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Executive Summary
“Where words fail, music speaks.” 

-Hans Christian Andersen

“Music is the universal language of mankind.”
-Henry Wadsworth Longfellow

“Music gives a soul to the universe.”
-Plato

These expressions, and many others like them, sum up the unique power of music: Music con-
nects people—to themselves, to others, and to the universe. Music is the soundtrack of our 
lives, our imagination and our dreams. Music is magic.

The Idaho State-Civic Symphony continually conjures the power of music through their perfor-
mances at the Jensen Grand Concert Hall at the Stephens Performing Arts Center in Pocatello, 
Idaho. However, all too often, many of these evocative performances are overlooked and poorly 
attended.

The Idaho State-Civic Symphony, in conjunction with the James E. Rogers Department of Com-
munication, Media, and Persuasion, Public Relations Programs, is launching a new PR cam-
paign to show the Pocatello-area that the symphony is the music destination in the community, 
and that it is an environment where all will feel welcomed.

Though it is the longest operating orchestra in the state of Idaho, the Idaho State-Civic Sym-
phony is concerned with a lack of community awareness and a diminishing audience. It is be-
lieved that these struggles stem from a preconceived notion that symphony performances are 
five-star affairs for the upper class. 

In order to combat these perceptions, we have developed a public relations campaign to rea-
lign the image of the Idaho State-Civic Symphony with its current reality: a relaxed atmosphere 
where music lovers come to enjoy spectacular performances. Furthermore, our PR campaign 
will highlight the Idaho State-Civic Symphony as an event that brings our community together, 
regardless of individual background.

This is a pivotal time for the symphony. The organization, in the past 5 years, has hired a new 
executive director and brought on a young conductor who brings with him experience from 
larger orchestras in the south. 

These recent changes provide a great opportunity to rebrand without drawing attention to the 
decline in community participation. Instead the campaign can be framed as an invitation for the 
community to attend the symphony and to introduce them to new faces. 
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Research

A short survey that asked participants about themselves and their perception and understand-
ing of the symphony was completed. This informational survey provided basic demographics 
such as age, education, and income. 

In addition, the survey solicited information such as: which social media platforms participants 
use most frequently; current awareness of the symphony; past attendance of the symphony; 
and if they have never attended the symphony, what might encourage them to attend a perfor-
mance. 

The results of the survey provided insight into community perceptions of the ISCS how the 
campaign can effectively communicate key messages.

Primary Research

Surveys

Field Research

Several photographs of the symphony audience were taken during a recent ISCS performance. 
These photographs clearly demonstrate the reality of audience members dressing for comfort 
rather than status at the concerts.

Secondary Research
The Idaho State Civic Symphony faces challenges that plague many orchestras across the 
country, namely image. Many community members assume that the symphony isn’t for them 
based on preconceived notions about the types of people that attend performances and what 
the performances themselves are like.

Since its inception in the early 1900s, the symphony has seen shifts in the demographics that 
take part in symphony performances. In addition, the ISCS is currently reflecting the national 
trends in attendance at orchestra events. 

In exploring these realities, our secondary research spans a variety of sources to help provide 
insight into the challenges the ISCS faces.

Age

According to Heather Clarke, Executive Director for the ISCS Association, there is a 20-year 
difference between symphony attendees who hold season tickets and those who do not. The 
average season ticket holder is over 55. 

The ISCS is not alone though with this age demographic. According to a study done by Oliver 
Wyman in 2008, nationally the average attendee is retired. This population of attendees is also 
wealthier.
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Income

The income level of symphony goers reflected a more affluent demographic. According to the 
Wyman study, the average income nationally is between $70 and $125 thousand a year (2008). 
While the national average is over $70 thousand, the US Census for Pocatello reported the 
median income for the community of $40,792 thousand a year, or roughly $3400 a month per 
household. 

Taken in consideration with the median housing costs of $1034, this leaves roughly $2366 a 
month for other expenses per household. 

This makes the Pocatello area highly affordable. In fact, Forbes Magazine recently rated Poc-
atello #6 in their article “Best Places to Live Cheaply,” and in 2013 USA Today reported Pocatel-
lo as one of AARP’s top five places to retire on $30,000 a year (Malcolm, H., 2013). 

Furthermore, the accessibility of the symphony is still within reach for any income bracket with 
the ISCS offering lower ticket prices at $13, similar to the cost of a movie.

Diversity

Based on observation at performances the majority of symphony goers are Caucasian. This 
heterogeneity is expected given that 90% of Pocatello’s population is white (Census, 2014). 

Given the census data and field observations during performances we will expect racial diver-
sity to remain the same.

Perception

The Pittsburgh Symphony Orchestra (PSO) in 2015, commissioned a research study to assess 
audience perceptions of its performances. Even though the study wasn’t based in the cam-
paign’s target geographic market, it provides a solid launch off point to begin research.

The PSO received feedback that challenged the way they conduct business. For example, one 
received comment stated the symphony was  “too boring” (Bloom, 2015). 

The article further highlighted the perception challenges symphonies face. The commenter 
stated “The last time I attended the symphony it was a total drag” (Bloom, 2015). 

With PSO sharing similar age demographics and performance styles we expect this to hold 
true for the ISCS.
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Pocatello Market Analysis

The city of Pocatello is located in the Pacific Northwest in the southeast corner of Idaho. In 
2014, the Census Bureau estimated the city’s population at 54,292 people. 

It is one of the largest cities in the state making up 30% of the state’s population. According to 
Census data, the population has remained the same over the past 4 years.

The ethnic makeup of Pocatello is, according to the census, 90% Caucasian. Hispanic or Latino  
populations make up 7.2% of the population. Other ethnicities are relatively evenly distributed 
between 1% and 2% (Census, 2014). The percent of religious people in Pocatello, according to 
Sperling’s Best Places, is 67% with 52% claiming LDS as their primary religion (2016).

Pocatello’s median household income is reported at $40,792 (Census, 2014). This ranks below 
the state’s median income of $46,767. However, roughly 41% of households reported an annu-
al income greater than $50 thousand a year (Census, 2014). 

While wages in Pocatello are relatively low, they also have a low unemployment rate compared 
to the rest of the country at only 4.6% (Sterling’s Best Places, 2016).

Target Audience
The target audience for this PR campaign are college-educated, middle and upper-class cou-
ples between the ages of 30-55.

First, the strong connection of the symphony to the university, as well as the potentially higher 
income levels of college-educated individuals justify targeting this demographic. Because col-
lege-educated individuals are likely to maintain middle and upper-class households with some 
disposable income, a population that a donation-dependent organization like ISCS is in need of 
tapping into, this demographic is considered important. 

Second, events like symphony performances are most frequently attended in pairs. According 
to the 2014 US Census, Pocatello has a married population of roughly 36%, which does not 
take into account couples who are not married.

Third, the median age of Pocatello is 30.7, it is likely that there is a large population of coupled 
adults within the target age-range. Targeting couples, especially young-professional couples 
between the ages of 30-55, is important to add to the current subscribership demographic of 
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couples over the age of 55. 

Finally, this age demographic was identified by Heather Clarke, the ISCS Association’s Exec-
utive Director, as the desired age group for new symphony goers. By targeting couples in this 
younger age bracket, it achieves three things: potentially providing new long-term subscrib-
ership, engaging the largest adult population in the community, and combating the elitist and 
elderly stereotype of the symphony. 

Key Messages
This campaign will focus on three key messages that will support a positive image of the Ida-
ho State-Civic Symphony. These key messages will provide reinforcement of the symphony 
brand with existing subscribers while introducing the symphony to people that may not have 
considered the symphony previously. This campaign will focus on branding through a variety 
of mediums.

The symphony is an event that can be enjoyed by everyone in the community. 
The focus of our PR campaign will effectively communicate that the symphony 
is an event that can be enjoyed by everyone. The ISCS Association has request-
ed a reimagining of their image, in the form of a rebranding and public informa-
tion effort.

Music connects people and so does the symphony. Music brings people togeth-
er regardless of demographics, and as a family-oriented community, this mes-
sage will be attractive to our target audience. The ISCS Association suggested 
that our messaging incorporate the local community with the university.

Sharing about the symphony on social media is welcome and encouraged. So-
cial media is a great way to reach the target audience of 30-55 year olds for 
little to no cost. If used correctly, social media as a tool can help promote a pos-
itive image of the symphony experience by making it appear casual and fun, 
and since the social media accounts will be run by members of the ISCS or the 
board, the messaging can easily be controlled.
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Challenges and Oppurtunities
Challenge. Many people in Pocatello may feel that they are already acquainted with the Idaho 
State-Civic Symphony and have established negative preconceived notions of the symphony 
without experiencing the symphony first hand.

Opportunity. Though people might have preconceived notions of the symphony, these notions 
are often based on images of symphonies from the media. 

However, “typical” symphony experiences, where patrons wear tuxedos and ball gowns, do not 
match the experience at ISCS. 

Instead, our reimaging and rebranding efforts can highlight the casual, comfortable atmos-
phere that currently exists at the ISCS, in order to appeal to new audiences without turning off 
the current regular attendees.

Challenge. The ISCS could benefit from more compelling coverage from the local media. The 
media that is available on the ISCS is limited to press releases about upcoming performances. 
Minimal coverage diminishes the perceived relevance of the ISCS to community members.

Opportunity. Though the ISCS has minimal local news coverage, Pocatello often gets national 
news coverage, often in the form of stories framing Pocatello as a desirable place to live. 

By providing information to national and local media outlets about the ISCS, it is a win-win sit-
uation: the news source has more content for their coverage, and the ISCS receives national 
attention. In addition, enhanced local coverage that bolsters their perception in the community.

Challenge. The ISCS could benefit from a compelling social media presence. Their current 
Facebook and Twitter accounts have little activity and little following.

Opportunity. With the lack of social media presence currently, it provides a fresh platform to 
create engaging content that can reach ne w audiences. 

Furthermore, by creating an Instagram account that links to their Facebook and Twitter ac-
counts, the ISCS and its fans can easily create new multiplatform posts featuring their unique 
hashtag (#myidahosymphony).
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Objectives, Strategies, Rationals, and Tactics

To inform the target audience of ISCS by May 2, 2016.

Objective 1

Rationale. From our secondary research it is has been demonstrated that the target demo-
graphic does not find the symphony relevant or connected to their lives. This will capitalize on 
current trends in social media, design, and podcasting.

Strategy 1. Educate young professionals, aged 30-55, about the ISCS through the use of social 
media and news outlets.

Tactic 1. Encourage engagement with the symphony through the creation of a 
unique social media hashtag (#myidahosymphony).

Tactic 2. Distribute press releases to relevant news media outlets that highlight 
the connections the symphony has with the community.

Tactic 3. Distribute newsletter to the occasional attendees and subscribers to 
increase rate of reattendance and encourage a sense of community.

Strategy 2. Increase relatability of the ISCS to community members through a campaign that 
emphasizes community, family, history, and excellence.

Tactic 1. Encourage consistent messaging for the symphony from year to year 
with the design of timeless templates that promote engagement with the sym-
phony.

Tactic 2. Design brochures, flyers, and pamphlets for the upcoming season that 
emphasize the timeless nature of the symphony and the community partner-
ships that make it possible.

Tactic 3. Encourage knowledge of the symphony with the target audience by 
promoting the hometown nature of the symphony with four audio vignettes tar-
geted at the 30-55 age demographic.

Tactic 4. Promote a wider understanding of the symphony’s members by airing 
the audio vignettes, and accompanying promos, during prime commuting hours 
on KISU FM.



8

Strategy 3. Remove the apprehension of the symphony among the target demographic, young 
professionals.

Tactic 1. Build connection with live classical music through casual performanc-
es throughout the community.

Tactic 2. Encourage personal connection with members of the ISCS through a 
“selfie with the symphony” promotion.

Tactic 3. Foster personal connections with symphony performances through 
the use of photo booths at concerts.

Objective 2
To obtain 200 unique social media hits by May 2, 2016.

Rationale. Our secondary research shows that social media usage is increasing in adults ages 
30-49, from 8% to 77% since 2005 (Perrin, 2015). Individuals with high levels of education and 
high incomes lead the way in social media use.

Strategy 1. Promote engagement with the symphony through a focus on traffic to the primary 
social media platform.

Tactic 1. Encourage personal connection with the ISCS through a #myidaho-
symphony photo booth at ISCS performances.

Tactic 2. Engage with the community through weekly posts on social media 
about symphony events and happenings.

Strategy 2. Create connection and encourage sharing through the creation of fresh and engag-
ing content on the symphony’s social media platforms.

Tactic 1. Highlight the age diversity within the symphony membership through 
the engagement of young orchestra members on social media about the sym-
phony.

Tactic 2. Highlight the already “casual” nature of the symphony through social 
media posts.
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Evaluation

One article was published about our PR campaign in The Bengal newspaper highlighting the 
efforts that the group put forth to that point. 

Objective 1: SUCCESS
To inform the target audience of ISCS by May 2, 2016.

This article had the advertising value equivalency $282 based on its size.

884 copies of this issue were distributed, with an average passalong rate of 2.2 
readers per copy, reaching an estimated 1,945 readers. 

Idaho State University, where The Bengal is distributed, supports a heavily non 
traditional population of students that meet the 30-55 age demographic of the 
target audience.

The Idaho State University Department of Marketing and Communications published a story 
on March 8, 2016 titled, “ISU College of Arts and Letters Students Gain Real World Experience 
by Collaborating with Local Organizations.” 

It was posted on News and Notes twice, once during week 11 and week 12 of 
2016. 

The same story was published on ISU Headlines that is distributed to 14,000 
ISU students, and hundreds of faculty and staff. 

It also ran in the ISU April Newsletter reaching ISU faculty, staff, students, and 
alumni.

Furthermore, it was posted to MyInforms.com.

Finally the Department of Communication, Media and Persuasion posted the 
article to their Facebook page.

Created and distributed an informative newsletter to the ISCS email database reaching an es-
tablished base of subscribers to the symphony.
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Booked air-time on KISU to broadcast audio vignettes for May 2016, coinciding with the ISCS 
2016-17 season ticket sales kick-off.

The morning and evening drive times were chosen, on talk radio, to provide the 
content to the most engaged audience.

Talk radio appeals to the targeted demographic of 30-55.

An estimated 2.2 million listeners a week will hear the audio vignettes. The vi-
gnettes will run twice a day, 5 times a week for 4 weeks.

The 4-minute audio vignettes represent the symphony during All Things Con-
sidered and Morning Edition.

The awareness survey was posted on the Idaho State-Civic Symphony website 
(www.thesymphony.us).

The survey resulted in a primary response group in the target demographic.

Survey results were supported by secondary research on national opinions and 
trends in symphony attendance.

The survey increased website traffic on www.thesymphony.us.

Created an Idaho State-Civic Symphony Instagram page (@idahosymphony)

@idahosymphony photos were shared by the San Francisco Symphony Or-
chestra, symphony members, and patrons of the symphony. 

The page demonstrated an 83% increase in followers over the month it was 
managed.

The photos posted earned 139 total photo likes. 

Idaho State-Civic Symphony Facebook page like count increased by 149 likes. 

124 people participated in the photo booth that was coordinated during the POPS concert.
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Objective 2: SUCCESS
Objective 2: To obtain 200 unique social media hits by May 2, 2016.

Social Media

On January 11th, before this campaign started, there were 740 Facebook likes on the Idaho 
State Civic Symphony page. 

As of April 25, there was a 20% increase in likes of the symphony facebook page. 

The total increase was 181 likes from the time we began the campaign to the time it closed.
Created an Idaho State-Civic Symphony Instagram page (@idahosymphony)

@idahosymphony photos were shared by the San Francisco Symphony Or-
chestra, symphony members, and patrons of the symphony. 

The page gained a 83% increase in followers over the past 4 weeks.

The photos posted earned 102 total photo likes.

Conclusion
The Idaho State Civic Symphony, Idaho’s oldest symphony, has a rich history in the city of Poc-
atello, Idaho. 

This campaign served as an opportunity to highlight what we value about Pocatello: communi-
ty, family, excellence and history. 

Though the ISCS is distinguished, it is also accessible. Its community outreach and volunteer 
membership make it an integral part of the art scene in our town. 

It is our symphony. 

This PR campaign aimed to unite the current demographic of symphony goers and donors with 
the next generation of symphony goers by emphasizing these values. 

What demonstrated success for this campaign is an overall increased awareness of the sym-
phony and a desire to “share” symphony experiences through social media.
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Appendix
Newsletter

Magazine Spread

Newsletter
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Announcement

Podcast

Survey
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