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About the Barbican

· 2 theatres (1000 seat main theatre and 150 seat Pit theatre)

· Concert Hall (2000 seats)

· Main art gallery

· 2nd free gallery space

· 3 cinemas

· 8 conference suites

· Banqueting and hospitality 

· 2 Trade Exhibition halls

· Conservatory

· 4 Car Parks

· Turnover c £10M

About Barbican marketing

Core Values:

· To be leading, coherent, efficient, cost effective

· To embrace new technology

· To demonstrate best practice and challenge existing thinking

· Demonstrate the power of marketing to deliver the Barbican’s vision:
Inspiring Passion for the Arts

Mission:
· Define and articulate a strong and meaningful brand 

· Ensure the widest number of people are able to enjoy our events

· Improve return on marketing investment

· Help understand the needs of our customers and market to them efficiently

· Inspire them to return

· Expand customer touch-points through up and cross selling

· Inspire and motivate a professional team of marketing staff to deliver the above

Key marketing issues

Customer data issues;
· Lack of integration (separate offline/on line marketing lists).

· No recognition of customer relationship (customer has to identify themselves as a BarbicanCard holder).

· Small membership base. 

· No measure of customer value.

· Data acquisition channels are under-utilised ( e.g. Call centre, DM, POS) and there is no integrated strategy.

Management information;
· Limited usable marketing information, requirement for a management information strategy.

· Need to maximise the intelligence from the data.

Marketing;
· Marketing activity is mainly product driven not customer driven;

· Competition for same customers

· Duplication 

· Failure to optimise marketing spend

Brand

· Poor public perception of the Barbican (concrete jungle!)

· Low recognition of the total offer

· Disjointed visual style – no re-enforcement of Barbican

· No internal understanding of brand position and values

Return on Investment

· Marketing costs were high (marketing:income ratio of c58p)

Become a customer focussed organisation 

Key Issues
· Analyse, target, acquire, retain and serve identified customer segments profitably.

· Win the largest share of their lifetime business and maximise the return on our investment.

· In short – adopt a CRM approach

Objectives

· Identify and retain profitable customers (retention)

· Proactively drive repeat purchase (growth)

· Optimise cross arts purchasing  

· Acquire new customers – not necessarily to the business but increase the number of customers to which the Barbican has permission to market to (acquisition)

Knowledge is power:

The top 10 marketing reports
· Overall season performance (tickets, value)

· Financial performance (against targets)

· Sales progression over time

· Purchasing behaviour (including average spend)

· Booking Patterns (% bookings made, by whom, x no of days before the event)

· Patron crossover

· Sales by discount code

· Purchases by key customer type (members, subscribers, new customers etc)

· Frequency of attendance

· Postcode area analysis

What we have begun to do
· Re-code our events in a consistent way

· Introduce ‘stepping stone’ coding to help audience development

· Develop a data acquisition strategy;

· Interests, profiles, channel preference, DP consent & how to acquire it

· Integrate online and offline databases. 

· Analyse the data based on transactional history

· Re-launched membership scheme to improve retention (1,200 new members in 3 months)

The relationship between brand & CRM

Brand Alignment Aims
· Create more of a unified look for the Barbican

· Select a font which will be used across all artforms

· Allow artform individuality to remain

· Harmonise/revitalise logo

· Exploit the potential to align venue signage via foyer refurbishment scheme

TIP: Running a brand workshop
· Get everyone there that ‘has a view’

· Think around what makes good brands to get those cynics in the right mindset!

· Analyse your current brand position – is everyone internally clear what you stand for?

· Do you think the public do?

· Define your brand attributes: 
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· Programme is more contemporary than traditional but not likely to become more so

· Programme is more international than British

· Marketing lags way behind the programming position and is felt to be more traditionally British in its perception

· Marketing aims to re-position itself (the direction of the arrow)

Audience Development
· Focus on fewer initiatives but with clear objectives (SMART)

· Think about your brand values – eg: is it appropriate to focus on discounting if you are a ‘quality’ brand?

· How are you going to measure success?

· What is the customer journey going to be longer term? How does the relationship develop?

Students
· Presence at Fresher’s Fairs

· Incentivised sign up to e-lists

· Student e-flyers with offers etc

· 2,800 signed up

Access

· Access register

· Access Guide

· Alternate format brochures

· Signed theatre performances

· Audio Captioned film screenings

· Subtitled new film release screenings
Testing offline channels – tip

· Adverts, bulk distribution, flyers, brochures, posters etc

· 0845 tracking

· Free to set up

· No ongoing costs

· No charge to venue

· Old box office number can still be used

· Multiple numbers can be allocated

· Cheaper calls for the customer (local rate)

· ITC – 0845 1255255 (www.it-cts.com)

Summary
· Have a strategy & vision for your department

· Set SMART objectives

· Set measures for success – monitor with regular key reports

· Think about how you want to view your customer

· Think about data capture, quality and analysis to help shape your picture of the customer

· LEARN from everything you do – monitor results!

· Think about what your brand is and whether what you currently do reflects this

· Try holding your own brand workshop – GET CONSENSUS about what your brand is and where it is going

· Stick to your brand values – be the brand guardian

· Focus your audience development efforts into fewer but deliverable areas

· Try new things…
always do what you always did, always get what you always got!

Call me...

Chris Denton

020 7382 7092

Cdenton@barbican.org.uk
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