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BAM + Culture Segments: going beyond ticket history to
motivations for attendance

e Began tagging Culture Segments in Fall of 2015
o Sent survey in batches to constituents in Fall 2015;
biannually in following years
o Added survey to the end of purchase path in Spring 2016

e Over 20K constituents tagged, 14% of database
e \We don’t have a distinct segment - 26% Essence, 25% Expression,

24% Stimulation, 16% Affirmation
Essence Stimulation
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Affirmation
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Like nothing you've
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ot mainstream
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tell others | did




Culture Segments data is
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Culture Segments data can be used in list manager or
extractions
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With a diverse audience of different motivations, we have used
Culture Segments in our extractions based on content.

Reviews appeal to Affirmation
Emotional narrative of story, human interest
appeals to Expression

5 sales for $1,105 within 2 weeks of sending;
14 total sales since for $2.2K

Video is great for Stimulation, as they want to see
what they will experience

5 sales for $815 within 2 weeks of sending;
21 total sales since for $2.8K

DAIVI

“...packs a profound, shattering, physical and

THEATER

Long Day’s Journey Into Night
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emotional punch.”

— DAILY MAIL (UK)




Beyond segmentation for emails, we have used these groups
for:

e Facebook targeting

e Informing how content is created (i.e. copy writing based on
shows Culture Segment)

e Membership appeals based on segment
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Questions?

schiu@bam.org




