14.  

Many of them appreciated this inspirational and entertaining event; they said that it was a 

great experience to learn the process of a final production. 

In conclusion, of the 412 program attenders, students and music educators from 

ten regional high school and college, 111 student attenders responded to this program 

evaluation survey.  The results show that the participation rates of male and female were 

close, while there were more female attenders than male attenders.  The rates of various 

racial groups among samples of the student attenders – Caucasian/Armenian descent, 

Caucasian/European descent, Latino/Latino American, and Asian/Asian American – were 

similar to the racial makeup rates of the population in Glendale.  In other words, the Final 

Rehearsal educational outreach program evenly reached the younger generation from the 

diverse groups of ethnic heritage in the region.  Regarding the attenders’ preference of 

the music styles, pop/rock music, classical music, and jazz were popular among others.  
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Moreover, the differences of gender and ethnic heritage resulted in various music style 

preferences.  For instance, female students tend to be more interested in classical music 

than male students; Latino/Latino American students are highly interested in Latin music.  

As the majority population in Glendale, Armenian students showed lower interest in all 

music styles than other groups; the rate of their preference in classical music was closest 

to the rate of all respondents’ among all music styles.  The results of the program 

evaluation survey show that the Final Rehearsal educational outreach program could 

effectively promote the public image of the GSOA.  It might inspire the student attenders 

to learn more musical knowledge, to play music, and to attend symphonic concerts; 

nevertheless, its educational content needs to be increased in order to allow the students 

to learn more about music itself through the event. 

George Washington Quartet Debut Project

The George Washington Quartet instruments, as mentioned in the introduction, 

were a primary reason that I was appointed to do the internship with the GSOA.  These 

instruments were used as marketing tools to rebuild the Symphony’s public image by 

reminding people about the distinguished history of the GSOA and the values of both 

music and art that these historic instruments present.  The planning for the debut concert 

for these instruments and the collaboration between the GSOA and the Forest Lawn 

Museum was begun when the internship started in September 2005.  As mentioned in 

Chapter III, the debut concert was planned to be part of the open house event to celebrate 

the centennial of the Forest Lawn Museum, which would allow the GSOA to perform at a 

new venue for free and reach a new group of potential audience. 
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The George Washington Quartet instruments were exhibited for the first time at 

the VIP Reception – The Gift of Music on September 7, 2005.  Later, the first public 

announcement about the debut concert plan and the introduction of these instruments was 

issued in the Glendale News-Press on October 5, 2005, as shown in Appendix I.  This 

report was based on an interview that Executive Director Hedrick and I did with Joyce 

Rudolph, the Features Editor of the Los Angeles Times in September 2005. 

One of the assignments in this project was to design a brochure to show the 

beauty and history of these instruments and the information of the debut concert.  The 

primary content of the brochure of the George Washington Quartet instruments is 

presented in Appendix H.  It was published by the end of November 2005, distributed to 

the concertgoers at the Christmas Celebration concert, and mailed to the GSOA patrons 

by the end of January. 

In addition to the brochure, an e-marketing campaign was developed as a primary 

medium to advertise the George Washington Quartet instruments.  The GSOA e-

newsletters issued on October 19, 2005, report these historic instruments and the debut 

concert plan, as shown in Appendix B.  The new GSOA web site posted in January 2006 

includes a web page that specifically introduces the story of the George Washington 

Quartet instruments and the violinmaker Michael Gozzo, and the web page of the 

schedule also makes a grand announcement about the debut concert.  The web pages 

about these instruments and the debut concert are shown in Appendix D. 

Being the coordinator between the GSOA and the Forest Lawn Museum was 

another primary assignment in this project.  I had maintained contact with Trina Duke, 
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the Education Program Coordinator of the Forest Lawn Museum, since the debut concert 

plan was decided.  We met several times to discuss the concert budget, the performing 

venue arrangement, and the program advertising.  Forest Lawn Museum paid $1,200 for 

the musicians’ salaries, provided free performing venue for the George Washington 

Quartet Debut Concert, and included the debut concert information in its advertisement 

of the open house event of the centennial celebration. 

In December 2005, Janice Foy, the cellist of the GSOA, and her string quartet, 

The New American Quartet, were invited by the GSOA to debut the George Washington 

Quartet instruments.  In January 2006, the GSOA and the Forest Lawn Museum set 

programming meetings to decide the repertory of the debut concert.  The personnel 

attending the programming meetings included Music Director Mamey, Executive 

Director Hedrick, GSOA cellist Janice Foy, Forest Lawn representative Trina Duke, and 

me.  In order to present the patriotic American theme of the sculptures on the George 

Washington Quartet instruments and to reflect the spirit of the annual exhibit, A Visit with 

Great Presidents, the music in the debut concert was based on the works by American 

composers.  The program also included a Mozart piece in honor of his 250th birthday.  

The program order was settled by the end of January after being revised several times.  

Afterwards, I was in charge of the program notes design.  The program of the George 

Washington Quartet Debut Concert is shown in Appendix H. 

The GSOA press release about the debut concert, as shown in Appendix H, was 

issued on February 2, 2006; later, on the 11th, an article about the debut concert was 

published in the Glendale News-Press, as shown in Appendix I.  The GSOA e-
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newsletters issued on February 13, 2006, also announced the information of the debut 

concert, as shown in Appendix B. 

The George Washington Quartet Debut Concert along with the open house event 

of the Forest Lawn Museum centennial exhibit, Celebrating Life through Art, Music, and 

Literature, was held on February 26, 2006.  Around 800 people attended the debut 

concert.  Music Director Mamey was the host to introduce each music piece in the 

concert.  The GSOA invited Mr. Thomas Metzler, a violinmaker and a Board member of 

the GSOA, as the guest speaker to talk about the story and the beauty of these 

instruments.  Since the musical works in the concert were familiar to the audience, the 

concertgoers demonstrated great enthusiasm for the music in the program.  The grand 

finale, America the Beautiful, added a soprano to lead the audience in singing together; at 

the same time, an actor portraying George Washington appeared on stage.  The 

successful concert ended in an atmosphere of patriotic passion. 

Strategic Marketing Plan: Stage of Analysis

A complete strategic marketing planning process (SMPP) consists of four stages: 

analysis, strategy, implementation, and control (Kotler and Andreasen, 1996; Kotler and 

Scheff, 1997).  The descriptions of each stage in the SMPP are stated in the first section 

of Chapter II.  Due to the time limit of the internship, this strategic marketing plan 

focuses on the first stage – analysis.  The details of the analysis are shown as Figure 17, 

including one review of the mission statement, examination of the internal environment, 

and evaluation of the external environment of the organization.  Reviewing the mission 

statement provides guidelines for the strategic marketing plan.  The internal environment 
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analysis is based on examining the strengths and weaknesses.  The external environment 

analysis is based on evaluating the opportunities and threats.  The internal and external 

environment analysis is known as a SWOT analysis: Strengths, Weaknesses, 

Opportunities, and Threats of an organization (Kotler and Scheff, 1997).  A SWOT 

analysis can remind the organization where it has been, where it stands now, and where it 

could possibly go in the future.  It is an important tool in developing a strategic marketing 

plan to maximize the organization’s strengths and opportunities in order to minimize the 

impact of its weaknesses and threats (Byrnes, 2003). 

 

 

Analysis 

Internal Environment 

Strengths 

Weaknesses 

Mission Statement 

Consumer groups 

Consumer needs 

Technologies 

External Environment 

Opportunities 

Threats 

Figure 17:  Strategic Marketing Planning Process: Stages of Analysis 

 

I made this analysis for the GSOA strategic marketing plan according to my 

experience in the academic study of arts marketing.  Executive Director Hedrick provided 

her comments and related information in this analysis process.  This analysis report was 

been submitted to the GSOA board for their consideration by the end of my internship. 
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a) Mission statement review 

Reviewing the mission statement is the first step to study the strategic marketing 

plan.  As Knauft, Berger, and Gray (1991) state,  

The mission statement should succinctly describe what the organization does, whom 
it serves, and what it intends to accomplish.  It should be broad enough not to need 
frequent revision and yet specific enough to provide clear objectives and to guide 
programming.  It should be understandable to the general public and should be brief. 
(p. 120) 
 

In addition to the statement above, Kotler and Scheff (1997) further suggest that the 

mission statement of an organization should establish the organization’s scope on three 

dimensions. 

The first is consumer groups, namely, who is to be served and satisfied. […] The 
second dimension is consumer needs, namely, what is to be satisfied. […] The third 
is technologies, namely, how consumer needs are to be met. (p. 52) 
 

In summary, the mission statement explains the reason why the organization exists; it 

should point out the consumer groups, the consumer needs, and how to meet the 

consumer needs.  The things mentioned in the mission statement are guidelines for the 

programming and strategic marketing plan of the organization. 

The following analysis of the GSOA mission statement is based on the theories 

mentioned above.  The current GSOA mission statement is as follows: 

The mission of the Glendale Symphony Orchestra Association is to bring music to 
and help stimulate an active cultural life in our community and to expand the 
musical horizons of this and the next generation. 
 

In this mission statement, the consumer groups are people in “our community.”  The 

phrase “an active cultural life” is assumed as the consumer needs, which can be met by 

the music, i.e., the technology that the GSOA provides.  “To expand the musical horizons 
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of this and the next generation” is what the GSOA intends to accomplish.  Analysis of the 

mission statement reveals several problems for the GSOA. 

First of all, the consumer groups “our community” needs to be clarified.  This 

mission statement does not mention if the community being served is limited to Glendale 

or includes Glendale and its neighboring cities.  Current GSOA programming shows that 

the community it serves is not only Glendale but also the surrounding cities.  For 

instance, the music educators and students attending the Final Rehearsal educational 

outreach program were not only from Glendale but also from La Canada, La Crescenta, 

and Pasadena.  In order to conform to what the GSOA does, the consumer groups should 

be defined as the community in Glendale and its neighboring cities. 

Secondly, the statement of the consumer needs as “an active cultural life” is not 

specific enough to guide the GSOA programming and strategic marketing plan.  Part of 

the GSOA purpose statement in 1955 clearly presented the consumer needs as “civic, 

cultural, and educational interest of music appreciation” (Bobbitt, 1980, p. 42), as 

mentioned in the second section of Chapter I.  These specified consumer needs provide 

the reason for the GSOA to accomplish its intention “to expand the musical horizons of 

this and the next generation.” 

According to the analysis above, in my opinion, the GSOA mission statement 

should be revised as follows: 

The mission of the Glendale Symphony Orchestra Association is to foster civic, 
cultural, and educational interest of music appreciation by presenting concerts to the 
community in Glendale and its neighboring cities in order to expand the musical 
horizons of this and the next generation. 
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In this revised mission statement, the consumer groups are people in “the community in 

Glendale and its neighboring cities.”  The consumer needs are the “civic, cultural, and 

educational interest of music appreciation”, which can be met by the technologies – the 

concerts presented by the GSOA.  The things mentioned above become guidelines for the 

GSOA strategic marketing plan. 

b) Internal environment analysis 

Internal environment analysis is to examine the strengths and weaknesses of the 

organization.  Kotler and Scheff (1997) state that the competencies that a performing arts 

organization should have, including maintaining program quality, keeping efficiency 

level, mastering market knowledge, and controlling marketing effectiveness.  As they 

write, 

A great opportunity is no opportunity if the organization lacks the required resources 
and capabilities.  Performing arts organizations need the following competencies: 

 Program quality: The higher the program quality relative to direct competitors, 
the greater the organization’s strength. 

 Efficiency level: The more efficient the organization is at producing a program, 
renewing its subscribers, and attracting new patrons, the greater its 
organizational strength. 

 Market knowledge: The more the organization knows about its customers, the 
greater its market strength. 

 Marketing effectiveness: The more proficient the organization is at marketing, 
the greater its effectiveness in audience building and fund-raising. (p. 57) 

 
The discussion of the GSOA strengths and weaknesses is based on the things mentioned 

above. 

Strengths: 

The GSOA annual Christmas Celebration concert has been extremely famous in 

the region since 1977 due to its high program quality.  The recent Christmas Celebration 
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concert in 2005 was very successful due to its full of variety of music genres – classical, 

jazz, and pops music, and performing formats – vocal solo, piano concerto, choral music, 

and symphonic music.  In short, the program quality of the Christmas Celebration 

concert is a strength of the GSOA. 

Regarding the efficiency level, the GSOA has been good at its building public 

image and attracting new patrons during my internship.  For example, the results of the 

Final Rehearsal program evaluation survey show that the GSOA public image was 

effectively promoted, as mentioned in the previous section of this chapter.  The George 

Washington Quartet Debut Concert is a perfect marketing tool to build the GSOA public 

image and provides a great opportunity to attract new patrons due to the cooperation with 

the Forest Lawn Museum.  In sum, building public image and attracting new patrons are 

newly developed strengths of the GSOA. 

The results of the audience e-survey for the concertgoers of the Christmas 

Celebration concert in 2005 provide valuable market knowledge, as reported in the 

previous section of this chapter.  It was the first audience survey that the GSOA had ever 

done.  The newly developed audience survey campaign is another developing strength of 

the GSOA. 

The competency of utilizing various communication media is becoming a strength 

of the GSOA.  Beyond direct mail, posters, articles and reviews, and advertisement in the 

newspaper and on the radio, the newly developed e-marketing tools, including the e-

newsletter and reformatted web site, have become important media to make the GSOA 

marketing campaign effective, which has been indicated by the results of the audience e-
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survey mentioned before.  Moreover, the successful ticket sales for the 2005-06 season 

reflect the marketing effectiveness of the GSOA.  As Table 6 shows, the amount of ticket 

sales in the 2005-06 season, as of the end of February 2006, is already about twice that in 

the 2004-05 season; also, the percentage of the total income of the 2005-06 season is 

higher than that of the 2004-05 season.  In short, one of the GSOA strengths is various 

communication media are well-applied; and that can be demonstrated by its successful 

ticket sales. 

 

Table 6:  Ticket Sales Report in the 2004-05 Season and 2005-06 Season 

2004-05 Season 2005-06 Season 
(as of the end of February 2006) 

 

 

Income Source Dollars % in the total 
income 

Dollars % in the total 
income 

Ticket Sales $ 37,756.79 32% $ 67,475.61  46% 

Total Income $116,413.90 100% $145,210.85 100% 

 

Weaknesses: 

The lack of an educational element in the Final Rehearsal program is a weakness 

of the GSOA.  Since the result of the Final Rehearsal program evaluation survey shows 

that a low percentage (38%) of attenders strongly agreed that they were able to learn 

more about music through that program, the GSOA needs to increase the educational 

content and meaning of the Final Rehearsal program in order to allow the audience to 

gain the knowledge of music appreciation through the program.  In short, one of the 

GSOA weaknesses is the quality of its overall educational outreach program. 
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The efficiency of communication between the executive and artistic teams is 

another weakness of the GSOA.  For example, the Christmas Celebration concert in 2005 

lasted too long, resulting in huge overtime fees for the performing venue and the 

orchestra musicians.  The concert expense was much higher than the budget allocated.  

Two reasons caused that problem:  first, the artistic team did not notice the financial 

difficulty in paying the overtime fees for musicians and rental of the venue so that the 

long concert program was too expensive to be afforded by the GSOA; second, the 

executive team did not learn of this problem in time to control the expense.  In sum, the 

weakness of communication between the executive and artistic teams decreases the 

organizational efficiency of the GSOA.   

According to the results of the audience e-survey for the Christmas Celebration 

concert, the number of concertgoers from ethnic groups and the younger generation is 

very low.  Among the concertgoers, only 11% were Armenian, 6% were Asian, and 3% 

Latino.  The rates of various racial groups among the concertgoers are significantly 

different from the rates of the primary ethnic heritage of population in Glendale – 40% 

Caucasian/Armenian descent, 20% Latino/Latino American, and 16% Asian/Asian 

American (United States Census Bureau, 2000; Covarrubias, 2005).  As for the 

concertgoers from the younger generation, only 4% were in the age group 18-24; 4% 

were in the age group 25-34; and 6% were in the age group 35-44.  In a word, the current 

GSOA marketing is not effective enough to the ethnic groups and the younger generation.  

Building audiences in the ethnic groups and the younger generation is also a weakness of 

the GSOA. 
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c) External environment analysis 

External environment analysis is to evaluate the opportunities and threats of the 

organization.  A product and market opportunity analysis is useful for this purpose.  As 

Kotler and Scheff (1997) write, 

An organization may look at its present offerings in terms of building on what 
already exists, making modifications to current offerings, or developing entirely new 
products.  Markets may be analyzed in the same way: building current markets that 
have potential for growth, modifying current markets, or developing new markets.  
(p. 60) 
 

Beyond identifying opportunities, an organization needs to prepare for potential threats 

and be flexible to adjust itself to the external environment.  Competitors are usually 

considered as threats; nevertheless, collaborating with competitors may be a wonderful 

strategy for an arts organization to make threats become opportunities, as Kotler and 

Scheff (1997) suggest.  The discussion of the GSOA opportunities and threats is based on 

the things mentioned above. 

Opportunities: 

People of Caucasian/European descent in the community of Glendale and its 

neighboring cities are currently the primary patrons of the GSOA Christmas Celebration 

concert, as the results of the audience e-survey show in the previous section of this 

chapter.  Due to that, keeping loyalty of the Caucasian/European Descent people is 

important to the GSOA since they are considered to be the current market with potential 

for growth.  The tradition of the Christmas Celebration concert should be continued for 

that reason since it has been a feature of the GSOA, but may require some restructuring 

as seen above. 
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Building audiences in the younger generation is also an opportunity for the 

development of the GSOA.  According to survey results presented in the previous section 

in this chapter, the Final Rehearsal educational outreach program evenly reached 

regional high school and college students from diverse groups of ethnic heritage.  This 

was a success for the GSOA that introduced the symphonic concert to the younger 

generation in the community of Glendale and its neighboring cities.  The GSOA needs 

more and varied educational outreach programs to expand the musical horizons of the 

younger generation, as mentioned in its mission statement. 

The potential audience in the Armenian community, which is the majority in 

Glendale, should be considered as a new target market of the GSOA.  It is impossible for 

the GSOA to accomplish its mission to thoroughly foster the civic interest of music 

appreciation in the community of Glendale without winning the support from the 

Armenian residents.  Combining Armenian music and culture with the GSOA repertory 

and inviting Armenian guest conductors and musicians to perform with the GSOA may 

be good ways to attract the Armenian audience. 

Collaborating with other cultural organizations in the region, such as 

collaborating with the Forest Lawn Museum for the George Washington Quartet Debut 

Concert, provides great opportunities for the GSOA to perform at new venues in order to 

be exposed to new, potential audiences.  As mentioned in Chapter II, Kotler and Scheff 

(1997) state that disciplinary combinations among various arts and cultural organizations 

may be an effective way to build audiences.  At present, plans are being developed for a 
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collaboration with the Brand Library and Art Center in Glendale for the GSOA concert 

on Mother’s Day in 2006. 

In addition, the leisure-oriented businesses in Glendale may be another 

opportunity of the GSOA.  For instance, the Glendale Galleria, the largest shopping mall 

in the region, could be a collaborator of the GSOA since the location of the Glendale 

Galleria is very close to the performing venue of the GSOA, the Alex Theatre.  Kolb 

(2000) provides an interesting example about the collaboration between a symphony 

orchestra and a local shopping mall: 

When the Kensington Symphony Orchestra played at Whiteley’s Shopping Centre 
[in London, England], […] a large proportion of those listening consisted of young 
men aged 25 to 40, most of whom were from ethnic minorities. […] The audience 
was interested in all styles of music from Brahms to movie music. […] The 
Kensington Symphony Orchestra decided to perform for free to a shopping centre 
while soliciting money for a good cause.  At the same time they provided music to 
the community. (p. 38-39) 
 

What is mentioned above can be considered as a perfect example of collaboration 

between cultural organization and leisure-oriented business. 

Threats: 

The primary competitors of the GSOA in the region include Pasadena Symphony, 

Los Angeles Philharmonic, and Los Angeles Chamber Orchestra due to the similar 

content of productions among these organizations.  It is important for the GSOA to 

distinguish itself from its competitors by developing programs that its competitors are not 

good at.  According to the current situation, it may be a good strategy for the GSOA to 

focus on developing a series of concerts specifically for family, youth, and children since 

it has not been done by the symphony orchestras in the region. 

 96



The aging audience is also a threat of the GSOA.  According to the result of the 

audience e-survey for the Christmas Celebration concert, the median age of the GSOA 

concertgoers is located in the age group 55-64.  It indicates that the GSOA has to actively 

build audience in the younger generation; otherwise, it can be expected that the patrons of 

the GSOA will be significantly decreased in the next two decades. 

This section is a complete report about the stage of analysis in the GSOA strategic 

marketing planning process, including mission statement review, internal environment 

analysis, and external environment analysis.  It leads into the following stages – strategy, 

implementation, and control, which are beyond the scope of my internship.  This analysis 

report provides a reference for the GSOA board to continue working on the stages of 

strategy, implementation, and control in the SMPP after my internship is completed. 
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CHAPTER V 

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 

 

Summary 

This dissertation is a report about my six-month internship at the Glendale 

Symphony Orchestra Association from September 2005 to February 2006.  I began this 

internship opportunity in the summer of 2005.  The GSOA was struggling with reduced 

numbers of patrons, resulting in a loss of funding.  Improving existing programs and 

designing new programs were being studied to keep current patrons and reach new 

potential audiences.  The GSOA needed to develop a marketing strategy to promote its 

public image and programs and to perform its educational function to recall the attention 

of its community. 

My duty in this internship was primarily to work in the business of marketing and 

audience development.  During the period of this internship, a series of e-marketing 

campaigns were developed, including publishing e-newsletters, conducting an e-survey, 

and re-designing the web site.  The e-newsletter provided the GSOA with a new channel 

to distribute its updates faster and more often.  According to the e-newsletter tracking 

report, the GSOA has built a stable number of people – about 40% of its 1,860 e-

newsletter subscribers – to be its actual e-newsletter readers. 

The tracking report of the e-survey request messages indicates that an e-survey 

reminder is useful in getting subscribers’ attention and increasing the possibility of their 

responding to the survey.  The results of the audience e-survey show that the GSOA 
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audience is aging and mainly of Caucasian/European descent.  A high proportion (74%) 

of the GSOA patrons have received musical training and education.  Classical music is 

extremely popular among the GSOA patrons, but a symphonic concert combining 

classical and pops music is the favorite style of the GSOA patrons.  Symphony patrons 

hear about the GSOA concert mainly by personal communication – word-of-mouth and 

selective communication – direct mail and e-mail/e-newsletter.  Most patrons attended 

the concert with a spouse/partner; however, males tend to attend the concert alone while 

females prefer attending the concert with friends/relatives. 

The features of the reformatted and updated GSOA web site are as follows: the 

GSOA mission statement is included in Home page; the web link of the audience e-

survey attached in Related Links; separated web pages for the GSOA board members, 

musicians, and donors; primary personnel listed in Contact; and a specific web page for 

the George Washington Quartet instruments.  The GSOA was able to regain contact with 

the Gozzo family due to the new web page about the George Washington Quartet 

instruments. 

The assignments of this internship project also included executing the Final 

Rehearsal educational outreach program evaluation survey and managing the George 

Washington Quartet Debut Concert. 

The results of the Final Rehearsal program evaluation survey indicate that the 

program evenly reached the younger generation from diverse groups of ethnic heritage in 

Glendale and its neighboring cities.  Pop/rock music, classical music, and jazz are 

popular music styles among the attenders.  Female students tend to be more interested in 
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classical music than male students; Latino/Latino American students are highly interested 

in Latin music.  As the majority population in Glendale, Armenian students showed 

lower interest in all music styles than other groups; the rate of their preference in classical 

music was closest to the rate of all respondents’ among all music styles.  The survey 

showed that the Final Rehearsal educational outreach program could effectively promote 

the public image of the GSOA; however, the educational content of the program needs to 

be increased in order to make the students learn more about music itself rather than 

simply inspire their interests in music. 

The George Washington Quartet instruments were chosen as the primary 

marketing tools during the period of my internship in order to promote the public image 

of the GSOA.  These historic instruments were made by Michael Gozzo and given to the 

GSOA in 1968.  They had never made their debut before the public until February 26, 

2006, when the George Washington Quartet Debut Concert was held as part of the 

centennial open house event of the Forest Lawn Museum in Hollywood Hills.  The debut 

concert was great publicity for the GSOA.  I served as the coordinator between the 

GSOA and the Forest Lawn Museum and was involved in the whole process of the 

concert producing and advertising. 

Beyond the assignments mentioned above, I assisted with the process of updating 

the GSOA strategic marketing plan.  By the end of this internship, the stage of analysis of 

the GSOA strategic marketing plan has been accomplished.  It is based on the mission 

statement review, internal environment analysis, and external environment analysis.  The 

revised GSOA mission statement clarifies the consumer groups, the consumer needs, and 
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how to meet the consumer needs.  The internal environment analysis examines the 

strengths and weaknesses of the GSOA according to its program quality, efficiency level, 

market knowledge, and marketing effectiveness.  The external environment analysis 

evaluates the opportunities and threats of the GSOA regarding building and modifying 

current markets and developing new markets. 

Conclusions

My internship with the Glendale Symphony Orchestra Association gave me first-

hand experience in promoting the arts by using the Internet, conducting and analyzing 

audience survey and program evaluation, building the public image and public relations 

of an arts organization, making and processing a programming plan, and developing a 

strategic marketing plan.  Undoubtedly, the things I did during this internship are 

extremely useful for developing my skills in arts marketing. 

Beyond learning from the various projects mentioned above, the whole process of 

this internship has helped make me familiar with the administrative aspects of the 

symphony orchestra.  One of the most important lessons is that the duties of the executive 

and artistic teams in an orchestra should be clarified and separated; that is, neither the 

executive nor the artistic team should take over the other’s duties or substitute for the 

other’s profession.  Good communication between both teams is very important in order 

to keep organizational efficiency. 

The volunteer management is also important to an arts organization.  Due to 

limited financial support, many arts organizations need help from volunteers.  In order to 

effectively use the human resources of volunteers, the arts organization should always let 
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its volunteers know what they can help with and how they are appreciated.  It goes 

without saying that a well-planned policy of volunteer management can achieve a 

successful arts organization. 

Moreover, it is necessary for an arts organization to build good relationships with 

local businesses in order to get their sponsorship.  For example, a communication media 

company may provide advertising services; a bank may issue a grant for an educational 

outreach program; and a car dealer may donate money to support a seasonal concert.  In 

short, an arts organization needs support from its community. 

In addition, the assignments I accomplished in this internship are benefits to the 

GSOA as well.  The Internet is currently used as a primary communication medium for 

the marketing campaign of the GSOA.  The results of the audience survey and program 

evaluation provide the GSOA with the information to adjust its marketing strategy and 

improve its program quality.  The debut concert of the George Washington Quartet 

instruments helped rebuild the public image of the GSOA and developed possibilities for 

the GSOA to collaborate with other cultural organizations.  In short, the things I achieved 

in this internship help the GSOA build its e-marketing campaign, survey system, and new 

opportunities of public relations, productions, and collaborations. 

The work done in this internship gives the GSOA a good start to build its 

audience, and I hope they are continued and further developed in the future.  In order to 

solve the problem of its aging audience, the GSOA needs more educational outreach 

programs to reach the younger generation.  It should actively take responsibility to 
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promote music education in its community in order to build future audiences, as 

mentioned in its mission statement. 

In addition, it is crucial for the GSOA to build its audience in the Armenian 

community since Armenian people are currently the majority of the population in 

Glendale.  As shown in the survey results of the Final Rehearsal program evaluation, 

classical music is a popular music style among Armenian students, although the rate of 

their interest in classical music is lower than the rate of all respondents.  Accordingly, it 

is possible to infer that lack of interest in classical music is not the main reason that most 

Armenians do not attend the GSOA concerts. 

For the GSOA, building audiences in the Armenian community is not only about 

fostering the classical music interest of the Armenian people but also engaging them to be 

part of the Glendale community; that is, there is not only a need of a marketing strategy 

but also a political issue involved.  It is obvious that the GSOA Board members have 

been slightly hostile to the Armenian community due to their frustration in contacting the 

Armenian audience.  As an arts organization, the GSOA has the responsibility to engage 

its community; on the other hand, it cannot survive without support from the residents, 

unless it moves to another city.  Actually, moving the Symphony to another city is a 

current option that the GSOA board is considering. 

Recommendations 

In order to keep good works and overcome current difficulties of the GSOA, 

several things are recommended according to my observation and experience in this 

internship.  My suggestions are as follows: 
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First, the GSOA needs to keep recruiting new e-newsletter subscribers.  A 

strategy to effectively recruit new e-newsletter subscribers should be developed.  Also, it 

is important to renew the current subscribers in the GSOA mailing list.  Due to its recent 

loss of the free mailing service provided by Citibank, the GSOA should renew the 

subscribers’ information in its mailing list in order to avoid sending mails to void 

addresses and wasting money. 

Second, the GSOA should develop more educational outreach programs in order 

to reach the younger generation.  It would be perfect if a series of performances of the 

historic George Washington Quartet instruments can be used for an educational purpose 

in the future due to their values of both music and art and the positive public image that 

they can bring to the GSOA. 

Third, it might be a good strategy to attract Armenian audience to attend GSOA 

concerts by inviting Armenian guest conductors and musicians to perform with the 

Symphony.  Also, combining Armenian music and culture into the GSOA productions 

could be helpful to make the Armenian people engage in American symphonic concerts. 

Fourth, the GSOA needs new performing venues and collaborators in order to 

reach new potential audiences.  The George Washington Quartet Debut Concert is a great 

example of collaborating with other cultural organizations in its surrounding communities.  

The GSOA should keep exploring possible collaborators and new performing venues in 

order to have more opportunities to reach new audiences and make its productions 

diverse and flexible enough to respond to various expectations from different groups of 

audiences. 
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Last, it is necessary for the GSOA to keep doing audience survey and program 

evaluation in the future.  The consumer needs and wants should be always understood 

and considered although the organization must have its own goals (Andreasen, 1985).  It 

goes without saying that the survey results can help the GSOA make appropriate 

marketing strategies and programming decisions. 

The Emmy-Award winning Glendale Symphony Orchestra Association is one of 

the oldest arts organizations in Southern California.  I believe that the things suggested 

above will be beneficial to keeping the great tradition of the GSOA and make it even 

more prosperous. 

 105



REFERENCES 

 

American Symphony Orchestra League. (2001). Impact of recent events on arts 
organizations. In Research & Statistics. Retrieved December 1, 2005, from 
http://www.symphony.org/research/impact/index.shtml 

 

Andreasen, A.R. (1985). Marketing or selling the arts: An orientational dilemma. The 
Journal of Arts Management and Law, 15(1), 9-20. 

 

Bobbitt, B.G. (1980). The Glendale Symphony Orchestra, 1924-1980. Glendale, CA: The 
Glendale Symphony Orchestra Association. 

 

Boyer, R. (1997). Public relations and communications for nonprofit organizations. In 
C.L. Caywood (Ed.) The handbook of strategic public relations and integrated 
communications (pp. 481-498). New York, NY: McGraw-Hill.  

 

Byrnes, W.J. (2003). Management and the arts. Burlington, MA: Focal Press. 
 

Carr, E. (2003). Wired for culture: How e-mail is revolutionizing arts marketing. New 
York, NY: Patron Publishing. 

 

Covarrubias, A. (2005). New era for Glendale Armenians. Los Angeles Times, August 8, 
2005. Retrieved December 1, 2005, from http://www.armeniapedia.org/index.php? 
title=Glendale 
 

DiMaggio, P., Useem, M., & Brown, P. (1978). Audience studies of the performing arts 
and museums: A critical review. Washington, D.C.: National Endowment for the 
Arts. 

 

Gainer, B. (1993). The importance of gender to arts marketing. The Journal of Arts 
Management and Law, 23(3), 240-252. 

 

 106



Healey, A.B. (1993). The challenge of marketing contemporary music. Master’s thesis, 
University of Wisconsin-Madison. 

 

John S. and James L. Knight Foundation (2002). Classical music consumer segmentation 
study: How Americans relate to classical music and their local orchestras. 
Southport, CT: Audience Insight LLC. 

 

Knauft, E.B., Berger, R.A., & Gray, S.T. (1991). Profiles of excellence: Achieving 
success in the nonprofit sector. San Francisco, CA: Jossey-Bass. 

 

Kolb, B.M. (2000). Marketing cultural organizations: New strategies for attracting 
audiences to classical music, dance, museums, theatre and opera. Dublin, Ireland: 
Oak Tree Press. 

 

Kolb, B.M. (2002). Ethnic preference for the arts: The role of the social experience as 
attendance motivation. International Journal of Nonprofit and Voluntary Sector 
Marketing, 7(2), 172-181. 

 

Kotler, P., & Roberto, E.L. (1989). Social marketing: Strategies for changing public 
behavior. New York, NY: The Free Press. 

 

Kotler, P., & Andreasen, A.R. (1996). Strategic marketing for nonprofit organizations. 
Upper Saddle River, NJ: Prentice Hall. 

 

Kotler, P., & Scheff, J. (1997). Standing room only: Strategies for marketing the 
performing arts. Boston, MA: Harvard Business School Press. 

 

Levy, S.J. (1980). Arts consumers and aesthetic attributes. In M.P. Mokwa, W.M. 
Dawson & E.A. Prieve (Eds.) Marketing the arts (pp. 29-46). New York, NY: 
Praeger Publishers. 

 

McCarthy, K.F., & Jinnett, K. (2001). A new framework for building participation in the 
arts. Santa Monica, CA: RAND. 

 

 107



Mitchell, A. (1984). The professional performing arts: Attendance patterns, preferences 
and motives. Madison, Wisconsin: Association of College, University and 
Community Arts Administrators. 

 

Pick, J. (1980). Arts administration. London: E. & F. N. Spon. 
 

Radtke, J.M. (1998). Strategic communications for nonprofit organizations: Seven steps 
to creating a successful plan. New York, NY: John Wiley & Sons. 

 

United States Census Bureau. (2000). Data set: Census 2000 summary file 1 &3. In 
American FactFinder. Retrieved February 25, 2006, from 
http://factfinder.census.gov 

 

Uprichard, L. (1985). An application of a decision process model to attendance at cultural 
events. The Journal of Arts Management and Law, 15(1), 21-39. 

 

Wolf, T. (1999). Managing a nonprofit organization in the twenty-first century. New 
York, NY: Simon & Schuster. 

 

Wright, J.L. (1986). A uses and gratifications approach to marketing the arts: An 
audience survey for the concert and chamber music series of the University of 
Kansas. Ph.D. dissertation, University of Kansas. 

 108



 

 

 

 

 

 

 

 

APPENDIX A 

INTERNSHIP APPROVAL LETTER 

 109



 

 110



 

 

 

 

 

 

 

 

APPENDIX B 

GSOA E-NEWSLETTERS 

 111



 

 

 112



 113



 114



 115



 116



 117



 118



 119



 120



 

 

 

 

 

 

 

 

APPENDIX C 

AUDIENCE E-SURVEY ANNOUNCEMENT AND FORM 

 121



• Audience Survey Announcement, December 7, 2005 

 

• Survey Reminder, December 14, 2005 
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•  

Thank you for attending the GSO's "Christmas Celebration" concert on December 2, 2005. Please 
help us do the audience survey by clicking or typing your desired response to the questions below. 
When you have completed, click 'Submit'. We very appreciate your willingness to take our survey. 
 

1. Which city do you live in? (City, State, ZIP)  

 
 
2. Gender  

Male  Female 
 
3. Age Group  

up to 17  18-24  25-34  35-44  
45-54  55-64  65+ 

 
4. Ethnicity  

African/African American  Asian/Asian American 
Caucasian/European Descent  Caucasian/Armenian Descent 
Latino/Latino American   Native American 
Other 

 
5. Educational Background  

High School  College   Graduate School 
 
6. How did you hear about this concert?  

Newspaper Ad  Article or Review  Email/GSO E-newsletter 
Direct Mail  GSO Website  GSO Program Poster 

 123



Word-of-mouth  Radio   Other 
 
7. Who attended this concert with you?  

No one   Spouse/Partner  Spouse and Children 
Children   Friends/Relatives 

 
8. Was it your first time to attend GSO concert?  

Yes  No 
 
9. What motivated you to attend this concert?  

The fame of the performers   The content of the program 
The beauty of the concert hall   Advertisement/positive review 
Invitation from your friends/relatives  Inexpensive or free admission 
Entertainment     Other 

 
10. What kind(s) of music do you usually listen to?  

Classical   Jazz   Pop and Rock 
Country   Latin   World Music 
Religious/Spiritual Other 

 
11. Have you ever received any musical training/education?  

Yes  No 
 
12. How much are you willing to pay for admission to a symphonic concert?  

Less than $20  $20-39   $40-59 
$60-79   $80-99   $100+ 

 
13. What kind(s) of concert would you like to attend?  

Family concert (e.g. Peter and the Wolf) 
Pops concert 
Classical concert 
Combination of classical and pops music 
Other 
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Glendale Symphony Orchestra Christmas Celebration Final Rehearsal 
 

Evaluation Form 
 

Please  provide your desired response to the questions below.   
Thank you for your comments and your participation. 

 
1. Your school name ________________________________________________ 

2. Profession:  [ ] Student  [ ] Music Educator  
**Please do not fill out this form if you are a music educator. 

3. Gender: [ ] Male     [ ] Female 

4. Ethnicity: [ ] African/African American  [ ] Asian/Asian American 
[ ] Caucasian/European Descent [ ] Caucasian/Armenian Descent 
[ ] Latino/Latino American  [ ] Native American 
[ ] Other 

 
5. What kind(s) of music do you usually listen to?  (Your answer could be more than one.) 

[ ] Classical [ ] Jazz   [ ] Pop and Rock  [ ] Country 
[ ] Latin [ ] World Music [ ] Religious/Spiritual  [ ] Other 
 

Please answer the following questions by circling a scale of 1 to 4. 
(4=strongly agree; 3=agree; 2=disagree; 1=strongly disagree) 

 
6. I was able to learn more about music through the Final Rehearsal.  4     3     2     1 

7. This event provides an important educational experience for me.  4     3     2     1 

8. I am willing to attend more symphonic concerts due to this event.  4     3     2     1 

9. I am interested in playing/singing music due to this event.   4     3     2     1 

10. I want to learn more musical knowledge due to this event.   4     3     2     1 

11. I hope the Glendale Symphony will have more concerts like this.  4     3     2     1 

12. I will recommend my friends to attend Glendale Symphony concerts.  4     3     2     1 

 

13. My favorite song in this program was ______________________________________ 

      because______________________________________________________________. 

14. Your comments: 

      _____________________________________________________________________ 

      _____________________________________________________________________ 
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Glendale Symphony Orchestra Association 
 

PRESS RELEASE      Contact: Shin-huei Du 

February 2, 2006        818-500-8720 

 

Symphony Debuts Historic Instruments at Free Concert 
 

The Glendale Symphony Orchestra Association will present a free concert at Forest 
Lawn’s Hall of Liberty on February 26th at 3pm, following the Centennial Open House.  
The public is invited to attend the Forest Lawn Centennial Celebration from 1pm to 3pm 
featuring the unveiling of their Centennial Exhibit, Celebrating Life through Art, Music 
& Literature, which will display the unique GSOA instruments.  There will be 
complimentary trolley rides and free hotdogs, veggie dogs, ice cream, popcorn, and soda.   
Actors portraying George Washington and Abraham Lincoln and the singing group, 
Forever Paisley, will entertain before the debut concert at 3pm. 
 

The historic George Washington Quartet was a gift to the Glendale Symphony Orchestra 
in 1968.  Made in the 1930’s, the beautifully carved instruments took Michael Gozzo, an 
Italian born violinmaker, more than 10 years to complete.  The two violins, viola and 
cello were carefully cut, seasoned, molded and proudly sculpted with a Patriotic 
American theme.  The details of the sculptures on each instrument are exquisitely carved 
with the spread eagle, Statue of Liberty, White House and heads of Presidents on the 
backs.  A carved head of George Washington is in place of the usual scroll.   
 

Glendale Symphony Orchestra cellist, Dr. Janice Foy and her string quartet, The New 
American Quartet, will perform a medley of American music which includes Bernstein’s 
Westside Story, George Gershwin, Nat King Cole, Copland’s Simple Gifts & folksongs, 
Joplin’s The Entertainer, an Americana medley with Amazing Grace, Arkansas Traveler 
and others.  Soprano, Lisa Abel, will be featured in the finale, America the Beautiful.  
The debut concert will include a Mozart piece in honor of his 250th birthday.   
 

The free debut concert is Sunday, February 26 at 3 pm in the Hall of Liberty, Forest 
Lawn-Hollywood Hills, 6300 Forest Lawn Drive in Los Angeles.  For more information, 
please call the symphony office 818-500-8720 or online: www.glendalesymphony.org.  
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Glendale News-Press, Entertainment, October 5, 2005 
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Glendale News-Press, Weekend, February 11-12, 2006 
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