The Art of
Marketing

sam provides a practical and
creative marketing service to
over 60 key clients including
Brighton Festival, De la Warr
Pavilion, The Hawth, Chichester
Festival Theatre and various
regional agencies and authorities
across the arts, culture and
heritage sectors.

Its key marketing
services include:

Sophisticated audience
mapping and profiling
Market intelligence and
strategic planning

Design and print production

PRand networking ‘sam’s research proved

Media and distribution invaluable in our decision to
Effective feedback and des'ﬂ'{ a literature project
specifically for young people ...
Carole Buchan, Director Asham

Literary Endowment Trust

follow-up evaluation

All sam's marketing solutions
are tailor-made, aimed at specific
audience types, using a wide
variety of well tested
communication tools.

Asham Literary
o somes oot Endowment Trust

pam.jarvis@sam-culture.com Last year sam secured a major commission to develop a substantial
research programme on the writing habits of young people across East
Sussex. The project was inaugurated by the award-winning Asham Literary
Endowment Trust, one of the UK's foremost literary foundations. Organisers
of the prestigious biennial Asham Award (Britain's only prize for short
stories by women) and the UK's only dedicated short story festival, the
Trust was established in 1996 to promote excellence in literature for
emerging writers.

Writes of Passage

By carrying out an audit of current teenage writing research and a series of
project-based focus groups, sam created a comprehensive body of data on
a range of literacy issues: from gender difference and international variance
to peer group influence and the effects of text messaging and e-mailing on
o young writing.

Making Words Work
For sam, research and evaluation is only effective if it delivers demonstrable
results and impacts on future development. Based on the findings of sam’s

BUILDING BUSINESS research, Asham has pioneered a special initiative to develop literature
FOR ARTS & CULTURE projects specifically targeted at young people.
‘It was a Young at Art
professional The Asham study is just one example of sam's
11b Dyke Road Mews piece Of work, ongoing commitment to providing expert
24 Duke Road ' which showed consultancy and evaluation in this sector. sam
Bri :ton BN1 ,3JD considerable has recently been awarded the commission to
8 knowledge and support the development of the arts and cultural
t 01273 882112 insight into the learning strategies for children and young
£ 01273 297846 minds ofyoung people for Arts Council England, South East. The
people.' full report will be completed in
e info@sam-culture.com autumn 2005.
Carole Buchan,
Director Asham Literary For more information about our research services
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Building
business
for arts
and culture

sam has been building business
across the arts, culture and
heritage sectors for over 10
years, working with leading
regional and national arts and
cultural organisations and with
some of the most innovative
and ground-breaking

regional producers.

Creating high quality, robust
research, often using new
evaluation methods, means
that sam has developed a
portfolio of compelling evidence
about arts and cultural practice.
sam is now a leading architect
in building the case for the arts.

Our approach is driven by ‘going
the extra mile’, by communicating
in an accessible way, by listening
to clients’ needs and by using our
substantial sector knowledge

and market intelligence for
their benefit.

With an eye on the bigger
picture, at regional, national

and international level, we bring
people together in collaborative
ways to deliver best practice,
forge new ideas, make resources
go further and achieve more
powerful impact.

Continually pushing the
boundaries, sam is at the
forefront of new development
and is in demand throughout
the industry for its wide ranging
project management, high
impact consultancy and
creative arts marketing.

evidence gives a flavour
of the diverse projects and
commissions we undertake
for a cross-section of clients,
highlighting much of our core
knowledge and key areas

of expertise.

evidence

Magnetic South

The Regeneration Game

Charles Freeman,
Executive Director,
Culture South East.
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Increasingly, culture plays an important role in creating desirable destinations. But do we expect too much

from culture? What is its real role? Who benefits? And where's the evidence to support the case?

In light of these questions, Mark Dowling, Head of Development and Urban Regeneration, Tourism South East,

asked sam to create a conference on culture as a force for tourism and regeneration; to find speakers who
would inspire, challenge and bring the benefit of their expertise to the South East.

The result was Magnetic South, a unique 24-hour platform for rigorous debate and discussion that brought
together 100 of the region’s key opinion formers, alongside a prestigious line-up of major national figures
from tourism and regeneration. Chaired by the Executive Director of Arts Council England, South East, Felicity

‘The reciprocal
interdependence of culture
and tourism is critical. We
need to demonstrate to our
funding bodies the impact
that culture and tourism
can make to long-term
economic growth.’

Nigel Walmsley, Chair Tourism South East

Harvest, the conference was the first ever inter-agency event to
unite all the regional bodies, offering an international perspective
on cultural tourism from such eminent names as:

Sir Bob Scott — head of Liverpool's successful bid to become
European Capital of Culture 2008.

Charles Landry — founder, Comedia and a major force in the
economics of innovation.

Professor Colin Mercer — Director of Cultural Capital Ltd and a
leading cultural tourism strategist.

Simon Calder — BBC presenter and Travel Editor for The Independent.

Will Alsop — internationally renowned architect and Chairman of the
Architecture Foundation.

Eddie Friel — the “father of tourism in Glasgow”, he transformed
the City into the European Capital of Culture 1990. Chair of llex,
the Urban Regeneration Company for the Derry City Council area.

For Nigel Walmsley, Chair of Tourism South East, Magnetic South
delivered a number of key lessons, underlining the way in which
culture can help a city rediscover its sense of purpose; how the
cultural assets of a city can be levered as a powerful marketing tool;
and how cultural issues, when moved from the margin to the centre
of the agenda, can result in a massive raising of civic ambition.

sam has produced many significant conferences on cultural and
regional development issues, from small symposiums to major
regional events. If you would like to receive a copy of Magnetic
South: conference themes and issues or would like more
information, contact: pam.jarvis@sam-culture.com.
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Brighton Festival
Economic Impact Study

Brighton Festival is the largest multi-arts festival in England.

In 2004 sam was commissioned by Brighton & Hove City Council, Arts
Council England, South East and Brighton Festival Society to undertake
the first ever extensive evaluation of the Festival's economic and
cultural impact.

Added Value

The facts speak for themselves — £20 million added to the City's
economy in 2004 (a return of over 17 times the initial public sector
investment); £1 million of press coverage generated; over 430,000
attendances at 1200 performances and events. This study established
the benchmark against which the growth of all future Festivals can be
monitored, as the organisation plans for the future.

Making an Impact
What was unique about sam'’s approach was its determination to create
a brand new research model firmly rooted in robust and reliable primary
data based on the ticketed and free events of Brighton Festival and
Brighton Festival Fringe.

As a result, for the first time in its history, Brighton Festival now has

firm, credible evidence about the value it brings to the City and the wider

community, not only in terms of demonstrable economic gains, but in
the benefits to the cultural
sector as a whole, to its
audiences and to the profile
of the City itself.

‘Invaluable research for
Brighton Festival which has
made a real impact through
its wide and immediate
application.’

Nick Dodds, Chief Executive,

Brighton Festival Society

A Sound Investment
So successful has this

Festival, funded by Arts and
Business, has commissioned
sam to create a case study
about SME (small and
medium enterprises)
sponsorship of the Festival.

in the autumn 2005.

one of a number of similar
consultancies undertaken by
sam, the latest of whichis a
district by district evaluation
- 4 of arts and heritage activity
‘1 ! on behalf of West Sussex
3 . - County Council.
———
Brighton Festival
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For more information about our
consultancy services contact:

)
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evaluation been that Brighton

The findings will be published

The Brighton Festival study is

shaun.romain@sam-culture.com
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As part of its 10th anniversary, the Cass Sculpture Foundation — the
home of contemporary British sculpture at Goodwood, West Sussex —
asked sam to create a targeted marketing campaign for its major Tony
Cragg exhibition, one of the largest sculpture projects ever realised
with a British artist.

sam drew on its comprehensive sector experience in conjunction with
our new purpose-built database to devise and implement a cost
effective, creatively tailored campaign.

The success rate has been clearly
evident: a 400% upturn in visitor
numbers and a major increase in
awareness across the region and
beyond, providing a powerful platform
for future growth for the organisation.

To find out more about our specialist
marketing services contact:

Wilfred Cass, Founder pam.jarvis@sam-culture.com



