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A definition

m Main Entry:
loy-al-ty
m 1: unswerving in allegiance: as a: faithful
In allegiance to one's lawful sovereign or
government b: faithful to a private person

to whom fidelity is due c: faithful to a
cause, Ideal, custom, institution, or product
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How does your organization
define customer loyalty?
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ures paying customers to
support the artistic mission.

m 4 elements:

Build Create Stimulate Build
Awareness Interest Trial Loyalty
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re the key tactical
elements of marketing?

AProduct | T People

N

Promotlon Position

Price

Place | T Politics
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Your Goal?

attracting new people in a meaningful way
to your venue or programming over the
long-term.
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Marketlng Trifecta

m Precise Targeting

m Relevant Benefits

m Creative Communications
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Two Pronged Attack

m Researching Audience Needs
m Delivering Loyalty Programs

Stone Age Tactics "Web 3.0
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Research Methods

m Quantitative Surveys
m Qualitative Research
m Informal Methods

m Database Analysis
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