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Ten Tools
to rule digital marketing
for your arts organization




What You’ll Learn Today

* QOverview of tools that you need to use

* How these tools inform your decision-
making

* |deas no matter your size or budget




About Dream Warrior Group

Dream Warrior and ARTdynamix understand the marketing needs of our clients
because:

* Over 20 years experience in the Arts srmewony” )

* Key industry partnerships i.e. ticketing

* Learning organization .
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Dana Long

Vice President, Marketing & Communications
Pacific Symphony
A global brand and digital marketing leader and strategist, | use data to help companies

understand their customers, engage their audiences and create integrated marketing
campaigns across owned, earned and paid media to grow their brands.
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About Pacific Symphony

Pacific Symphony, under the dynamic leadership of Music Director Carl St.Clair since
1990, is the resident orchestra of Orange County’s Segerstrom Center for the Arts and
performs in the Renée and Henry Segerstrom Concert Hall.

Founded in 1978, the Symphony is the largest orchestra formed in the U.S. in the
last 50 years and is not only a fixture of musical life in Southern California but is
also recognized as an outstanding ensemble making strides on both the national
and international scenes. The Symphony is now entering an exciting new chapter
with the announcement of Alexander Shelley as its next Artistic and Music
Director.

Shelley will assume the role beginning with the 2026-27 season, following
St.Clair's remarkable 35-year tenure. Shelley's leadership promises to bring a
dynamic vision of inclusivity and creativity, propelling the Symphony into a
vibrant future.
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https://www.pacificsymphony.org/music-director-carl-st
https://www.pacificsymphony.org/venue-details/1/renee-and-henry-segerstrom-concert-hall
https://www.pacificsymphony.org/nextmusicdirector

Choosing Your Tools Wisely

 Scalability: Can the tool grow with your organization?

* Integration: How well does it integrate with existing
systems?

» User-friendliness: How steep is the learning curve for
your team?

» Customer Support: What kind of support is available?
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Content & Web Information Management

* CMS Platforms (ARTdynamix®, Drupal, e
Headless CMS, WordPress) e
o Data-centric system, Art-centric i
o Integrations, Access for Structured Data _. 7"
o Adaptable, Scalable, Ease of use
 CRM Integration (Tessitura, AudienceView, e <|  gaz
Spektrix, SalesForce, Ticketmaster, etc)
* Site speed: Page Speed Insights

Performance Accessibility ~ Best

There were issues affecting this run of Lighthouse:
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Donate Now Enroll in Classes Your Cart Q

I_l AudicEye | Accessibility Help Desk pd
ABOUT y e

Personalization tools Report issue

Content & Web Information Management

Personalize your experience Reset

[ Mavigate by page structure J

Keyhoard shortcuts 9
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Analytics & Optimization =

» Google Analytics 4 (GA4) - Data & Reporting

» Google Search Console - key phrases

» Google Lighthouse - performance,
accessibility, and UX issues

» Google Tag Manager and your CRM or e
ticketing’s Analytics Console LD ‘
» Google Looker Studio, MS Power BI, m ||II|||||I |II|‘||
SalesForce Tableau - Comprehensive reports @ﬁ
R
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Analytics & Optimization

* Hotjar or Clarity for user behavior
» Research Key phrases (Answer the Public)
* SEO tools like SEMRUSH, SpyFu or Moz

Digital Tickets
o
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Analytics & Optimization

* Hotjar or Clarity for user behavior
» Research Key phrases (Answer the Public)
* SEO tools like SEMRUSH, SpyFu or Moz

What are the three main types of performing arts?
What are the 4 great arts?
What are the 5 elements of performing arts?
What is under performing arts?
What are the 4 components of performing arts?

What are the names of the six arts?

What are the 64 performing arts? =

What is performing arts in elementary school?
What was the art movement in 19647
What is the meaning of Hasta Laghava?
What are the seven independent arts?

What was the arts movement of the 1960s called?

What are the 4 examples of performing arts?

Performing arts
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Analytics & Optimization

» Hotjar or Clarity for user behavior
» Research Key phrases (Answer the Public)
* SEO tools like SEMRUSH, SpyFu or Moz

SEMRUSH Search

SEO

b SEO Dashboard
Free Keyword Research Tool

Competitive Research

B orain Cvarview Find SEO Keyword Suggestions Instantly
oy [ e with the Keyword Magic Tool

. Keyword Gap
Backlink Gap Discover millions of high-value keywords from popular terms
M to long-tail phrases to improve your website's marketing performance.
affic & Keyword Research
Aarket Keyword Overview Enter a word or phrase to find related keywords. Add your website URL
. for personalized, Al-driven suggestions.
0 Keyword Magic Tool
sl Keyword Strategy Builder Keyword tips Examples: loans movies how to buy audible books
Position Trackin { T —
= - Enter keyword
s Organic Traffic Insights - il
ontent
Link Building + Enter domain for personalized data Us v
o Backlink Analytics Al-powered feature
Social
Backlink Audit
@ Link Building Tool

A2 Poitle Amabicala
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Creative Tools

» Marketing collateral (Canva, Adobe
Express, Snappa, Stencil) |
» Video generation (Elai.io,

der.
8o
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X
PY B Star for your team T Images  Videos  Audio .

....... Cmtet maniaer Wl . e Creative Tools

folder to star it for your team. Learn == b
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» Video generation (Elai.io, Synthesia)

. o o o PRI o = — - » Marketing collateral (Capva, Adobe
o C a p t] O n ] n g / S u b t] t l] n g tOO lS ..... " ACSO - Ten Tech Tools Uploads ': Express, Snappa, Stencil)
= Brighten Up! mrs -

. ' » Captioning/subtitling tools (Kapwing,
e o = - TLCC Presenttion with .. Desc ri p t )
a le n g ’ eSC r] pt B ewseo » Image optimization (TinyPNG,
“ OnePager Al| Site Op Squoosh)
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Social Media Tools

ﬁ ord or Phrase Vv

|

Queries by Al Assist %

© Add Keyword

Traysan Technologies _«wrday, October 19, 2023

Data available fom Dec 1, 2018 - Prosect | r—— -
[ J [ ] [ ]
Sources Competitors Sentiment Themes - =
‘ O C ] a e u ] n e o C ] a Viewing All Sources ¥ Viewing Al Competitars 23 Viewing & ¥ Viewng All Spike Alert Summary (O
’ Performance Conversation Demographics Themes Spike Alort detocted at BAM. Top keyword
appearing during this spike is App Update

Sentiment Summary

nderstand how users feel about this topic and see how positive and negative sentiment changed since the last re; or
Understand how users feel about this topic and see how positive and negative sentiment changed since the last reporting period Potentasl Fprasons <

SproutSocial, Plainly)
 Social Listening (Meltwater,
SproutSocial)

Sentiment Trends
¥ Minnie Watking 100 +

Net Sentiment Score
38% difference between positive and negative sentiment this period

Net Sentiment Trend
Your net sentiment score decreased by 11% compared to the previous pg - f’
i

Sentiment Trends
View the positive and negative sentiment changes over time for this reporting period

Impressions
Reach

Engagements
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Paid Media Tools

* Meta Platform (FB, IG

» Google Grant

* Google Search Marketing
* Bing Search/Microsoft Ads

 TikTok Ads
* Pinterest Ads
* LinkedIn Ads

facebook Instagram

Wervord 6 btro Pohda Ads

card Qegnatls

S porerst

a Uk

3

S 2

A

L

Dest tivel destinations

Inspiration Boards Insp.ifafion Boards
T Inspiration Boards | \ s
; {

T e >
- .“w S
1 'S
S M IR
Boho Living Room Decor

17 a
R —

Shapping Ad Caradoss

" ‘ —3 - “nnn Locol Businezs
BT = RS
lT’ .‘4 e .

Vaut Sowring A Tt Swwa foe e Jomam o banitean
o oo

Dream Warrlor Group

((( Pacific Symphony

CARL ST.CLAIR HUS




Email & Marketing Automation

o Mallchlmp ActiveCampaign >
» Wordfly

* Active Campaign klaviyo®
 Klaviyo ® twillio

+ Twilio (SMS)

¥ - orarly

/& INTUIT
‘3> mailchimp




Al & Personalization Tools

Al is not replacing marketers, it’s making them
more efficient

Al for copywriting, image generation, A/B testing,
and segmentation

(ChatGPT, Claud, Gemini, Jasper)
(Midjourney, Copy.ai, Grammarly, surfer SEO)
(Segment, Optimove, Einstein, HubSpot Al)
(Google Optimize, Convert.com, Instapage)
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Marketing Funnel

« Awareness: Social media scheduling tools, paid
media platforms, content creation tools, SEO tools.

* Interest: CRM integration, analytics platforms,
email marketing tools, content creation tools.

A areress

» Consideration: Email and marketing automation
platforms, paid media platforms.

* Conversion (Decision/Action): CRM integration, -

email marketing automation, paid media platforms. e

Corsideration

« Retention/Advocacy: Email and marketing
automation, social listening tools, CRM systems,
customer testimonials
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Customer Journey

Holistic: Considers the entire customer
experience across all channels,

. .. . Email Websites Web Self-service )
blending the digital and physical . gh=ina Penes ® Community .
Paid Content . . ‘ Email
. . : . . ite M @ chat 3
User-centered: Delivers relevant, timely soucn @ () social Media il . & @
information based on who, how, where Digital 63rd Party Sites : ‘Social Media O oo
; . Touchpoints Online Display ‘ : .
and when users interact with the brand : Mobile App/Site '
Data-Driven: Utilizes cross-channel
data, VOC and relevant industry awareness consideration purchase
analysis
. . Physical . ; - : :
Goal-Oriented: Maps users interests X ‘N pirect Mail () ; & s
C L Touchpomts - \Word-of-mouth ‘ Call Center * :
and objectives at each phase of the 3 A : .
. - Mailings
journey . Print & Outdoor - Salesforce
o PR .‘..'... . ......‘ .-... '.,..
Actionable: Ties to personas and Brick & Mortar = A

Offers in Invoice

detailed content and experience
journeys resulting in an experience
execution plan
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Building Your Brand &
Choosing the Right Digital Marketing Tools

1- Define Business and Marketing Goals
 Clarify your overarching objectives - revenue targets, growth priorities and key marketing outcomes.

2. Establish Your Brand Core
* |dentity: Mission, values, personality, tone of voice
* Audience: Define and segment target customers
« Positioning: Unique value proposition and key messaging pillars

3. Understand the Market Landscape
« Conduct first-party research (CRM data, surveys, focus groups)
« Use third-party insights (industry reports, market trends)
* Audit competitors and perform a SWOT analysis

4. Map Your Media Ecosystem
 Owned: Channels you control - website, social, email, blog
« Earned: Credibility drivers - PR, influencers, reviews, testimonials
« Paid: reach accelerators - digital ads, sponsored content, PPC (Search ads)
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Building Your Brand &
Choosing the Right Digital Marketing Tools

5. Set SMART Goals

 Align marketing objectives to business KPS (e.g., increase engagement by X%, grow audience by Y%, generate Z leads).

6. Develop Your Content & Channel Strategy
* |dentify the stories you’ll tell, formats you’ll use and channels best suited for each audience segment.

/. Define Team & Execution Structure
« Determine in-house vs. agency roles and responsibilities

8. Measure & Optimize
 Establish KPIs for each channel
* Track performance using analytics tools
» Test, refine and optimize based on results

9. Create Your Strategic Playbook
« Brand guidelines
* Media mix strategy
» Market-specific channel and messaging guides
« Reporting cadence and success benchmarks.
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Case Study
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Decision-making and Digital Marketing
Pacific Symphony
Here is the list of the tools we use in combination to make sure we track everything:

« ARTdynamix® CMS for easy integration of many of the tools below with our site:

« Tessitura

« SalesForce
« Shopify

« Wordfly

* Prospect 2

 Canva

« Sked Social
« Meltwater

GA4

Google Search marketing
Google Looker Studio

Meta Platform

Tessitura Analytic Dashboard
SpyFu

SEMRush

Hotjar

@( Pacific Symphony * Dream Warrlor Group



How to Adapt

» Keep an eye on performance

» Use all the tools at your disposal

» Setting up milestones: Define KPIs and regular
review periods to measure progress against goals

» Systematization: Create clear workflows for
content creation, campaign launches, and data
analysis.

» Automation: Utilize marketing automation for
post-purchase follow-ups or abandoned cart
reminders.
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Closing Thoughts + Getting Started

Contact:
DWG - results@artdynamix.com
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Q&A and Tool Resource Guide Handout
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