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Executive Summary

Within the following document, you will find an in-depth Integrated Marketing

Communications Plan for the Boulder Philharmonic Orchestra, prepared by a team within the

Quintet Advertising Agency. In the plan, Quintet has analyzed the primary strengths,

weaknesses, opportunities, and threats of the orchestra and from that information, has been

able to provide recommendations for a new media mix, schedule and budget. Alongside this,

Quintet has provided potential deliverables that the orchestra may be able to implement

within the coming year that will hopefully optimize both individual ticket sales as well as the

subscription package and has provided a recommendation for a way to gather and analyze

data. Quintet has identified 2 target consumers, two adults, one male and one female in the age

groups of 30-55 and 60-75. The media mix and media scheduling have been implemented based

on the attributes and personality of the orchestra as well as specific events they will be holding

within the coming year. The Boulder Philharmonic's mission, values, and business model have

all been taken into consideration while preparing this plan and upon this consideration,

Quintet has come to the conclusion to recommend options for digital marketing, direct

marketing, sales promotions, and collaborations with nearby businesses. All of this, along with

the proposed budget and measurements that will be taken, will be able to evaluate the success

of the Boulder Philharmonic Orchestra in the 2023 year.
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SWOT Analysis

As of right now, people are drawn to the Boulder Philharmonic Orchestra due to its

emphasis on diversity and culture, and ability to tell a story through music and visual imagery.

Fans love the Boulder Phil as it excels at forming meaningful connections with consumers and

creating a community atmosphere at concerts and events. Through utilization of concerts and

freelance artists, you have been able to enhance a deeper understanding that music is for, and

should be attainable by, anybody regardless of socioeconomic status, race, gender, and/or

sexual orientation. You have enriched the community and your audience by creating a new

model for American orchestras through dynamic performances that reflect Boulder’s values,

creativity, and sense of place. The best part for the audience is being able to experience such

aspects of the performance at an a�ordable price, especially for families, students, and people

who enjoy going more than once per year.

While the Boulder Phil has built a strong and loyal fanbase, these fans are getting older

and new fans have been hard to come by. You have seen great success with direct marketing

straight to loyal fans and this is because it provides an intimate way to communicate

promotions. To expand this fanbase, especially to younger consumers, Boulder Phil will need

to branch out digitally and appeal to a wider array of people.
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Strengths Weaknesses

● Strong brand recognition among
community already

● Slick, Clean website that reflects brand
well

● Success with previous marketing tactics
● Proven to connect with consumer and

create lasting relationships with fans
● Exciting and accessible atmosphere

● Lack of Social media presence
● Difficulties connecting with younger

demographics
● Frugal marketing budget
● Requires consumers to have free nights
● Lack of Promotions

Opportunities Threats

● Collaborations
○ Partnerships with other venues to

hold post-concert events
● Holiday season

○ Families in town feeling festive
and looking for something to do

● Strengthen Social Media Presence
● Room to increase promotions during

prime seasons or specific events

.
● Increasing competition in a crowded

music scene in Boulder
● Decreasing interest or passion for the fine

arts amongst youth
● Possibly conflicting target markets
● Seasonal interest for some groups of

people because of all the outdoor activities
Boulder has to offer

Suggestions for the Boulder Philharmonic that will be presented within this plan will

address the strengths and weaknesses of the orchestra while optimizing opportunities and

minimizing threats. By bolstering the email system and upholding the intimacy with loyal

consumers, you will be able to generate buzz within the community and by o�ering more sales

promotions during holidays and big events and creating a larger presence on social media, you

can generate more tra�c. Finally, by adopting a way to obtain and analyze data, you will be

able to see where the orchestra is successful and where more marketing e�orts should be

made.
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Marketing and Communications Objectives

The marketing objectives for this plan is fairly straightforward but must be executed

well.  Boulder Phil has been successful for so many years because of your ability to form

meaningful relationships with fans, making them feel like a family. To continue this success,

you should continue the patterns that led to it, such as direct marketing through E-Blasts to

recurring customers, and promoting post-concert events where fans can mingle with

musicians. This intimacy is why fans fall in love and will continue to plan nights around

Boulder Phil events especially during the holidays. Another objective for Boulder Phil is to

bring fresh eyes and ears to your concerts and appeal to a younger audience. Boulder Phil

must di�erentiate themselves from other venues in Boulder. Building brand awareness

amongst the student and young adult population is the goal and will lead to greater success.

The marketing must be clear and concise in order to uphold the elegance of the brand while

still standing out as an appealing brand to college students and young adults.

When communicating these messages to consumers, there are several objectives that

Boulder Phil should have in mind. All of your work should appear inviting and open to all. Fans

and people that attend your events feel as if they are a family due to connections between

musicians and fans. When marketing for the orchestra, this should be clear.  The orchestra

o�ers a variety of elements in shows that make you stand out in the Boulder music scene. You

focus on embracing diversity and connecting  listeners to various cultures in a way they may

have never experienced before. These ideas, if communicated, will appeal to consumers who

are looking for a new experience.
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Target Audience and Buyer Personas

The first group that we have decided to target is the young mother which extends from

ages 30-55. Under this group, we have the buyer “Stacy Johnson” who is a mother of two young

boys ages 8 and 10. People in the category with Stacy have children, are married and have an

average household income be\tween them and their spouse of around $250,000. Moms like

Stacy are working while also taking care of their family and value time spent with their loved

ones. They want their kids to experience the culture of Boulder while avoiding distractions

from smart devices. They like to expose their children to the arts and are in search of

a�ordable options that they can attend with their entire family after work or on weekends. She

is looking for a family discount of some sort from the Boulder Phil but is unsure if the

subscription package for everyone in her family is worth it.

The second group we have decided to target is the retired male or female who lives in

Boulder and is aged 60-75. This group is important because they are a large percentage of the

Boulder Phil’s ticket sales, so if this group increases their interest in the subscription package,

the Boulder Phil will be in a good position. Here we have targeted Rudy Smith, a retired

physician who lives in Boulder with his wife and dog. He values time spent with his wife and is

looking for something that he can attend more than once at a reasonable price that is not too

far from his home. The retirees enjoy the arts and being able to attend events with their

friends and family especially during the holidays. Ideally, there would be an option for them to

buy multiple tickets for themselves and potentially have a discount for loved ones for another

event within the year.
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Recommended Marketing Deliverables

Instagram Advertisement

Email Marketing Blast

Printed Sales Promotion for Mail

Printed Flier
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Scheduling and Measurement of Media Mix

The integrated marketing communication for the Boulder Phil will be based upon a

pulsing schedule. The Boulder Phil has events that run throughout the year to draw in

customers, therefore a pulsing advertising schedule would be the best option. We will run

increased targeted advertising during the holiday season along with the spring season, as this

aligns with the events the Boulder Phil will be hosting. The overall pulsing schedule will allow

us to push for an increase in

sales during those peak

performance dates while

continuously promoting the

Boulder Phil throughout the year.

We have laid out a schedule for

the breakdown of the IMC beginning in January and ending in December.

To ensure that we provide the best advertising schedule for the Boulder Phil, we

decided that a pulsing strategy would be the best option. We will have an increase in direct

advertising strategies in the months of January, March, April, May, November, and December

to increase sales for their events. Digital marketing will also be increased during the spring

season of March through May, along with the holiday season of November through January. An

increase in these advertising methods will allow for alignment with our sales promotions.
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Budget and Allocation of Budget

Quintet’s media mix has been calibrated with e�ciency in mind. Digital and Social

Media advertisements will be purchased on a monthly basis at Facebook, Instagram, and

TikTok with their rates determined by the most recent estimates available for our volume of ad

buy. Our direct mail is broken into two categories of Snail Mail and Email. Our Snail Mail will

be done with 6000 8.5” Flyers through FedEx costing $1000 dollars, and our Email promotions

will be hosted with Mailchimp at $20 per month. Print Ads will be displayed in both the

Boulder Lifestyle Magazine and the Daily Camera Newspaper with rates determined by their

current circulation figures and number of pages bought. To improve the Boulder Phil’s already

fantastic website’s ranking we’ve purchased professional SEO services to the tune of $2,000

per month to bring an influx of tra�c to the website along with analytics to track and optimize

this growth. Our collaboration expenses with Cafe Aion and the Marriott Hotel are base rates

13



but with built in assumptions on additional capacity necessary, particularly during peak

seasonality in ticket sales. Salesforce implementation will be the key

to streamlining all of the marketing functions of the Boulder Phil and provide the data

management and tracking needs previously unmet. The set up will cost $5,000 utilizing a CRM

professional, but will then be $150 per month once processes are automated.

The following chart shows the marketing mix budget allocation that we are confident the

Boulder Philharmonic should implement.
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