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Competing by Collaborating
Philadelphia’s  “Campaign for Culture”

Americans for the Arts, Austin, June 11, 2005

Peggy Amsterdam, Greater Philadelphia Cultural Alliance, pamsterdam@philaculture.org

Advocacy
•Policy

•Government 
Relations

•Cultural Planning

•Research

Marketing
•“Campaign for Culture”

•Public Relations

•Communications

Grantmakin
g

•5-County Arts Fund

•Economic
Development

Membership
•Resource Directory

•Job Bank

•Health Insurance

•Group Purchasing

•Networking

Who are We?
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This is not the competition….

The Challenge

…this is!

The Challenge
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“A conservative estimate has the 
average American consumer 
exposed to more than 850 
commercial messages a day.”

--Texas A&M University Digital Library

Source: http://dl.tamu.edu/Projects/AndersonRetailing/vol4/92Vol4No6P2.htm

The Challenge

Question:
How can non-profit arts and culture 
compete against private sector 
marketing budgets?

The Challenge
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Question:
How can non-profit arts and culture 
compete against private sector 
marketing budgets?

Answer:
To Stand Out…We Must Stand 
Together

The Challenge

Building Arts Participation:  The Rand Model

Research

Source: New Framework for Building Participation in the Arts, McCarthy & Jinnett, Rand Corp, 2001. Funded by Wallace Foundation.
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Source: New Yorker/LaPlaca Cohen Culture Survey, 2003, n=552
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People who are ignorant of
performance etiquette

Rather spend leisure time other
ways

Hours of operation are inconvenient

Can't find anyone to go with

Too much of a hassle to get there

Difficult to find time to attend

It costs too much

Program does not appeal to me

Barriers Preventing Attendance to Cultural Events

Research

24%

26%

27%

34%

45%

47%

47%

58%

78%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Opportunity for socializing

Incentives for bringing family or friends

Information in advance about the content

I can purchase tickets last minute

I can dress casually

More convenient transportation

Varied schedule of programming

Free programs

Tickets were less expensive

Source: New Yorker/LaPlaca Cohen Culture Survey, 2003, n=552

Factors that Increase Participation in Cultural Events

Research
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Research
Primary Research

Top six attitudinal statements most agreed with (>4.5 on a 6-point 
scale) are:

“There are lots of arts and cultural activities in downtown or center city
Philadelphia” (5.2)

“Culture brings people together; you learn about yourself and about 
others” (5.0)

“It is important to learn about people from different cultures” (5.0)

“Arts and cultural activities attract tourists to the area, thereby stimulating 
the economy” (4.9)

“Arts and cultural offerings in the tri-state area make this region a better 
place to live” (4.7)

“The tri-state area’s arts and cultural offerings are a source of pride for 
our community” (4.7)

Research

Arts/               Other    
culture            leisure

% ever participated (net)

% participated, past 12 months (net)

Mean # of times participated, past 12 months

Participate more than once a month

# hours/month

$ spent, average month

% of time paid admission required

% planned (last 5 visits)

97%

91%

18.7

21%

3.9

$25.09

51%

51%

97%

92%

62.3

65%

14.5

$61.54

51%

Primary Research
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The 
Deciding 

Factor

Equally 
Important 
As Other 
Factors

Less 
Important 

Than Other 
Factors

Gender
Male (n=356) 22% 57% 22%
Female (n=342) 27% 51% 22%

Age
18 - 34 (n=313) 29% 57% 14%
35 - 44 (n=116) 25% 48% 27%
45 - 54 (n=115) 16% 52% 32%
55 - 64 (n=97) 19% 52% 30%
65+ (n=34, unstable) 12% 65% 24%

Living Situation
Married or Living with Partner (n=324) 19% 54% 26%
Single/Widowed/Divorced, Living Alone (n=180 24% 53% 23%
Single, Living with Parent  (n=50) 26% 52% 22%
Single, Living with Roommate (n=142) 33% 56% 11%

Educational Attainment
Less Than High School (n=13, unstable)
High school grad (n=58) 32% 44% 25%
Vocational School (n=35) 23% 60% 17%
Some college (n=186) 31% 54% 15%
Bachelors Degree (n=252) 20% 58% 23%
Graduate Study (n=157) 17% 54% 29%

Annual Household Income
< $25 K (n=185) 36% 55% 9%
$25 K - $35 K (n=24 27% 51% 22%
$35 K - $50 K (n=122) 22% 56% 22%
$50K - $75 K (n=104) 16% 51% 33%
$75K - $100 K (n=64) 20% 58% 22%
$100K + (n=59) 5% 58% 37%

HOW IMPORTANT IS 
COST?Primary Research

When deciding to 
attend a cultural 
event…

Source: Cultural Alliance Intercept Survey, 2003, n=803

Research

MEDIA SOURCES
Age 18-34 

(N=318)
Age 35-44 

(n=116)
Age 45-54 

(n=115)
Age 55-64 

(n=98)

Age 65+ 
(n=34, 

unstable)

Four Sites 
Combined 

(n=803)

PhillyFun 
Savers 

(n=7583)

Watching TV 35% 29% 26% 28% 24% 31% 35%
Listening to the Radio 29% 30% 25% 31% 38% 29% 56%
Reading Magazines 34% 37% 36% 36% 15% 34% 36%
From My Family (WOM) 19% 25% 17% 12% 12% 18% 17%
Talking with Friends (WOM 53% 51% 37% 43% 26% 47% 55%
From Posters or Flyers 34% 24% 28% 33% 38% 31% 39%
Reading Newspapers 37% 41% 58% 58% 76% 46% 90%
Surfing the Web 49% 41% 33% 30% 3% 40% 54%

PERCENT CITING AS A SOURCE OF INFORMATION ABOUT "EVENTS THAT YOU LIKE TO ATTEND"

Primary Research
Key Media Sources

Source: Cultural Alliance Intercept Survey, 2003, n=803

Research
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Increase positive public awareness of culture

Increase attendance and participation at 
Greater Philadelphia cultural institutions

Increase marketing capacity at institutions

Work collaboratively with other regional 
organizations to leverage existing resources 
without duplicating efforts 

The Philadelphia Zoo’s 
Polar Bear

In 2002, the Greater Philadelphia Cultural Alliance 
introduced the Campaign for Culture to:

Collaborative Marketing

Electronic Marketing
Online Events Calendar

Online ½ Price Ticket Booth

Attendance

Advertising
Co-Op Advertising
Media Campaign

Awareness

Capacity Building
Mailing List Co-Op
Research & Mentoring

Institutional Capability

Strategies & Tactics

Collaborative Marketing
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Campaign Elements
Electronic Marketing

Strategy--PhillyFunGuide
Calendar
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Strategy—PhillyFunGuide Calendar

New Visual Design
Strategy— FunSavers ½ Price E-
Mail
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Campaign Elements
Advertising

Strategy—Co-Op 
Advertising
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Strategy—Awareness Advertising

Strategy—Awareness Advertising
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Strategy—Awareness Advertising

Strategy—Awareness Advertising
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Strategy—Awareness Advertising
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Strategy—Awareness Advertising
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Campaign Elements
Capacity Building

Abington Art Center Academy of Vocal Arts Allens Lane Art Center

Annenberg Center for the Performing Arts Arden Theatre Company Art Sanctuary Art Reach, Inc.

Atwater Kent Museum of Philadelphia Blue Sky Bread & Roses Community Fund Bristol Riverside Theatre

Bryn Mawr Theater Film Institute Chamber Orchestra of Philadelphia Chester County Art Association

Choral Arts Society of Philadelphia Creative Access The Curtis Institute of Music Delaware Theatre Company

Enchantment Theatre Company Franklin Institute Science Museum Grand Opera House 

InterAct Theatre Company Japan America Society of Greater Philadelphia Jean Ruddy Dance 

John Bartram Association Kimmel Center for the Performing Arts Main Line Art Center 

Mann Center for the Performing Arts Mendelssohn Club of Philadelphia Mum Puppettheatre, Inc.

National Liberty Museum Opera Company of Philadelphia Pagus Gallery Painted Bride Art Center

Pennsylvania Academy of Fine Arts Pennsylvania Ballet Association Peter Nero & the Philly Pops

Philadelphia Folksong Society Philadelphia Museum of Art The Philadelphia Orchestra Association

Philadelphia Shakespeare Festival Philadelphia Singers, Inc. Philadelphia Theatre Company

Philadelphia Young Playwrights Piffaro, The Renaissance Band Preservation Alliance for Greater Philadelphia 

Relâche, Inc. Singing City, Inc. Strings for Schools, Inc. Suburban Music School Temple Theaters 

Temple University Boyer College of Music & Department of Dance Theatre Alliance of Greater Philadelphia 

23

41

56

Philadelphia Cultural List Coop Members

2003 2004 2005

Strategy—Co-op Mailing List
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Strategy—Research & Mentoring

“The Breakfast Club”

Co-Mentorship

Results
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PhillyFunGuide.com:

3.2 million visits since its launch in the Fall of 2002

20,000 events across the region have been listed 

95% of eligible Cultural Alliance members market their events through 
the calendar

Average session length: 10 minutes

Results

FunSavers:

$1,000,000 returned to 120 arts organizations 

55,000 tickets sold in seats that would have otherwise gone empty

47,000 weekly subscribers

67% average open rate (non-profit industry average open rate is 40%)

70% of attendees are new customers

Results
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Capacity Building:

$500,000 in Co-Op Advertising, 65% by New Advertisers

18% of Philly Households on Mega-Mailing List—Largest in the U.S.

90 Cultural Marketers attended National Arts Marketing Conference

200 Organizations submitted Pennsylvania Cultural Data Form

Results

Subscriber Reaction:

“I took my daughter to see the Kodo drummers, and it was 
spectacular. If it had not been for the 1/2 price e-mail notice, I 
probably wouldn't have known about the performance, and 
certainly wouldn't have spent the full price for a spur of the moment 
Monday night treat for me and my daughter, who is in fifth 
grade. This was the first performance she attended at the Kimmel 
Center, so your promotion also gave her the opportunity to become 
a new Kimmel Center patron.”

--David Feldman, of Merion Station, PA

Results


