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Strategic market planning starts with analysing and defining the organisation’s mission, objectives, and

goals.
For the success of any artistic organisation key preparation areas are:

Analysing current market

Clearly highlighting areas of achieved success
Identifying areas where improvement needed
Identifying potential market

Based on those factors primary function is to define goals and develop long-term and short-term strategy.
This strategy can only be developed successfully if audiences are reached and new audiences are devel-

oped.

Established arts organisation would normally have well developed loyalty base. This factor is of fundamen-
tal importance. It is vital to recognise it but it is also important to encourage and develop new audience.
Most research shows that just as reading interest for performing arts at an early age augments later in life.
To achieve successful promotional program the following factors of market analysis must be considered:
Market Segmentation

Targeting the right audience

Efficient use of available resources

Identifying areas of potential income

Market Segmentation

There are usually several ways to segment a given market. The segmentation variables most commonly
used for marketing of arts are: age, gender, income, education, occupation, religion, race, family size,
position in family life cycle and geographical factors.

Targeting the right audience

In order to target the right audience major factors influencing consumer behaviour have to be taken into
consideration. These factors are:

1. Macroenvironmental trends

2. Cultural Factors

3. Social Factors

4. Psychological Factors

5. Personal Factors

Most factors that affect a consumer’s arts attendance decisions, interests, needs go beyond the issues of
artistic offering. For example financial situation can be a reason why some people can't attend certain
performances.

Efficient o

Most established arts organisations have a solid base of available resources. These can be identified in
several key areas:

1. Financial i.e. available funding, agreed sponsorships, box office income and advertising

2. Intellectual and staffing recourses

3. Practical i.e. props, sets and costumes as well as facilities.

Downfalls of resource 1 is - Unreliable in a long run. Funding can be cut or stopped, sponsorship deals are
usually annual in some cases only for a production or an event and finally Box Office income can rise and
fall. Thus the key area of importance is effective management and solid business development strategy. If
an organisation delivers desired result securing renewed funding etc becomes more realistic.

Identifying areas of potential income

One of the key purposes of marketing and management is to find new ways to fund growth and develop-
ment of an organisation. In order to satisfy consumer some performing acts need to be brought in. Such
acts can be working on a fee base contracts and this can be a problem if a theatre simply can’t afford the
fee. Utilising local commerce can achieve various additional incomes: sell of advertising space, small spon-
sorship deals, pr events and other.



