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Agenda for the Day

10:00 Trends in Arts Engagement

12:15 Lunch Break

1:00 Approaches to Building Demand

2:30 Small Group Discussions on Key Topics
for Madison

4:30 Small Group Report-outs

5:00 Wrap-up

5:30 Public Meeting and Keynote
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Based on your own

experience, what would

< " > you say are the most
important trends shaping
demand for arts programs?




Part 1: The Changing Cultural
Climate

Trends in Arts Engagement: Madison, Wisconsin
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The “Gamification” of entertainment

* Blurring lines between fantasy and reality, fiction and fact

- Online personas, imaginary online communities
- Reality TV is the new fiction

- The hyper-marketing of celebrity culture
- Psychology of random reward (gambling, online dating)

* Rise of gaming as a legitimate form of entertainment
- The ultimate fantasy/entertainment destination: Las Vegas

- “Massively multi-player online role playing games”
* Backlash: Search for authenticity, realness

- Can cultural programs and facilities become intermediary spaces
where the virtual and real worlds meet?
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Demand for more sensory stimulation

* Younger consumers are acclimated to multi-

SENsory engagement
- Watching, hearing and reading simultaneously

* Emergence of lighting as a popular art form
* Experience learning, interactivity and edutainment

* Higher satisfaction thresholds
- Expectation for immediate rewards and validation
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Proliferation of Choice

* Overwhelming number of leisure options in some
matrkets
- Glut of information about options

* Challenges our cognitive abilities
- Cognitive chunking is the brain’s response
- Decision paralysis is likely

* Particularly troubling for arts groups with many
diverse program offerings

* Implies greater need for “filters”
- Unbiased recommendations, “guide to use”
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*I was both thrilled and horrified to be
asked to devlse ‘my own' serles for this
season’s brochure. Thrilled to be givena
platform to share my enthusiasm about
some of the artists included in our upcom:-
Ing seasaon; horrlfied because It Is almost
impossible to decide, Everything included
in any UMS season Is there for an Impor-
tantreason. Like everyone, | have a special
affinity with some artists and forms that,
because of who | am, resonate for me
personally. It goesyyithout saying that my
personal preferences In no way bestou
special meaning. Instead, they are simply
those events that | get excited about. Be-
lor is my 07/08 "Michael Kondziolka Series’
— the events which1\willinsist that my
friends travel to Ann Arbor to experience...
along with some of my own musings and
thoughts?

Michael Kondziolka
UmS Director of Programming
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Direct-to-Consumer: www.eventbrite.com
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Diffusion of Cultural Tastes

* Fragmentation and diversification of tastes,

both narrowing and broadening
- Cross-cultural influences

* Enabled by advances in technology
- Global distribution at the speed of light
- Witness the impact of the download phenomenon on
music preferences worldwide

* The net effect 1s rapid aesthetic development
- More people enjoy more different kinds of art
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Definitional Boundaries Around the
Art Forms have Blurred

24



NEA: What was the last “classical
music” concert that you attended?

DISCIPLINE

NAME OF PERFORMANCE/PERFORMER

Classical Music

CHINESE COMMUNITY CELEBRATION IN SF BAY AREA

Classical Music

TITO PUENTES

Classical Music

MUSIC IN THE MOUNTAINS, PAUL PERRY DIRECTOR

Classical Music

THE MUSIC MAN

Classical Music

MASTERWORK CHORAL

Classical Music

RUSSIAN CLASSICAL MALE SINGER

Classical Music

MOOREHOUSE COLLEGE AND SPELLMAN COLLEGE

Classical Music

PACIFIC OPERA HOUSE

Classical Music

COMMUNITY BAND FOR THE ELDERLY

Classical Music

THE STOMPERS

Classical Music

SHOWBOAT WITH TOM BOSLEY

Classical Music

ENGLISH CHOIR GROUP -- ABBEY SINGERS

Classical Music

CHURCH ORGAN PERFORMANCE

Classical Music

AN EVENING OF OPERA, PAUL PLISHKA

Classical Music

KING AND |

Classical Music

OLIVER

Classical Music

PIANO RECITAL

Classical Music

CHRISTMAS MUSIC

Classical Music

' )
AN/
A

ORGAN RECITAL, BACH PRIMARILY
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NEA: What was the last “opera” that
you attended?

DISCIPLINE | NAME OF PERFORMANCE/PERFORMER
Opera LUCIA DI LAMERMOOR
Opera LA BOHEME
Opera LES MIZ AND PHANTOM OF THE OPERA
Opera BRIGADOON
Opera CINDERELLA
Opera PHANTOM OF THE OPERA
Opera PHANTOM OF THE OPERA
Opera MADAME BUTTERFLY
Opera PHANTOM OF THE OPERA
Opera | PURITANI
Opera IT WAS ON BROADWAY
Opera PHANTOM OF THE OPERA
Opera FAUST

Source: NEA 1997 Surey of Public Participation in the Arts
Verbatim responses to open-ended questions
Excerpts only
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Definitional Boundaries Around the
Art Forms have Blurred

* Consumers experience art along a continuum

from “popular” to “high art”
- What is dance?

- What is classical music?

- Whose definition matters?

* Rapid “remixing” of art, re-purposing of content
- Slash fiction

* Consumers don’t put us in the boxes we put
ourselves 1nto

* Decreasing relevance of institutions that use a

narrow or rigid definition of art
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What is a long-term strategic response
to growing eclecticism?

RATING OF MUSICAL TASTE, FROM ECLECTIC TO
CLASSICAL-FOCUSED, BY AGE COHORT
O1=EdecticO2 0304 05 06 O7 = Classical-Foaused
100% -
9% 5% 8%
90% 15%
! 7% 14%
80% 18%
’ 13% .
1% 3%
15% 21%
60% 19%
50% 7 7% —
140 14% 32%
40% —
18% .
30% ’ N
23%
200 0 1g0/0
: 16%
10% 24% 6%
14% 10% .
0% , : l —37
Age 18 - 44 Age 45 - 54 Age 55 - 64 Age 65+
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Evolution of Cultural Norms

* From “snob” to “omnivore”
- Richard Peterson, Vanderbilt University
e Shift in ideal: from fine arts sophisticate to world

cultural citizen

- A new kind of cosmopolitanism
- Desire to make sense of the complicated world we live in

* Increased access to the art and artists of diverse
cultures

* Inevitable move towards one highly interconnected
mosaic of global cultures
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Part 2: Changing Consumer Behaviors

Trends in Arts Engagement: Madison, Wisconsin




Shortened planning horizons

* Decline of advance commitment

- Exceptions are highly desirable products, when
scarcity is an issue

* Evidenced in later and later sales patterns for

arts presenters
- This trend is inconsistent with subscription marketing

* Increased premium on flexibility, as lives get

more complicated

- Keeping options open until the last minute; enabled
by the availability of “perfect information”

- Will people pay a premium for buying late?




Some consumers don’ t want to play
the hierarchy game

* Each cultural institution values its biggest

spenders/donors the most; perks abound

- But more and more younger consumers don’ t want to play
the hierarchy game

* Not everyone wants to “get married”
- Can we just date?

* How can we facilitate and encourage infrequent use

and late buying?
- Cooperative marketing solutions are implied
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Increased demand for convenience

* Low threshold for opting out
- Attractive, convenient alternatives

* Less willingness to drive, fight tratfic
- More at-home entertainment options

* Slow shift in population away from arts
facilities in urban centers

* One response is venue diversification

* Looking forward, the challenge is being
relevant to people in a range of settings
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The new calculus of risk and reward

Less willingness to take risks, more willingness to pay large
sums for a guaranteed “home run” experience

- Evidenced by blockbuster phenomenon
- Super-premium price points on Broadway

Consistent with a pervasive trend towards “trading up”

The rise of VIP culture or “the massification of luxury”

- Creating the reality or illusion of exclusivity, status,
prestige

- The more everything becomes accessible, the more some
people want to be separate

Suggests demand for value-added, premium arts experiences
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Migration toward electronic info.

acquisition
WEB USAGE BY AGE COHORT: ALL RESPONDENTS
O— % w/Any Web Tix Purchase History —m@— % Ever Visited LWT Web Site
—a&— % Ever Purchased Tix Off LWT Site —@— Cum. % of Total Sample
100% | O
90% +— Q=B
80% ——Igk S Q
— 00
= 70 0/ ] <&
é 60% O
w  50% o
< <
< 40%
o &
< 30% Q
© 20 .\\ [ Q@
° S —
10% O 2
0% S | & —A
Age 18-34 Age 35-44 Age 45-54 Age 55-64 Age 65-74 Age 75+
(n=21) (n=59) (n=171) (n=237) (n=180) (n=148)
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Increased reliance on word-of-mouth

* Lower consumption ot traditional media

- Fragmentation of the media
- Proliferation of personal communications technologies

* Reaction to glut of information: hunger for
“unbiased” filters
- Absence of the critical voice in many markets

e Proliferation of online Word-of-Mouth tools

- Peer-to-peer and viral marketing tactics

- Online invitation tools, ticketing systems that integrate
with Facebook; mobile apps




InstantEncore.com
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Concerts Music Videos Radio Podcasts News Blogs Festivals
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Cleveland International
Piano Competition Online
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What is InstantEncore?? | Discover |
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Huge push to figure out how to use
social media to drive attendance

* Proliferation of online social spaces

- Facebook.com MySpace.com, Twitter, Friendster.com,
Care2Connect.com, CrowdFactory.com, Tribe.net,
LinkedIn.com, Gather.com

e Still 2 new frontier for the arts sector

 Concurrent rise in real life social networks

- Book clubs, film clubs, play groups
- The Cellular Church (Malcolm Gladwell)

Linked m® Relationships Matter
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Meetup.com

I::In(_j_ P _St rt_. R Login Sign up Help  English v
a Meetup Group a Meetup Group

The Lakeshore Stitch 'n Bitch Group

Home

About JOin The
calendar Lakeshore
arhae Stitch 'n Bitch
Group

Photos Location Meetups l
— - Oakland, Ca 16 so far You'll get invited to our
Mailing List ' Meetups as soon as they're
Members Rating scheduled!
Message Board 78 fiber artists R
Polls | Meetup topics Founded Name:
Files Crochet, Knitting, Sewing, January 13, 2009 _
Needlework )
\ Promote! Ve Email:
Organized by
. . _ _ _ Password:
T - Meet fellow Crocheters and Knitters in the areal Fiber artists of all skill levels are _
W invited for a cup of tea, a friendly conversation, and plenty of support and help
-y 5 o o . . 0
Ll £ with their work. Every tue;day night from roughly 7A.DD to 10:00 pA.m. at L'amyx tea M 1 agree to the Terms
bar on Lakeshore Avenue in Oakland. Come and knit or crochet with us! Feel free = Gerftes
Chase to come and stay as early or late as you like! Hope to see you there!
email me
:
o N PN
Other nearby Meetup What's Meetup?
Groups
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Royal Opera House viral campaign, Nov. 2010,
www.dannyknowsbest.com
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Im a slave in my own

] &\( ):a home... | want to
N > N N
- * + 1 divorce my family

10:58

» My racist father is
Ty holding me hostage

9:06

17511 views

15139 views

- I'm sleeping with my
= ¢ father's boss behind

- . fistack

%16 14992 views

Use these buttons to join in
with the audience:

t APPLAUS; ))
( Boo )

["DANNY! DANNY!"]

([ security! )

Share this with others
You P [ ]
Al E L™

Email this to a friend

Youremail [N @
Theiremail N @ I
Message

WATCH THE
UNCENSORED
VERSION

JOIN THE
AUDIENCE

Would you like the chance to
be in our studio audience?
Be part of Britain's first online
chat show and watch these
stories unfold.

APPLY NOW

WEEKLY EMAIL
ALERTS

SIGN UP



Social network fundraising:
www.Chipin.com

'.' Welcome to ChipIn!

<9 o S .
" ChlplnBETA Sign Up or Log In: | I [ ]il

Email Password (forgot?)

The power of giving together News  Support FAQ

Use Chipln to simplify the process
of connecting with people in your
social network to collect money for

Connect. Collect. Together. a personal cause, to purchase a

gift, or for community fundraising.

What Is ChipIn? How Does It Work? Join ChipIn Now!
More Time, Less Pain o Connect... Start Today

ChipIn automates the time- _ A Reaqistration is free. No membership

consuming task of organizing people .{ 6:;1 B dues. No transaction fees.
to give together. Connect with friends ﬁ

and collect funds for a birthday agift,
office pool, neighborhood fundraiser = Groups both big and small
or any other group purchase.

® Using your current Outlock,




Kickstarter.com

~—

KICK DISCOVER PROJECTS LEARNMORE  BLOG Login  Signup

and tips from the
Kickstarter team.

Fund Ideas & Endeavors .~ "7

KICKSTARTER IS A FUNDING PLATFORM FOR ARTISTS, DESIGNERS,
FILMMAKERS, MUSICIANS, JOURNALISTS, INVENTORS, EXPLORERS...

R T T

A New Way To m Interviews, updates,

u Facebook ¥ Twitter

FUND PROJECTS TEST CONCEPTS
Allison Weiss used Grand Opening wanted to
Kickstarter to fund her new convert their gallery into a

EP directly from her friends pop-up wedding chapel for
RETURN and fans. They supported the summer, but first they
Allison Weiss nmlr.o:-z. afull-length Allison with cash, and she's Wedding Chapel needed to ensure there was
record! rewarding them with cool by Grand Opening enough demand. Using
by Allison Weiss stuff and behind-the-scenes Kickstarter, they pre-sold

YWedding Chapel will marry loving

What started as a dream has updates. couples atthe Grand Opening weddings, t-shirts and
hecome a reality! I'm making a full starefront in Manhattan's Lower sponsorships, and

length album, and it's the FINAL East Side -- It's Vegas, the New completely eliminated their
COUNTDOWRNI! Click for info, help Yark way! financial risk.

me reach a new goall

$7,711.16 PLEDGED $3,094 PLEDGED
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Manifesto | WeDidThis
~ W o B ) . N " B —— ,. - . ~
p. 'ﬁ~ [ E http://wedidthis.org.uk/manifesto Y \ -" heating & appliance@Q

Most Visited ~ Getting Started Latest Headlines & Apple Yahoo! Google Maps YouTube Wikipedia News~ Popular~
] Timesheet - WolfBrown - Har... €3 n 'l Home - CSO Citizen Musician €3 n E Manifesto | WeDidThis (%) n f Facebook (2) (x] ” =+

sorva: [ oo I o

Request new password

o e
V\’eDid' I 'hls ART FOR EVERYONE, |- Zi&W
FUNDED BY EVERYONE. |</8
MARKETPLACE BLOG MANIFESTO FORUM Leo Critchley

supports new art

we believe that eVEIryone should
have the chance to support great aI't and be
rewarded for it

And that if they do so, the arts will become Stronger
and more open

build a popular movement to support and
transform the UK arts sector; a new alliance
between artists and their audiences to take control of
arts funding.




Growing awareness that social
context drives arts attendance

* Who do I want to spend time with?

* Absence of social context is a major barrier to
participation
- e.d., ‘spousal taste discordance,’ new to the area
* People construct all sorts of social groups around

arts experiences

- Groups of co-workers, college alumni groups, church
groups, small family groups, friendship groups

e Initiators and Responders: new emphasis on
personal, direct selling
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Part 3: Changing Patterns of
Participation

Trends in Arts Engagement: Madison, Wisconsin




The rise of personal creative
expression

* The tools of everyday creativity: the living arts

- Gardening, cooking, decorating oneself, designing attractive
living spaces, collecting art and objects, writing letters and
diaries

* Mostly self-directed, home-based

* Add to this the user-generated content phenomenon
- CafePress.com: “Shop, sell or create what’ s on your mind”
- Flickr.com: “Store, search, and share your photos”
- YouTube.com: “Broadcast yourself”
- GarageBand music composition software

* Off the radar map of most funders and arts institutions
- A giant value disconnect




Trend towards more customized
experiences

* Deeply embedded in today’s consumer

environment

- “Mass customization” or the “one-to-one future” in
which every consumer gets unique treatment

* A generation of consumers 1s accustomed to
getting what they want, when they want it,

where they want it
- iTunes, NetFlix, TiVo, digital cable, satellite radio

* Meanwhile, we are selling fixed experiences at
fixed times, at venues with fixed seating
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MIZED M&M’S-

EXPRESS
YOURSELF

LIMITED TIME O
BIRTHDAY ACT NOW!

Enter your email address here
SUBMIT;

. HOLIDAYS

NOW YOU CAN SPEAK YOUR OWN SWEET
MIND ON M&M’'S AND PACKAGE THEM JUST
AS CREATIVELY.
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stamps]

sign in | register

T PhotoStamps

Real Postage. Really You.

BEST

PRODUCTS
2005

BusinessWeek

Create PhotoStamps |)

The Perfect Valenti

ne’s Gift Special Postage Collections

FREE PREVIEW

Have fun previewing as many
PhotoStamps as you like.

"OVE

ANNE (GEDDES

Anne Geddes
8 - 3%

NFL Collegiate
N> NASCAR®
NFL Teams
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THE METROPOLITAN MUSEUM OF ART

the Met

Become a
Member

You have exclusive acosss to the following festures throughout the Metropolitan
Museum's Website:

My Met Gallery

Gather your favorite works of art from the Museum’s online collection.

Set My Met Calendar
Customize the online calendar so it displays only those events that interest you and sign
up to receive sutomatic weskly calendar reminders based on your preferences. Or, go

directly to My Met Cslendsr.

Registration Information
Change your emasil address or password.

Free Email Newsletters
Sign up for free emasil newsletters of your choics.

Rapid Checkout

Enter your postal address, which the site will remember when you return to make s
purchase.




More demand for active
engagement opportunities

* Consumers are demanding shorter, more intense,

more meaningtul experiences
- We are entertaining a generation of experience learners

* Evidenced in higher rates of “personal
participation”
- The rise in amateur art making, art collecting (e.g., home-
made music recordings)

- Part of the “Pro-Am Revolution” (i.e., professional
amateurs such as bloggers, astronomers, singers)
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Six in ten dance audience members
are dancers (Nat’l study, 2011)

Dancer Status, Total Sample

Active or
Serious Dancers

- 19%

Not a Dancer
43%

Social Dancers
38%
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Shift towards interpretation-rich
arts experiences

* Overall trend towards interactivity, contextualization and
“experience enhancement”
- Slow, fitful field-wide innovation process
- Much, much experimentation going on

* Efforts to improve “readiness to recetve” the art

- Martha Graham company - introductory videos
- Advance mailing of program notes, synopses

* Embedded interpretation
- Audio guide content on cell phones
- Supertitles at the Opera; audio descriptions for the “unblind”
- Concert Companion at classical music concerts




Growing importance of “setting”

* Desire to work at large scale

* Need to accommodate artistic work that defies
categorization

* Increased use of found spaces that make a special
connection with the artistic work

* Growing need to facilitate social interaction

* Growing need to offer choices in terms of seating
comfort, mobility, degree of socializing

* Desire to break the rigid formality of certain art
forms in order to appeal to new audiences
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The Culture of Instant Feedback

e Consumers are more and more accustomed to

being asked for feedback on everything

e Entire business models in the commercial sector
are based on customer feedback (e.g., Amazon)

* Social networking sites serve as real-time feedback
mechanisms

 Arts groups are just beginning to discover the
power of instantaneous feedback
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Integrating Audience Feedback with New
Work Development: BAC, Battersea

\)

BO

11IRY

BAC will play host to dozens of our
favourite artists as they develop
new work in every corner of the
building. Scratches are new
theatrical ideas developed by
artists and shaped by audience
feedback. Individual Scratches
happen at BAC throughout the
year and the Scratch Festival is a
celebration of Scratch, with loads
of Scratches on during a three
week period.

The best way to enjoy Scratch
Festival is to see more than one
show in a night. The Scratches are
short enough that you won’ t have
to worry about getting hungry half
way through or your bottom going
numb from being sat down for too
long!
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join eNotes « request a brochure

fosg chicagoperatheater

Ordin Brian Dickie, General Director

Buy Tickets

Support COT

Donate Now
The People’s Opera
Ways to Contribute
Benefits of Giving
Trihutes & Memorials
Gifts of Stock
Planned Giving
Matching Gifts
In-Kind Donations
Donor Events
Annual Gala
Exclusive Donor Events
Our Supporters
Individual Contributors
Organizations

Special Events

2010 PEOPLE'S OPERA: VOTE VERDI!
Which Verdi opera will be presented in the 2012-13
Season? You decide by voting with your dollars!

I DUE FOSCARI I MASNADIERI GIOVANNA D'ARCO

RECEIVE 5 BONUS
VOTES FOR EVERY $25!

Chicago Opera Theater lets you, the people, decide one ofthe operas in the 2012-13 Season. Cast
. your vote(s) for merely a dollar and the opera that receives the most"votes" is the one Chicago
Going to the Opera Opera Theater will produce! The first $16,000 worth of votes will be matched by an anonymous

donor which doubles your voting power!
News and Media

Far our third annual contest, COT is thrilled to announce that the "People's Opera" will mark the
Education Bicentenary of Giuseppe Verdi's hirth. General Director Brian Dickie has picked three
underproduced yet unforgettable Verdi operas for which the public may cast their vote.

Young Artists Program

Hurry! Voting ends June 11th, 2010!

Look, Listen and Follow Click here for the current People's Opera Standings!

The Company

I due Foscari
(The Two Foscari)

Condemned to live in exile after a false accusation of murder, Jacopo is caught illegally
reentering Venice. His father, the Duke, is forced to make an impossible choice hetween country
and family. YWhat will happen when the bonds of family are ripped apart by the teeth of the law?
This age old struggle is atthe center of this rarely performed Verdi masterpiece.

Listento a clip
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Audience as Co-Author of Meaning

Syndicate this site (XML) Art Mobs to Remix MoMA (With Your Help) STUDENTS

PODCAST Cheryl Stoever

Art Mobs returns with a new project. Last year we hosted a

gallery event at Marymount Manhattan College. Now we're Albert Rodriguez
focusing our attention on the Museum of Modern Art. We've

Subscribe Via Apple iTunes

Jean R.
Browse Audio Guides produced (unofficial) audio guides for MoMA, and we're P
e351Ca Fa
Subscribe to Audio Guides making them available as podcasts. We'd love for you to join
in by sending us your own MoMA audio guides, which we'll Ha oo
gladly add to our podcast feed. Why should audio guides be Laura L.
PRESS / WEB
proprietary? Help us hack the gallery experience, help us remix Tony G. ‘
e MoMA! TR
RocketBoom Video Sasha Giglio 63 o
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Concluding Thoughts

The Shifting Sands of Demand: Trends in Cultural Participation




(J Trends in Arts Engagement

Review of Key Trends

* Rapid diffusion of musical tastes
* Filters help people make choices
* Importance ot social context

* Improving “readiness to recetve” and managing
the total customer experience

* Giving customers more choices to make
* Engagement, experience enhancement, intensity

* Making connections to personal creativity at
home and at work
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About the Speaker

Alan Brown is a leading researcher and management consultant in the nonprofit arts industry. His work focuses on
understanding consumer demand for cultural experiences and helping cultural institutions, foundations and agencies see
new opFortunities, make informed decisions and respond to changinfg conditions. His studies have introduced new
vocabulary to the lexicon of cultural participation and propelled the field towards a clearer view of the rapidly changing
cultural landscape.

For 2010-11, Alan” s work will follow several veins. He is leading several multi-year evaluation and assessment projects
funded by the Doris Duke Charitable Foundation, including the Creative Campus Innovations Grant Program
administered by the Association of Performing Arts Presenters, Dance/USA’ s Engaging Dance Audiences program, and
Nonprofit Finance Fund’ s Leading for the Future initiative. His work on assessing the intrinsic impacts of arts
experiences continues to expand and evolve, most recently with the Liverpool Arts Regeneration Consortium in the UK,
which has commissioned a year-long impact assessment pilot program. In January 2010, Alan kicked off a major study of
jazz audiences led by Jazz Arts Group of Columbus, Ohio, and a consortium of ﬂ'azz presenters across the U.S. (also
funded by Duke). During the 2010-11 season, he will be assisting the New Wotld Symphony in evaluating several exciting

new concert formats in advance of the opening of their new groundbreaking new concert hall designed by Frank Gehry.

Another focus of Alan’ s work is developing measurement systems that communities can use to reliably and repeatedly
track levels of public engagement in culture, including the Philadelphia Cultural Engagement Index. With Dr. Dennie
Palmer Wolf, he plans to continue developing new approaches to measuring the creative capital of children, families,
workers and whole communities.

Customer segmentation remains a major thrust of Alan’ s work, with recent studies for the Philadelphia Orchestra,
Steppenwolf, Welsh National Opera, Pacific Symphony, South Coast Rep and the Major University Presenters consortium.
He is presently working with other consultants to develop the next generation of marketing databases for the arts industry
that will incorporate survey data as well as transaction data.

Alan serves in a volunteer capacity on the Research Advisory Council of the League of American Orchestras, and has
served on the organizing committee of the National Arts Marketing Project annual conference since its inception. He
speaks frequently at conferences in the U.S. and overseas. Prior to his consulting career, Alan served for five years as
Executive Director of the Ann Arbor Summer Festival, where he presented Ella Fitzgerald, Sarah Vaughn and many other
artists. He holds three degrees from the University of Michigan: a Master of Business Administration, a Master of Music in
Arts Administration and a Bachelor of Musical Arts in vocal performance. Alan makes his home in San Francisco with a
yellow Labrador Retriever named Golden Brown.
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