Exploring social media as a marketing
medium for a symphonic orchestra

S Marshall
orcid.org/0000-0002-1574-2897

Dissertation accepted in fulfilment of the requirements for
the degree Master of Arts in Tourism Management at the
North-West University

Supervisor: Prof E Slabbert
Co-Supervisor: Prof P Viviers

Graduation: August 2021
Student number: 25129619



DECLARATION BY THE STUDENT

Please take note that most of the work in this study has been completed pre-COVID

I, Sheryldene Marshall (25129619), hereby confirm that this thesis with the registered title
“Exploring social media as a marketing medium for a Symphonic Orchestra” is my own work.

| further declare that:

e The necessary citations have been provided where | have consulted the work of others.

e Sections with no citations are my own ideas, arguments and conclusions.

e Where | have used figures or reproductions from others’ work, as is, | have included the
necessary citation.

e The views expressed in the research are not necessarily those of North-West University
but those of the author and the relevant literature references are suitably cited in the
reference list.

e The content of this research study was not and will not in the future be submitted for any
other qualification at any other tertiary institution.

o | am aware that the university is the owner of all intellectual property that may be created
in the course of the study and that | did not and will not submit any publication based on
this research product of the study to any journal without the knowledge of my
supervisor/promoter.

e The content of this research has been language edited by a professional language

editor.

Mt

S Marshall Date of declaration: 31 March 2021

DECLARATION BY THE SUPERVISOR

I, Prof E Slabbert (10732586), confirm that the above declaration signed by the candidate is
accurate to the best of my knowledge and that | have received a satisfactory similarity report
from Turn-it-in before allowing the candidate to submit for examination/re-submit after

extensive changes were made.

g& ZRT

Prof E Slabbert Date of declaration: 31 March 2021

Supervisor



ACKNOWLEDGMENTS

For this great opportunity and privilege that | have to study for a Masters a few people come
to mind to thank for helping me through this process, be it in a big or small way:

¢ | want to thank God for giving me an open mind and the needed knowledge to come
this far. He has given me the motivation where | had none and the strength to push

through to this point that | have reached.

e My study leaders, Prof Marco Scholtz who was my first study leader and who helped
me decide on a topic and guided me in the right directions when | went astray. Prof
Elmarie Slabbert, | would like to say thank you for having the world of patience when
it comes to me and my dissertation. For helping me when my first primary supervisor
moved and for helping me even though she already had a number of students to
lead. Prof Pierre Viviers, thank you for helping me when my proposal was due for
submission, and | was in your office for three days leading up to it; thank you for the
guidance through this process.

o Thank you to my Fiance’, Francois Boshoff, for being by my side through everything
and not doubting me at any point through this process. Thank you for motivating me
through the long nights of working, making me coffee, saying something
encouraging, listen to me complain and even bring me snacks while | work. Thank
you for staying with me through this time and for showing me what support looks like

in hard times.

¢ My family, thank you for giving me the support and understanding that | needed.
Thank you to my Mother, Jennifer Marshall, for motivating me when | did not have
any motivation, and thank you for giving me the needed time to finalise everything.
Thank you to my Father, Eric Marshall, for having the patience | needed when | got
too out of hand with my nerves and calming me down to the point where | felt

motivated to keep working.

e Thank you to my editor, Rod Taylor, for always being available when | sent him a
message. Thank you for working late nights to help me be able to submit my
dissertation on time. Thank you for understanding when | told you that my
submission date moved and helped me with your talent for language, and motivating

me when | came closer to the end.



Thank you to Prof Suria Ellis for my study's statistical analysis. Thank you for your
help and input with my data and for being open to giving suggestions; thank you for
guiding this study to its success.

Thank you to North-West University for accepting me as a student, which enabled me
to attend class, make friends, and make good progress with my career. Thank you
for also providing me with financial assistance for my Masters degree to ensure that |
can obtain my Masters degree with ease and without the need to worry about

finances.



ABSTRACT

Events are important to communities, the economy, the attendees, and the organisers. It
enhances the economy, helps the community grow, and job creation is one of the many
positive impacts. Events have various definitions, characteristics, types, and sizes, which
makes everyone unigue to enjoy the event. Some events are growing old and need to be
rejuvenated in some way to increase attendees numbers that will ensure that the event is
still sustainable. The events that have a more significant influence on the attendees are any
event that involves music such as festivals, concerts, and orchestra performances. The
music that is played in these events is ever-changing due to the current attendees changing
and evolving with the time. This can influence a music genre in terms of numbers of
attendees, growth, or relevance. Music events currently facing a risk of losing relevancy are
Symphony orchestras as the needs of the music market are changing, and the mature
attendees are aging. The younger market needs to be assessed to determine their
willingness to support this genre in the future as that will contribute to the sustainability of
Symphony orchestras.

Online performances are also readily available, influencing the live performances negatively
as the current market is no longer interested in physically attending unless it is a show that
they cannot normally attend or is a unique once-in-a-lifetime performance. Various ideas to
help these types of events have been contemplated and one of the most cost-effective ways
to increase the attendees numbers might be using social media marketing as a medium

which is explored in this research.

Social media marketing is growing increasingly in relevance and effectiveness; the aim for
the symphony orchestra is to obtain more attendees in a more cost-effective way that will not
put more pressure on the already tight budgets for Symphony orchestras. To explore social
media marketing's effectiveness, an effective advertisement design must be compiled to
ensure that the marketing effort attracts more attendees. This study found that only certain
colours attract the attention of social media users and encourage them to interact with the
sites, the relevant age group that currently attends symphony orchestra performances range
from 18 to 84 and videos that have a sound bite of what the orchestra will possibly play will

keep the user interested and willing to look through the orchestra social media site.

Keywords: music events, social media, symphony orchestra, social media marketing

and social media engagement.
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Chapter 1: ntroduction,
background, problem statement,

objectives and method of study

1.1 INTRODUCTION

According to the World Travel and Tourism Council (WTTC) (2019:i), tourism is a significant
industry for South Africa and, in 2019, it contributed 10.6% (or 334 million rands) to the
country’s total employment. This contribution necessitates the importance of sustaining the
development of the industry through effective management and marketing efforts (WTTC,
2019:i). However, to achieve this, all sectors of the tourism industry (transport,
accommodation, catering, entertainment, attraction and services must be well understood,
explored and optimised (Mxunyelwa, 2017; Saayman, 2000). According to Gowreesunkar
and Sotiriadis (2015:2) the entertainment sector is a crucial sector in the tourism industry
with tourists spending large amounts of money on entertainment activities. The
entertainment sector includes activities such as cinema, night clubs, drama productions,

music concerts or other types of events (Getz, 2005).

According to Manners (2011:3) entertainment activities, such as music concerts, hold
several benefits for countries and their communities, for example creating job opportunities,
economic growth and the promotion of host destinations. Music concerts attract large
numbers of tourists worldwide and participants attend these events for a variety of different
music genres like jazz, rock, rap and pop music (Manners, 2011:3). However, some of the
live performance music genres are struggling to attract audiences and generate less income
than their counterparts including classical music, fusion, punk rock and heavy metal
(Kramer, 2007). Added to this, Buchness (2015:9) stated that technology has made it easy
for music lovers to gain access to music through digital downloads, thereby reducing the
number of live music concerts and attendees. Downloads of music can also provide an
income to various artists, performers and orchestras if they made the music available to
consumers when they can’t attend shows in a way that will give the artists, performers and
orchestra’s money with every download. However, the music that is available to download
now has been uploaded by other parties and are not for the purpose of providing income for
the orchestras (Buchness, 2015:10).



Kramer (2007) (Nguyen, 2018) indicated that classical music, specifically, which also refer to
the performances of symphonic orchestras, are the biggest victims of this negative global
music trend since these orchestras previously relied on live performances as part of their
income. Bedell (2012) supports these challenges by stating that the number of people
attending classical music performances globally, including significant nations such as the
United States of America (USA) and the United Kingdom (UK), is declining annually (Preere,
2011).

South Africa is no exception to these challenges as the country’s orchestras are suffering the
same fate (Preere, 2011). In 1999, six fully government-funded and managed orchestras
existed in South Africa. These were the National Symphony Orchestra (NSO), the New Arts
Philharmonic Orchestra Pretoria (NAPOP), the Transvaal Philharmonic Orchestra (TPO), the
National Philharmonic Orchestra (NPO), the Cape Town Symphony Orchestra (CTSO) and
the KwaZulu-Natal Philharmonic Orchestra (KZNPO). In 2000, almost all the national
orchestras in South Africa terminated due to new political leadership and the cultural funding
being redirected to other projects (Preere, 2011). Burdukova (2010) stated that South
African national orchestras have moved from being fully subsidised organisations to self-
sustaining companies. This posts challenges and pushes these organisations to find new
ways to sustain themselves and keep the music alive.

The National Arts Council (NAC) shifted its funding after 1994 to new priorities and spheres
where it was needed. The NAC centralised the distribution of private funds. However, this
was not enough to fund all the cultural institutions. As a result, the government started the
National Lottery and encouraged the private sector to assist in funding arts and culture, but
the small donations that were given to orchestras by the private sector and the Lottery was
not sufficient to keep the orchestras afloat (Burdukova, 2010; Nguyen, 2018)). This
contributed to a decline in the active audience numbers for South African symphonic
orchestras, less exposure to this music genre, a shrinking market and, ultimately, financial
difficulties were experienced by these previously government funded orchestras. However,
in 2001, two new orchestras, the Cape Philharmonic Orchestra (CPO) and the
Johannesburg Philharmonic Orchestra (JPO) were launched and are still active today
(Burdukova, 2010). The orchestra that remained in 2000, the KwaZulu-Natal Philharmonic
Orchestra (KZNPO), together with the two new orchestras, had to adapt and transform, for
example, by only performing if the projected profit of the show was sufficient to pay the
expenses and the musicians’ salaries, so that they can earn money and conduct their day-

to-day operations (Burdukova, 2010). This again hampered live performances.



In addition to these three orchestras, universities were the most significant role players that
kept orchestras alive during turbulent financial times (Burdukova, 2010). The University of
Pretoria has had an orchestra from 1961 and shows a unique repertoire and diverse array of
participants (UP, 2019:internet). The University of Stellenbosch orchestra was founded by
Prof. Eric Rycroft in 1981 to provide music students with experience and training in this
profession (US, 2019:internet). These orchestras are not governed by, nor are they
financially dependent on, the government and thus the changes in government did not
influence their activities (Buschness, 2015:16). These orchestras thus operate in a different
funding environment, being part of universities and contributing to the learning experiences
of musicians. This gives this music genre almost a new life and new opportunities to grow

and expand the market (Buschness, 2015:16).

A rather new university orchestra that focuses on keeping the classical music genre alive is
the North-West University Symphonic Orchestra (NWU); their goal is to re-introduce this
music genre to attendees and to cultivate a love for classical music. The NWU Symphonic
Orchestra was founded in 2008 and is currently conducted by Andre Oosthuizen. This
orchestra currently consists of 60 instruments with student players and has three regular
performances per year and operates with a very limited budget (TREES, 2018). As for the
the remaining orchestras, it becomes critical to find ways to increase the income of the
orchestra even if they are managed in a tertiary environment. As a result of limited funds and
a very small marketing budget (as for all orchestras), the NWU orchestra, like many other
symphony orchestras globally, relies mainly on word-of-mouth marketing and other printed
media (posters) to promote themselves and increase the number of attendees. However, the
results have not been that successful (TREES, 2018).

Slabbert and Saayman (2010) (Bittner, 2012) stated in 2010 that the two main challenges
faced by full-time symphonic orchestras are, firstly, funding to maintain the orchestra such as
paying the conductor, paying the musicians and the organisers and, secondly, that their
current markets are ageing rapidly. Research about marketing strategies, markets and
marketing mediums is needed to attract new attendees and, in that way, increase the
income for orchestras. It is therefore crucial, given the challenges of these orchestras, that
they develop and implement marketing strategies that are more creative, less expensive and
can attract new and broader markets (Kaiser, 2015:27). Slabbert and Saayman (2010)
stated that, if proper marketing strategies are implemented, the number of visitors that attend
the concerts will grow, and these orchestras will prosper and be able to sustain themselves.

New and changing markets are the reality of every company or product. This means that



more modern marketing strategies and mediums such as e-marketing can be explored to

attract new and younger markets (Cravens, Piercy & Baldauf, 2009:31).

Literature (Kim & Ko, 2012) indicates that most of the global events currently use more
contemporary forms of marketing such as social media that will attract a younger market.
However, Kim and Ko (2012) suggest caution since older markets might be less attracted by
social marketing campaigns which can result in losing a part of the current market. A
balanced approach might thus be needed. The purpose of this study is to determine the
specific role social media can play in promoting symphonic orchestra live performances.
Knowledge of the social media preferences of the current market can improve the efficiency
of the marketing campaigns, attract a higher number of attendees and ultimately contribute

to the increased funding of the orchestras to make them more sustainable.
1.2 BACKGROUND TO THE STUDY

Events have become more relevant, be it a rock concert, a beer festival or a wine tasting;
events of every form have taken rise in popularity, but the same cannot be said for
symphony orchestra events. Symphony orchestras in the US, the UK and South Africa have
all suffered the same fate, with a decrease in attendance and satisfaction of attendees’
needs (Bedell, 2012). This decline is caused by various factors. The background to the study
will shed light on critical aspects to be analysed in the study - marketing, events and

symphonic orchestras.
121 The role and importance of marketing in the success of events

There are various key factors influencing the success of music events. One of the main aims
of events is to attract the highest number of loyal attendees that will contribute to the
sustainability of the industry (Williams, 2011). However, to achieve this there are aspects to
take into account that contribute to the success of events as indicated in Table 1.1. One
significant factor these studies highlighted, was effective marketing practices and strategies.
The studies in Table 1.1 recommended the following forms of marketing for music events:
websites, brochures, online marketing and social media. It is possible that symphony
orchestras are not applying effective marketing practices, which might be contributing to their
decline (Grimes, 2016). Research is critical to determine the marketing practices of
symphony orchestras to provide guidelines in this regard (Buschness, 2015:15). Grimes

(2016) also indicated the importance of marketing for symphonic orchestras.



Table 1. 1 Previous studies that determined the factors contributing to the success of music events

Authors

Findings

Williams (2011)

Title
Key success factors in
managing the visitor

The success factors are:

Effective marketing, quality and good

experience at the Cape management, festival attractiveness,
Town International Jazz | entertainments and activities,
festival. accessibility.

Park (2010) Communicating with | By applying an effective marketing

Audiences: The Strategic

marketing of music festivals

plan, the ticket sales maximised and

made the festival more successful.

Grimes (2016)

Validation of symphony
orchestras in the twenty-first

century.

Symphony orchestras have to adapt to
the new market; by doing effective
marketing, they will achieve success.

Manners (2011)

The critical success factors

The key success factor that got a mean

for managing the visitor | value of 4 and higher in each city is
experience at a major | marketing.
musical event.

Caciur (2012) Organisation of a large- | Marketing communication and
scale music event: planning | segmentation is a large part of an
and production. event's successful outcome. Web

marketing, public  relations and

advertising and promotions were the
forms of marketing that were used in

this study.

Keefe (2004:17; Woods, 2016) defined marketing as: “an organisational function and a set of
processes for creating, communicating and delivering value to customers and for managing
customer relationships in ways that benefit the organisation and its stakeholders”. Allen et al.
(2002:162) stated that the main purpose of marketing is to satisfy the needs of the customer
and not only to advertise and sell products. Marketing should, however, not only satisfy the
needs of the attendees but also convince them that they want to attend events such as live
performances (Allen et al., 2002:163). This requires continued communication through a
variety of mediums as per the needs and profile of the target market. The reality is that
marketing methods are continuously changing, and new forms of marketing that are being

developed also have to adher to the changes in the behaviour and preferences of the
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market. To stay relevant, it is critical to adapt marketing communication to the changing
market even if everything has to be changed in the current marketing plan (De Swaan Arons,
Van den Driest & Weed, 2014:57).

Specifically, in the case of music events it is necessary to use different forms of marketing
(See Table 1.1) and this can vary from event to event. A number of previous studies on
music events and their marketing strategies have been done to determine the most effective
form of marketing. Studies such as Haworth (2018:25) and Park (2010:52) found that
technology marketing (e-marketing) is deemed more effective because it reaches the target
market fairly easily. Manners, Kruger and Saayman (2015:68) found that proper marketing
before the event, for example, through posters or advertisements on television was deemed
the most effective, together with social media posts. Williams (2011:67) and Manners,
Kruger and Saayman (2014) found that the most effective forms of marketing for music
events is social media marketing such as posts on Facebook, Instagram or Twitter. It was
evident that what works for one music event may not work for another and that this type of
information is not available for symphony orchestras. As the studies demonstrate, most of
the marketers have moved away from more traditional forms of marketing because it has
grown to be less effective and they consider social media marketing as a more effective

medium for the marketing of music events.
1.2.2 Social media marketing

Social media can be defined as: “a series of both hardware and software technology
innovation (Web 2.0) that facilitate creative online user’s inexpensive content creation,
interaction, and interoperability” (Berthon et al., 2012:265). According to Lenhart et al.
(2010:internet), the application of social media marketing is transforming the role of online
users from passive users of information to functioning participants in creating and sharing
information. Almost 30% of the users take part in some form of self-created content sharing,

for example, stories, videos, photos, and even more comments on websites.

According to Kaplan and Haenlein (2010:62), social media can be encountered in different
forms also including Internet forums, web-blogs, social blogs, wikis, microblogging,
podcasts, pictures, photographs, video, and social bookmarking. This is referred to as the
different ways in which messages can be displayed on social media platforms. If a company
decides to run a blog, it is important to note that the audience wants the blog to be personal
and it is important to keep the blog updated regularly. Social media has various uses; for
instance, it is an effective tool to monitor customer behaviour and communication (Kotler,
2013:internet).



The social media networks were ranked by user numbers of 2019, with Facebook leading
the rank with 2 320 Million users, YouTube with 1 900 million users, Instagram with 1 000
million users, Twitter with 330 million users, LinkedIn with 303 million users, Snapchat with
287 million users and Pinterest with 250 million users (Statista, 2019:internet). Facebook is
one of the most popular social media networks that determine their consumer engagement
through clicks, likes, shares and comments. ‘Likes’ indicate how well the content resonates
with people, the tone of the comments can give insight on how people feel about the content
and/or overall brand, and the number of times people share the content, measures how

much the content is amplified by those who see it (Simply Measured, 2019: internet).

In South Africa, Facebook is the leading social media network, followed by Instagram,
Twitter and Pinterest (Postplanner.com, 2017:internet); these form part of the social
networks that will be examined in this study to determine their marketing potential for
symphony orchestras by examining factors that influence social media users’ level of
engagement on the orchestra’s social media pages. Post Planner (Postplanner.com,
2017:internet) and Calson et al. (2018) provides advice on how to improve consumer
engagement and to ensure interaction such as, asking questions to find out what they would
like to engage in, make use of images and videos that can catch a follower’s attention,
portray the personality of the business or product by using a post to show a ‘real person
posted it’, provide an insider’s view by posting photos of employees, share your followers’
content and this could build an information and trust network with followers, be specific by
posting information that catches the follower’s attention, be consistent and persistent, keep it
simple and be fun by posting jokes and memes on a regular basis (Calson et al., 2018). To
get the attendees’ attention on the sites, the correct social media post designs must be used
to ensure interaction with consumers. Various aspects play a role in creating social media

interactions, of which attractive post designs is one key aspect.
1.2.2.1 Social media advert design

There have been various studies done on what encourages a consumer to interact on social
media (See Table 1.2).

Table 1. 2: Previous studies on social media interaction of customers

Authors/Publishers | Title Findings/focus
Cvijiki & Michahelles | Online engagement | Aspects like types of media being posted, the
(2013) factors on Facebook | level of engagement, time which the post was
brand pages made, shares and interaction through Facebook
influence how much users interact with a brand




Ulusu (2010)

Determinant factors of
time spent on Facebook;
Brand

engagement and usage

types

community

Facebook users enjoy it when a brand makes
them feel like a part of the family by inviting
them to like the page, to follow it, or by giving

recommendations to follow their peer’s page

Kim & Yang (2017)

Like, comment, and
share on Facebook: How
each behavior differs

from the other

What types of posts illicit certain Facebook
behaviours from users. This will help a business
to determine what their posts should include to

receive the most interaction and engagement.

Wang et al. (2017)

Posts that attract millions
of fans: The effect of

brand post congruence.

Focused on enhancing brand-presence on

Facebook by contributing to customers’
interaction and how relevant content keeps
users engaged. The study found that different
levels of post congruence elicit different levels

of engagement.

Kujur & Singh Engaging customers | Found that the more vivid, attractive and

(2016) through online | interactive a social networking ad (SNA), the
participation in social | more the customer's participation and
networking sites. engagement behaviours increased online.

Saayman & Clustering attendees at | This study found that the most common forms

Saayman (2016)

the Philharmonic
Orchestra’s Summer

Festival

of marketing for philharmonic orchestras are
word of mouth, newspapers and orchestra

brochures.

Haworth (2018)

More than music: A case
study on the marketing of
music

outside lands

festival.

Found that social media marketing was used to
target millennials, uses experiential marketing to
Both

marketing techniques are effective in capturing

contribute to the overall experience.

millennial consumers.

Martin (2014)

Social media usage in
Symphony Orchestras: A
comparative case of the
San Antonio Symphony

Found that by incorporating social media usage
into the marketing plan the orchestra received

more interactions on their social media

platforms and generated more word-of-mouth

and the Houston | because of it.
Symphony
Scholtz & Kruger From drifters to | Facebook followers are heterogeneous and

(2019)

followers: a ClA-typology

for engaging followers of

followers can be segmented following their

engagement preferences.




scuba dive operators’

Facebook pages

Collectively, Table 1.2 shows that all the studies have the following in common: to get
consumers to interact with the company/organisations’ posts on social media networks, that
the posts have to be inviting, relevant, exciting and the marketers have to engage with the
customers through sharing their posts and by commenting if there are any questions. The
posts and blogs have to be kept up to date, and the commentary always has to be monitored
for any negative feedback to allow immediate reaction. By examining various forms of social
media marketing and using the correct marketing mixes and post-engagement strategies,
orchestras may be able to attract a larger number of attendees of various ages to attend the
live shows and support the orchestra to help it grow and expand by creating awareness.

From Table 1.2, it is clear that the mix of adverts placed on social media is vital to catch the
attention of the customer or the social media user. Various studies on such social media
advertisement designs have been done; the studies found that font, colour, picture and even
the video that is used can make a difference in the reaction of the consumer and whether or
not they will engage with the post (Zailskaite-Jakste et al. 2017, Ramadan et al. 2018,
Frazier, 2018:internet; Gotter, 2018:internet). Music events can use social media marketing
to reach a greater target market and potentially increase the attendance thereat. The design
and contents of the posts on social media networks should be determined by asking
attendees what will attract their attention and what will make them immediately interact with

the post.
1.2.3 The marketing of symphonic orchestras

Besana (2012:88) found that the marketing of symphony orchestras is mostly centred on
ticket sales to get sufficient revenue to cover expenses but not to make profits - which is an
interesting view. Marketing must be given more attention. If certain standards are
implemented to promote connectivety with the local community and financial markets, the
economics of the symphonic business will be favoured. This can possibly increase the
number of attendees at the orchestra performances. The economics of the orchestra will
then increase and give the orchestra more leeway to try other avenues and be more creative

with the performances.

According to Heinen and Weisenfeld (2015:138) the government has mainly represented

and entertains the logic to do self-marketing of the symphony orchestras which is supported



by the government. “Good” data marketing should be provided for the symphonic orchestra
to help the orchestra sell tickets and limit any financial losses. As clearly seen in the studies
in Table 1.2 and previously mentioned studies, there is a very small amount of marketing
that is done to attract new attendees to the shows and the only marketing that is done for the

orchestra is to avoid financial loss and cover expenses.

Orchestras need to change their view of the value of marketing and enhance their marketing
efforts to attract more attendees, grow the market, sustain the genre and ensure that the
orchestra keeps moving forward. Just covering expenses is not enough. The previous
marketing methods that only consisted of selling tickets to current funders (Besana, 2012:86)
of the orchestra and to current markets did not, in general, help the orchestras to grow,
optimize the opportunities provided through technology and keep up with changing times
and changing ways of doing things. Marketing to possible new markets could broaden the
reach of the orchestra and using new marketing techniques can help to make the process
easier and financially more efficient. Therefore, exploring the possibilities to find ways to
improve the marketing of symphony orchestras and restructuring the marketing strategies
will contribute the long-term sustainability of these orchestras.

1.3 PROBLEM STATEMENT

Classical music events, such as live music performances, have been popular for many
years, attracting a number of supporters. However, this situation has changed (Kramer,
2001). More symphony orchestras face several challenges of which a decline in attendees to
live concert performances is the most concerning (Buschness, 2015). The increasing use of
technology, the ease of access to music that can be downloaded as well as live streaming of
shows resulted in the decrease of attendees at the performances. Due to the lack of
attendees at live music performances, some orchestras can only perform when enough
tickets have been sold to cover their basic needs and thus ticket sales have also decreased
significantly (Buschness, 2015). According to Kaiser (2015:26) this poses a financial threat
to these orchestras. Orchestra members are thus left with no choice but to find additional

income (Burdokova, 2010) else they might consider leaving the orchestra.

Secondly, the limited budgets (mostly from donations), inhibit the development of an
integrated marketing plan focused on the current and potential markets, which is normally a
costly exercise. The previously used marketing mediums such as newspapers and flyers
reach a specific target market but not necessarily all the potential attendees. The reliance on
word-of-mouth as a form of marketing is also not currently effective in the case of the NWU

Symphonic Orchestra (TREES, 2018). The decline in the number of performing orchestras
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adds to the market being unaware of live performances. With the changing market and
limited budgets, new marketing mediums should be explored and considered which might

prove to be more effective and less expensive.

Based on these challenges, the purpose of this study is to determine the role social media
can play in promoting the live performances of symphony orchestras. Specifically, the
utilisation of social marketing campaigns for the orchestras might enable them to attract a
broader market (possibly a younger market) to performances, similar to what other
orchestras are doing worldwide. The needs of the current (mature) markets should also be

assessed to determine their attitude towards e-marketing and the effectiveness thereof.

Based on the problem statement, the following questions arise: Which social media
marketing options are available and viable for symphony orchestras? What should the
design of such a campaign entail? Will social media marketing perhaps attract a larger
market than the current one and still keep the current market engaged? Can consumers be
influenced by social media to support symphony orchestras to a greater extent? Answers to
these questions might assist in identifying new, innovative and cost-effective ways to market
symphony orchestra performances through social media platforms and attract a larger but
broader market that can improve the sustainability of this cultural segment.

Based on the problem statement a research gap was evident regarding the identfication of
relevant social media marketing tools and how to implement it specifically for symphony
orchestras taking the current and potential market into account. The lack of this information
is impeding the orchestras to reach relevant markets that will lead to the growth of this

genre.
1.4 RESEARCH AIM AND OBJECTIVES

This section contains the aim and objectives of the study.
141 Aim of the study

To explore the application of social media as a marketing medium for a symphonic

orchestra.
1.4.2 Research objectives

Objective 1: To conduct an in-depth literature study regarding event management; event

typology, event characteristics and event classifications, with a specific concentration on
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symphonic orchestra concerts and how such orchestras developed over time. Furthermore,

current symphony orchestra marketing practices will be examined.

Objective 2: To conduct a literature study on marketing and, more specifically, social media,
the development thereof and what it comprises. Furthermore, the use of social media in
marketing efforts will be discussed, with a focus on the types of messages and message

designs that will create page follower engagement or interactions.

Objective 3: To carry out an empirical study where data will be analysed, gathered through
secondary data by means of questionnaires and gathered through primary data by means of
in-depth interviews regarding attendees’ social media use and social media post preferences

for page engagement to reach conclusions.

Objective 4: To draw conclusions and compile recommendations regarding the literature and
empirical results of this study. The conclusions will consist of the findings from this study to
find common ground between literature and empirical analyses. The recommendations will
focus on the development of social media marketing criteria to guide the development of

such marketing efforts. Attention is also given to future research.
1.5 METHOD OF STUDY

In this section of the study, the research design and the way that data was collected and

analysed will be discussed enabling answers to the research questions.
15.1 Literature study

A literature study entails the search for resources to obtain secondary data for the use of the
background, introduction and the problem statement to ensure that the most appropriate
information is being used to address the objectives of the study (Maree, 2016). A literature
review or study is a part of a dissertation that reviews other research studies that have been
done on the same topic; it also helps the researcher identify the gaps in research (Ridley,
2012:3). Therefore, academic articles and textbooks were consulted to ensure that all the
relevant information was reviewed. Furthermore, specialised websites also assisted in
providing contemporary information on social media practices. The databases and
information platforms used to obtain the information for this study included the NWU Library,
Google Scholar, books from various scholars, EBSCOhost, JSTOR and Science Direct.
Given the topical nature of the study, only sources (where possible) published over the last

ten years were used. The main keywords to be used in this study include: music events,
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social media, symphony orchestra, social media marketing and social media

engagement.
152 Empirical Survey
1521 Research design and method of collecting data

In this study, primary data and secondary data were used. The research method used in this
study was the sequential mixed method. First, quantitative research was done followed by,
gualitative research (Maree, 2016). The research design for the quantitative research
(secondary data) is causallexplanatory. A causal research design entails that an
investigation into an issue or topic has to be done to determine the effects that it can have
on another variable (Maree, 2016). This research design was used because the research
aims to determine the way that specific types of social media messages influences
respondents to follow pages. A face-to-face survey method was used (Maree, 2016) to
gather the secondary data. The findings in the first phase (quantitative research) then
determined the questions that were asked in the second phase (qualitative research) and

how the research was conducted going forward.

The research design for the qualitative research is exploratory and was done by means of an
interview survey followed by a case study (Maree, 2016). A case-study design entails the
setting of an empirical enquiry into a phenomenon that is part of the real world (Maree,
2016). Figure 1.1 illustrates how the empirical survey took place.

Sequential
mixed
method

!

2. Qualitative

1. Quantitative (Case-study)
(Causal/Explanatory)

: y Semi-structured
Questionnaires ‘ (To attendees) |

(to attendees) Primary-data
Secondary data L

Figure 1. 1: Research design and method Source: Own compilation
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1521 Quantitative Research
The manner in which the quantitative survey was done is discussed in this section.
Secondary data is thus used in this instance.

1.5.2.1.1 Development of the questionnaire

Focusing on the objectives of the study, the questionnaire consisted of three sections.
Section A asked socio-demographic questions; for example, age, gender, and level of
education. Section B focused on consumer behaviour questions, such as types of social
media used; and respondents’ use thereof. Lastly, Section C followed a Likert-scale format
to determine aspects that contribute to active social media page engagement/interaction.
The scale had a range from 1 to 5, where 1 indicated ‘Strongly disagree’ and 5 ‘Fully agree’.
The statements were adapted from other studies on social media interactions, for example:
Cvijikj and Michahelles (2013), Gummerus et al. (2012), and Vromen et al. (2016). The steps
that were proposed by Field (2003) and Tustin et al. (2005) were followed to design and
validate the questionnaire. To ensure the content validity, an in-depth review of literature
was done (See Chapters 2 and 3). Statistical consultation services assisted in the setting
and wording of the questions. The questionnaire was prepared by TREES (Tourism
Research in Economics Environs and Society), a research team from the North-West
University (Potchefstroom campus), and the distribution was overseen by a researcher from

this team.

1.5.2.1.2 Sampling method

This study made use of a non-probability sampling method, convenience sampling, and thus
the likelyhood of being selected for a sample cannot be calculated (Maree, 2016).
Convenience sampling is used when population elements are selected based on the fact
that they are easily and conveniently available. This method was also chosen since it is cost-
effective, and a list of possible respondents was not available. The sampling unit were the
attendees at a Symphony Orchestra concert and the population was all those attending the
NWU Symphony Orchestra on the Potchefstroom Campus of North-West University. The

Miederpark church where the questionnaires were distrbuted has 700 seats available.

Krejcie and Morgan’s (1970) formula of sampling size was used for this part of the study; the
table for determining the sample size stated that for a population of 1 000 000, a sample size
of 348 is needed to represent a cross-section of the population. This sample size was seen
as sufficient since the population was less than 1 000 000. However, 273 questionnaires

were distributed, based on the number of tickets sold of which 196 were returned (72%
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response rate). Due to the lower number of attendees at the orchestra performance on the
day that the questionnaires were handed out, the number of questionnaires that were
obtained was less than intended. This, in turn, confirmed that the orchestras need to look at
other marketing avenues to increase the attendees market.

1.5.2.1.3 Data collection

Fieldworkers, of which the researcher was one, were asked to distribute the questionnaires
to the respondents on the date of a NWU Symphony Orchestra performance. The
fieldworkers only distributed questionnaires at one performance as that was the last
performance available for the years. The questionnaires were distributed before the
orchestra performed, during the brake and after the performance. The fieldworkers were
trained in ethical ways to approach the respondents as well as how to ask them to complete
the questionnaire. The fieldworkers were informed on the purpose of the study so that they
were able to explain it to the respondents. After the questionnaires were completed, the

fieldworkers collected them.

1.5.2.1.4 Data analysis

The data was captured in Microsoft Excel and further analysis was done in the Statistical
Package for the Social Sciences Version 25 (SPSS, 2019). Specifically factor analysis, t-
tests and ANOVAs were identified as relevant. A factor analysis was used to determine
which items belong together based on the way they have been answered (Maree, 2016), a t-
test is used in three scenarios, for example; when two groups have to be compared based
on the score; when the average scores on two variables needs to be compared and when a
variable needs to be compared to a specified constant value (Maree, 2016). The t-test was
used to determine comparison of social media engagement by demographic variables
(gender, language, age and education), comparison of social media engagement by eye-
catching strategies (videos, memes, Gifs, Posters, pictures, text and others), comparison of
social media engagement by receiving notifications on a mobile device, comparison of social
media engagement by using social media at selected times of the day (when waking up,
during morning, during afternoon, during early evening, evening, late at night/morning and all
times of the day/nights), comparison of social media engagement by social media activities
related to the event being assessed and support for symphonic orchestras (currently
following the event and recommendation of the event). A One-way-Analysis of Variance
(ANOVA) is used to compare the differences between several related or dependent groups
(Maree, 2016). This test was used to examine what the Comparison of social media

engagement by the role of influencers was.
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1.5.2.1.5 Ethical clearance

Ethical practices are critical in any research process and both the researcher and all those
involved have a responsibility to act in an ethical manner. The study needs to be ethical to
ensure that every aspect is done in such a way to make the respondents feel comfortable
and leave them in a similar state afterwards, while also collecting the data.

The questionnaires were seen as the secondary data for the dissertation, since this project
was completed by a selected team of researchers at North-West University. This project
received ethical clearance from the ethics committee of the Faculty of Economics and
Management Sciences. Due to the questionnaires being done as a project of the North-West
University, the anonymity of the respondents was ensured by the researcher not having
access to the original questionnaires, but only to the results. The ethical number for the
project is NWU-00781-19-A4.

1.5.2.2 Qualitative research
The manner in which the qualitative survey was carried out is discussed in this section.

1.5.2.2.1 Method of research

Qualitative interviews were held with selected participants. Maree (2016) defined interviews
as a two-way conversations where the interviewer asks the participant various questions to
determine their beliefs, ideas, views, behaviours and opinions. The respondents were also
asked, at the start of the interview, if they give permission to be recorded for research

purposes.

1.5.2.2.2 Development of the interview guide

The measurement instrument used was a semi-structured interview guide (Maree, 2016).
This instrument is commonly used in research projects to corroborate data emerging from
other data sources. This method that was used because the questions that were asked in
the interviews were partially determined by the data collected during the quantitative phase

and the in-depth literature review.

Thus, interviews were used to determine the specifics of the preferences of the respondents
in terms of social media marketing such as pictures, videos, fonts and typology. The
interview assessed information related to a possible criteria to be developed for social media
campaigns and included the following focus areas: the use of colour (Zailskaite-Jakste et al.,
2017; Frazier, 2018; Gotter, 2018); text and typology (Ramadan et al., 2018; Frazier, 2018;
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Major, 2020); content (Du Plessis 2017; Nair, Lee & Hosanagar, 2018; Johnson, 2020;
Major, 2020; Gotter, 2019); contrast (Tiago et al., 2017; Frazier, 2018); images (Zailskaite-
Jakste et al., 2017; Gotter, 2018, 2019; Major, 2020; Weaver, 2020) and videos (Gretzel,
2017; Gotter, 2018, 2019; Major, 2020) (See Appendix 1).

Table 1 3: Criteria for interviews

Author: Criteria: Description:

Frazier, 2018:internet Colour Some colour pairings are difficult to see

Gotter, 2018:internet Older people like blue, purple and green and

Gotter, 2019: internet most dislike orange.

Zailskaite-Jakste et al., Younger people like yellow, red and orange

2017: 1374 although most dislike orange. Purple, yellow
and brown are after orange as least liked
colour.
A colour emotion guide will work well in
designing an add.

Frazier, 2018:internet Text Use the right amount of text, one or two lines

Major, 2020: internet A short description of the offer

Weaver, 2020:internet No more than 125 characters

Ramadan et al., 2018:15

Frazier, 2018:internet Typology | Select a font that aligns with the image, san-

Ramadan et al., 2018:15 serif is best for web.

Nair, Lee & Hosanagar, | Contents | Use emotional and philanthropic content to

2018:internet encourage engagement.

Johnson, 2020: internet The contents used should be themed

Major, 2020: internet contents.

Gotter, 2019:internet A call to action phrase should be used as well

Du Plessis 2017:3 as a link that goes directly to the relevant
landing.

Frazier, 2018:internet Contrast If using a dark background, a light text should

Tiago et al., 2017:22 be used with it

Gotter, 2018:internet Images Images that stand out should be used

Major, 2020: internet High-quality, relevant and eye-catching

Weaver, 2020: internet images should be used

Gotter, 2019: internet Visual components grab attention, images

Zailskaite-Jakste et al., should be 1:91:1 and no more than 20% of the
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2017: 1374 image should be text

Gotter, 2018:internet Videos Videos should be incorporated into social
Major, 2020: internet media adds.

Gotter, 2019: internet High-quality, relevant and eye-catching videos
Gretzel, 2017:10 should be used.

Most videos are watched without sound,
keeping the video short is key 30 seconds and

under.

1.5.2.2.3 Sampling method

The survey method that was used is non-probability sampling, which is a sampling technique
where the likelyhood of being selected for a sample cannot be calculated. During the
guantitative phase of the research, respondents voluntarily provided their phone numbers to
form part of the second phase of this research. Thus, convenience sampling was chosen
due to respondents’ willingness to participate in the second phase of this research. After the
completion of the quantitative research 15 respondents provided their names for further in-
depth interviews, according to Dworkin, (2012:1320) there are no stated number of
participants that are the minimum requirement for qualitative data, but there is a speculation

that anything from 5 to 50 participants are sufficient for the study.

1.5.2.2.4 Data collection

The interviews were conducted through online face-to-face communication due to the
current COVID-19 pandemic. The respondents were asked to take part in the interview
through a message or call that was made to their phones, their numbers were obtained
through a voluntary question in the questionnaire distributed as part of the secondary data.
The respondents were asked which online interview system (for example skype, zoom etc.)
will be best for them in terms of availability and convenience. The interview was held on a
specific date and time and in a professional setting to ensure that the respondents are
comfortable to respond to the questions. From the 15 respondents, 10 interviews were held
on Zoom and WhatsApp video call and took between 30 minutes and 1 hour per interview.
The respondents were free to answer any question and if additional information or questions

were required, the respondent was asked to explain if possible.

1.5.2.2.,5 Data analysis
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The data was collected, prepared and organised (for example into text data as in transcripts
(Cresswell, 2007:147). The collection was achieved by conducting the interviews with the
respondents while recording the interview as well and then transcribing the interview
sessions. The data was then processed by compiling the data into sections or groups of
information that were also known as themes or codes to make “sense” of what was
uncovered and compiled (Creswell, 2003, 2007). The themes, or codes, were consistent use
of phrases, expressions, or ideas that were common among the participants (Kvale, 2007).
The themes, or codes, were then analysed by interpreting the data as best as possible to
make sense of the words or observations and finally the data will be represented in
discussion format (Cresswell, 2007:147). The research question was kept in mind when

analysing the data to ensure the correct conclusions were made (Maree, 2016).
1.5.2.2.6 Ethical clearance

As the respondents have given their contact information voluntarily on the questionnaires
they have completed, the respondents were contacted to ask if they would still be interested
in participating in the second phase of the study. If the respondents were not willing, the
researcher did not pressure the respondent, but thanked them for their time.

The respondents were informed that the interview will be conducted on an online face-to-
face system due to the COVID-19 pandemic to ensure their comfort and safety. It was made
clear to the respondent that if he/she was not comfortable answering a question, he/she can
inform the researcher and the question will then be ignored and the researcher will move to
the next question. The respondents were also asked at the start of the interview if they give
permission to be recorded for research purposes. The respondents were informed that if
he/she wanted to leave the interview process they can do so freely without any obligation to
the research. The respondents were notified that the answers were all to be logged as
anonymous and that their names did not show anywhere on the study — they will be named
as Interviewee 1, 2 etc. All respondents were offered a reasonable time to answer all

guestions and he/she could take as long as needed to comply fully with the questions needs.

The researcher informed the respondent that the interview was recorded for data security
purposes and that if he/she was not willing to be recorded then the researcher will transcribe

the information.

The second phase of the research served as the qualitative research part of the study in

regard to the interviews with the participants; there werel0 of the 15 participants that agreed
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to take part in the interview. An ethical number for the interviews were retrieved by the

researcher NWU-00903-20-A4 that was given to the participants if requested.

1.6 DEFINING CONCEPTS

In this section, the researcher will define the main keywords to be used in this study.
16.1 Music events

Music events can be interpreted as a unique moment that celebrates by using ceremonies
and/or rituals to satisfy specific needs. There are a variety of events such as artistic
performances, band contests, theatrical performances, music festivals, celebrity
appearances, and open days that fall under music events according to Watt (1998) as cited
by Buschness (2015:12). Raj et al., (2009:3) stated that depending on the purpose of the
event, it can be put into different categories such as music events. For the purpose of this

study, music events refer to an event that has a musical component, be it a band or a singer.
1.6.2 Symphony orchestra

A symphony orchestra is defined by Oxford Living Dictionaries (2019) as “a large orchestra
of string, wind, brass and; percussion instruments.” Bedell (2010) stated that symphony
orchestras and philharmonic orchestras, traditionally, can be defined as 80 to 120 musicians,
that include strings, brass, woodwinds, piano, percussion and harp. For the purpose of this
study the definition of Symphony Orchestra is a group of musicians that play instruments

that include strings, brass, wind and percussion.
1.6.3 Social media

Social media can be defined as: “as a series of both hardware and software technology
innovation (Web 2.0) that facilitates creative online users’ inexpensive content creation,
interaction, and interoperability” (Berthon et al., 2012). Akram and Kumar (2017) stated that
social media is an online platform that is used to build social relations or social networks with
other people to share personal/career interests; backgrounds, activities; or real-life
connections. For the purpose of this study, social media is seen as an online network where

people can interact with each other and share information with others online.
1.6.4 Social media marketing

Social media marketing that uses social networks, such as Facebook, to enable content

sharing, relationship building, information diffusion and fans cohesion, is an influential
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marketing method (Chueng & Lee, 2010). Kim and Ko (2012) define social media marketing
as “a two-way communication seeking empathy with young users, and even enforcing the
familiar emotions associated with existing luxury brands to a higher age groups”. For the
purpose of this study, social media marketing is seen as a form of marketing that is focused
on the online networks to interact with a various market of people, young and old.

1.6.5 Social media engagement

Social media engagement is said to be a process used to measure the public shares, likes,
and comments for the online efforts and presence of a business, as stated by Bigcommerce
(2018). Neumann (2017) simplifies that definition and states that social media engagement
is merely getting one’s followers (users) to react to a post, whether it be in the form of likes,
shares, or comments; and every time one of these activities take place. For the purpose of
this study, social media engagement will be defined as the interactions of the followers with

the product or person’s website or Facebook page.
1.7 Chapter Classification

This section will display the chapters and their contents related to the study.

Chapter 1: Introduction, background, problem statement, objectives and method of
study

This chapter contains an introduction and background that examines symphony orchestras,
a problem statement that describes the identified problem and the method of the study that

explains how the researcher did the study as well as how the data was analysed.
Chapter 2: Literature Review of Event typology

This chapter focuses on the literature review related to the nature of events and where the
events originated as well as what the events are comprised of will also be investigated. What
orchestras are and their characteristics will be determined. The marketing that is currently

used by orchestras will be determined and ways that it can be improved.
Chapter 3: Understanding Social media marketing

This chapter focuses on the literature review related to social media, where it comes from
and what it consists of. How social media can be used as a form of marketing will also be
determined in this chapter. A closer look will be taken at the types of media messages that

need to be posted or advertised to increase user engagement/interactions.
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Chapter 4. Research Methodology

This chapter contains a description of the research methodology and the way that this study
was conducted. The research was divided into two phases, Phase 1 focused on secondary
guantitative data and Phase 2 focused on primary qualitative data. The statistical methods
related to these two Phases were also discussed.

Chapter 5: Empirical results

This chapter contains the results of the empirical study which will reveal the analysis of the
data gathered through questionnaires and in-depth interviews. The results were compiled,

processed, analysed and displayed.
Chapter 6: Conclusions and recommendations

This chapter contains the conclusions drawn from the literature and empirical research
conducted which revealed where there were gaps in the literature, as well as how this study
contributes towards minimising these gaps. Furthermore, recommendations are made
towards the improved marketing of symphony orchestra events, especially from a social

media engagement and post design point of view.
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Chapter 2: Literature Review of
Event typology

2.1 INTRODUCTION

Chapter 1 highlighted critical aspects to be taken into account in this study. These were
events, their contribution to the tourism industry and the events sector as well as the
different types of events and music events. In this chapter, more in-depth discussions will
follow highlighting previous research on these topics. The different types of events will be
described and each subcategory will be identified and defined. It is necessary to elaborate
on the type of events that are relevant for this study to understand the origin of this type of
event. All aspects of events and the characteristics that they comprise play an important role
in the development of events and the subcategories that lead to the creation of new events

that make the tourism industry even bigger.

The impacts of events will be listed and discussed at length to understand why certain
events are more important or relevant than others. Studies that discuss the success factors
of events will be looked at to understand what will help events in the future and also what to
focus on when starting to plan an event, be it a live concert or to book a tour for a new writer.
After this, symphony orchestras will be analysed according to their event categories and the
history of the symphony orchestra to get a better understanding of where and how they
originated. It is thus the purpose of this chapter to focus on the literature review related to
events and their origins as well as what the events comprise will also be investigated.
Orchestras and their characteristics will be examined. The marketing that is currently used

by orchestras will be determined as well as ways that this can be improved.

2.2 CONTEXTUALISING EVENTS
221 Defining events

Chambers dictionary (1998:560) defines events as: “anything which happens; result; any
incidence or occurrence esp. a memorable one; contingency or possibility of occurrence; an
item in a programme (of sports, etc.); a type of horse-riding competition, often held over
three days (three-day event), consisting of three sections, for example dressage, cross-
country riding and showjumping; fortune or fate (obs); an organized activity at a particular

venue, eg for sales promotion, fundraising.” Getz (1997) stated that the definition of events is
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as follows, “To the customer...a special event is an opportunity for a leisure, social or
cultural experience outside the normal range of choices or beyond everyday experience”
(Definition also used by Shone & Parry, 2004, 3).

Over the years the definition was adapted and it became more specific or easy to
understand such as Industry Glossary of terms (CIC, 2005) defined events as: “an organised
occasion such as a meeting, convention, exhibition, special events, gala dinner, etc. An
event is often composed of several different yet related functions”. Arcodia and Robb (2000),
Davies and Brown (2000) and Etiosa (2012) stated that events are a one-time or infrequent
occurrence that lasts for a limited time and provides attendees with a social opportunity and
leisure beyond everyday experience. Nielsen (2008:33) defines events as an organised thing
for audience members to either attend the event or to gain experiences and new insights

through participation.

Goldblatt (2008:5) included the human element of an event and defined a special event an ‘a
unique moment in time, celebrated with ceremony and ritual to satisfy specific needs.” To
improve the understanding of events they are divided into types and they are organised
according to their size and scale.

For the purpose of this study events will be defined as a one-time occurrence that is
time limited and that enables attendees to take part in social gatherings and leisure

opportunities that are memorable.

As can be seen, the definitions of events have changed and developed over the years not
only to be a onetime occurrence, but also a frequent occurrence that attracts various types
of people and gives every attendee a different experience depending on the needs and the
goals of each attendee. This gives the study a wider range of typology to work with in terms

of what events can be used for or viewed in the future.
222 Impacts of events

Events have positive and negative impacts on communities, environments, politics and even
social and cultural aspects (Allen et al. 2010:61; Lill, 2015). These impacts can also be
defined as advantages and disadvantages. Table 2.1 lists the positive and negative impacts

of events on certain aspects.
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Table 2. 1: Event impacts (Adapted from Allen et al. 2010:61)

Impacts of Positive impacts: Negative impacts:
events:
Social and Shared experience(Jurowski Substance abuse (Gursoy et al.,

cultural(Lill, 2015)

& Gursoy (2004), Adendorff
(2008))

Increased community groups
(Bignoux (2006); Motale
(2008))

Revitalisation of traditions
(Fredline et al., (2004);
Delamere et al., (2001))

(2004); Waitt, (2003)

Manipulation of community
(Saayman (2000); Kreag (2006))

Bad behaviour (Small et al.,
(2005); Fredline, Jago & Deery
(2003:24)

Political(Lill, 2015)

International prestige
(Adendorff (2008); Slabbert
(2000); Saayman (2007))

Social cohesion (Fredline &
Faulkner (2000); Adendorff
(2008))

Improved Profile (Visser
(2005); Gursoy, Kim & Uysal
(2004))

Risk of event failure (Small et al.,
(2005); Waitt, (2003))

Propaganda (Jurowski & Gursoy,
(2004); Mason (2003))

Lack of accountability (Fredline,
Jago & Deery (2003:24))

Environmental(Lill,
2015)

Showcasing the environment
(Andereck et al., (2005);
Simpson (2008))

Increased environmental
awareness (Andereck et al.,
(2005); Simpson (2008))

Infrastructural legacy (Conroy
(2001); Getz (2000))

Environmental damage (Getz
(2007); Slabbert (2000))

Destruction of heritage (Page &
Dowling (2002); Shackley (1996))

Noise disturbance (Shone, (2001);
Saayman (2009), Small et al.,
(2005); Waitt, (2003))

Tourism and
economic (Lill,
2015)

Job creation (Saayman
(2007), Goeldner & Ritchie
(2003))

Business opportunities

Exploitation (Ohmann, Jones &
Wilkes (2006))

Community resistance to tourism
(Johnston (2001); Goeldner &
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(Kreag (2006); Saayman Ritchie (2003))

(2007)) v Opportunity costs (Johnston
v Increased tax revenue (2001); Goeldner & Ritchie

(Goeldner & Ritchie (2003); (2003))

Adendorff (2008))

Social and cultural event positive impacts:

e Shared experience is exactly what it sounds like, it is when a person is seeing,
hearing and/or doing the same thing as another person. This has an impact on
human socialising because it enhances each individual experience. In this study, it is
an important impact because every attendee experiences the symphony orchestra
differently and every attendee can exchange their personal experience with the other
to then have a shared experience.

e Increased community groups refers to community groups forming to help with the
arranging and planning of the event to ensure that the community can have positive
outcomes and profit from the event. This, in turn, has an impact on the study due to
the different types of people attending the performance that then influence the way
the event needs to be marketed, planned and organised.

e Revitalising a tradition will always have a positive impact because it brings back a
tradition that could have been lost if the event hadn’t made it part of the overall plan.
This will ensure that a culture such as classical music and live classical music
performances will be revitalised for the community to be able to experience it for a

long time to come.

Social and cultural event negative impacts:

v' Substance abuse: The surge in new people can increase the number of community
people as well as tourists abusing drugs and alcohol that can lead to various other
problems. This can give the community a bad reputation and, in turn, fewer tourists
will be willing to visit the event.

v Bad behaviour: Tourists and community members will be more willing to misbehave
themselves than usual due to a change in surroundings. This will also give the
community a bad reputation and, in turn, fewer tourists will be willing to visit the

event.
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Political positive impacts:

An event can obtain international prestige for its host community, which will have a
positive impact on its overall tourism and its economy. This impact can ensure that
an event will take some time to calm down, in terms of shows being planned and new
shows being booked, and not attract attendees. In this study it is a goal to retrieve
international prestige to ensure that the event does not lose attendees, but only gain.
Social cohesion is when the community or society is included in the event and take
part in the process to host the event.

When a political profile is improved, the country or community and its leaders portray
a better profile than before which, in turn, improves community participation as well
as tourism. This will encourage political parties to donate funds to ensure the
financial wellbeing of events as well as their growth.

Political negative impacts:

v Risk of event failure: The failure of the event will be detrimental to the economy and

to the community. If the event fails, all the funds that were used to arrange the event
will be lost and the community will be less likely to help after the failure.

Lack of accountability: The governance will take no accountability if an event fails
because they do not want to be associated with failure. This, in turn, will decrease
the community’s trust in the governance and weaken their willingness to help plan an

event or participate in it.

Environment positive impacts:

If an event showcases the environment, it places an emphasis on the importance of
preserving the environment and all that it holds. This impact will ensure that a wider
variety of attendees will attend the event because it is trying to help the environment.
Increased environmental awareness helps the community know what is important for
the environment and what our actions should be in the future. As stated, such an
event will make the community aware of the environmental needs and, in turn, attract

different types of attendees that want to help the environment.

Environment negative impacts:

v' Environmental damage: The environment will be put under a lot of stress due to the

increase in people in the area and, if the environment is not monitored, the impact

can be permanent and very bad. This will then decrease the number of attendees in
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the future due to attendees becoming more environmentally aware and they will only
support events that are serious about the environment.

v" Noise disturbance: An event can have a big influence on noise pollution and
disturbance in the city due to the number of attendees. The community will not be as
willing to help plan and support the event if the levels of noise disturbance are not
monitored and kept in check.

Tourism and economic positive impacts:

¢ Increased job availability will expand the community, which will broaden the scope of
attendees that will be attracted by the events.

e As the economy grows and expands, more business opportunities will come to light
and enable entrepreneurs to broaden their businesses and increase the availability of
jobs in the community. These opportunities will, in turn, attract more people that will
increase the number of attendees at the events that are held in the community.

e More income, jobs and business opportunities enable the economy to grow and
increase their tax revenue as there are more people receiving an income from an
employer and the money spent on other necessities also increase tax revenue.
Increased tax revenue enables the community to host more events for the people of
the community.

Tourism and economic negative impacts:

v' Opportunity costs: An event can be very expensive to plan and produce. Although
there are many positive economic impacts of an event, if the event fails it will have a
big impact on the community that has to get back to the financial stance they were in
before the event.

v/ Community resistance to tourism: Due to so many negative impacts and community
members not being willing to support events, the community can become hostile and
resistant to the prospect of tourism, this can lead to no more events and the

economic decline of the tourism in the city.

223 Role and policy principles of events

To understand events as a tourism aspect, it has to be determined where it fits into tourism
as a whole. Connell and Page (2010) and Dredge et al. (2013) stated that the roles of events
in tourism development constitutes the core propositions that created and delimit this sub-

field, there are four propositions:
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e Events attract tourists.

e Events attributes to place marketing.

¢ Events animate attractions and places, this means that a person with a park/facilities
is automatically in the events business.

e Events can act as a catalyst for other forms of development/improved capacity to

attract tourists by infrastructure gains and more effective marketing.

Smith (2012) stated that there are three main policy principles in regard to events, policy
related to events, policy that is formulated to help events and events as public policy.
Governments act as managerial bodies to ensure the safety of hosted events as well as their
relevance to ensure that the beliefs of a current political regime is promoted by the event. A
tool for managing the influences and issues linked to events as well as contributing to
sustainable development was provided by developing a specific guideline and six regulations
for public events and event management (Hanrahan & Maguire, 2015). City authorities can
also instigate, promote, manage and fund events. In other words, events are used as a

policy instrument.

Cities increasingly started creating new event development agencies responsible for the
organising and realisation of city event projects (Getz, 2012). These organisations have
given their power to arrange these major events to other parties as well as the event
funding.The third approach concentrates mainly on the public policy that are formed around
events with the sole objective of leveraging potential positive outcomes. The concept of
event leveraging can be seen, firstly, as knowledge of the posibilities that events can make
for the host community and its members and, secondly, as an intention to grasp this

potential and possibilities on various levels of community operations (Quinn, 2013).

This approach highlights the necessity of pre-event organising, as well as during and after
event analysis and evaluation. Smith (2014:21) states that, to achieve expected positive
outcomes from leveraging initiatives, a leveraging approach needs to be “an integral part of
the decision-making process in the early stages of event planning”. In other words, it is
necassary for city event managers to not only create, but to implement and evaluate tactics
that employ all opportunities that offered to the community by events. As Smith (2012) ends,
communities should think about the ways in which to plan events in correlation with their

current wider policy goals.
224 The importance of understanding event trends
There are various trends and forces that have an impact on events. Due to events becoming

more relevant and attractive, competitiveness has also grown with events. Getz already
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stated in 1997 (1997:22) that events need to become more innovative and original to earn a
place or to be competitive to attract artists and attendees, not to mention funding (again
stated by Getz 2012). Events are so widespread that it has become a business of sorts and
requires a professional person to promote, bid on, develop and manage the event to ensure
that it achieves results. Volunteers can still be used and are encouraged to participate, but
they will have to undergo training to achieve the necessary skills for the event to succeed
(Getz, 1997:25, supported by Getz 2012)).

Getz (1997:23-24, supported by Getz 2012) stated that, when an event is hosted, it can
stimulate the construction of new facilities and facilities are needed to host events, some of
the new buildings for venues are squares, plazas, trade show centres and parks that are
used as event facilities. Event marketing is growing to be a large aspect that is important for
success, sport events are attracting the most attention due to professional marketing to
increase sponsorship (Getz, 1997:24, supported by Getz 2012). Accountability is an
important issue that can be managed through a good risk management plan and sponsors,
the community and funding bodies need to maintain better accountability. These trends and

forces need to be taken into account when planning or hosting an event to ensure success.

2.3 UNDERSTANDING DIFFERENT TYPES OF EVENTS

/1. Event Classifications:

Special
Organised
Unorganised
Small events
Big events

3. Event types \ 2. Event sizes:

. Local/community

Sport Major

Business
Cultural

1
: Political | ooty § Hallmark
« Educational Events 4 Moga

.

4. Characteristics of
events:
. Uniqueness

. Perishability of
events
. Intangibility

5. Cultural event types:

. Exhibits « Ritual and Ceremony
. Music concerts . Ambiance and
. Festivals services

« Personal contact and
interaction

« Labor-intensiveness

. fixed time scale

|
!

Figure 2. 1: Event classifications, sizes, types and characteristics (Source:Own)
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23.1 Event classifications
Figure 2.1 shows the event sizes, types and characteristics that will be discussed.
Getz (2005:16) gave two definitions for special events:

“A special event is a one-time; or infrequently occurring event outside the normal program or

activities of the sponsoring or organizing body.”

“To the customer or guest; a special event is an opportunity for an experience outside the

normal range of choices or beyond everyday experience.”

The definitions can then be summarised as an event that is infrequent and not a normal
occurrence in a person’s life (Devies & Brown; 2000, Arcodia & Robb; 2000, Getz 1997,
Mihalik & Cummings; 1994). Engblom (2010:16) defined a special event as: “a planned
occasion with fixed duration for the celebration of something, and it can be a one-off or be
occasionally recurring.” Examples of special events are birthday parties, kitchen teas and

baby showers.

An organised event is an event where a plan has been drawn up, known as an operational
plan, with objectives; a budget and guest lists depending on the size of the event. Whereas
an unorganized event can be seen as a birthday party or family gathering where family and

friends were invited and the plan was loosely made (Shone & Parry, 2004:15).

According to Jago and Shaw (1998, supported by Webster et al., 2018) events are
determined on size and impact. A small event can be defined as an event that is targeted at
family or friends where the guests do not exceed 100 attendees. A big event is targeted at
local communities and/or other communities that have an expected attendee number of 100

and above.

In conclusion, events are a one-time occurrence that is time limited and that enables

attendees to take part in social gatherings and leisure opportunities that is memorable.
2.3.2 The size of an event

The most common categories or types (shown in Figure 2.1) according to Jago and Shaw
(1998, supported by Webster et al., 2018) are local/community, major events, hallmark, and
mega-events. Local/community events are defined by Janiskee (1996:404) as family fun
events and community considers ‘owned’, because family and volunteers of the host
community are used to arrange and plan the event. An example of a local/community event
is BBC Children in Need or Comic Relief.
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UK Sports (1999a) made three elements that need to be considered for an event to be a

major event:

e Must involve competition/conflict between teams and/or individuals that represent a
number of nations.

e Must attract public interest both internationally and nationally, through spectator
attendance and media coverage.

e Must be of international importance to the sport concerned and feature prominently

on its international calendar.

An example of a major event is the Isle of Man hosts the TT Races or Silverstone has the
British Formula 1 Grand Prix. Ritchie (1984:2, supported by Webster et al., 2018) defined
hallmark events as: ‘Major one-time or recurring events of limited duration, developed
primarily to enhance the awareness, appeal and profitability of a tourism destination in the
short term or long term (Devies & Brown; 2000, Arcodia & Robb; 2000, Getz 1997, Mihalik &
Cummings; 1994, Engblom, 2010). Such events depends on their success on their
uniqueness, timely significance or status to create interest and attract attention.” Getz
(2005:16-17) stated that hallmark events have the ability to give a competitive advantage for
their host communities. An example of a hallmark event is the Notting Hill Carnival.
Cummings and Simonetta (1993, supported by Engblom, 2010) define hallmark events as a
one-time occurrence or event that increases the awareness and appeal of a tourist

destination.

Getz (2005:18) defined mega-events as ‘the volume should exceed one million visitors, it
should cost a capital of at least $500 million and it should have a reputation of a ‘must-see’.
Mega-events vyield extraordinary high levels of tourism, prestige, media coverage, or
economic impact for the host community, venue or organization just by the size of the events
(Getz (2005:6; Devies & Brown; 2000, Arcodia & Robb; 2000, Getz, 1997, Mihalik &
Cummings, 1994, Cummings & Simonetta; 1993). This type of event may impact nations,
communities or entire continents, as they require a lot of human and financial resources as a
rule (Douglas et al., 2001). There are five main forms of events which can all also be

local/community, major, hallmark or mega-events depending on the size of the event.
2.3.3 Event types

UK Sports (1999, supported by Getz 2012) defined sports events as an event where
different countries or teams come together to compete against each other to determine who
is the best, it can also be local/community, major, hallmark or mega-event. Getz (1997:7,

2012) stated that educational events entail seminars, workshops, and congresses. They are
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all involved in learning processes and informational exchange. Political events are, for
example, summits, royal occasions and political events that fall into the smaller category of
events. Political events attract a lot of attention, because they entail visits by important
personalities. Fenich (2008) stated that business events include meetings, exhibitions,
incentive travel, conferences, and corporate events. All three can be seen in Figure 2.1.
Cultural events, which includes festivals and music shows, are universal and pre-date the

contemporary events industry (Nindi, 2005).

Engblom (2010:19) adapted Getz’ (1997:6-7) typology of events and these are the type of

events that fall under the different types/categories of events:

Table 2. 2: Typology of events (Adapted from Engblom (2010:19)).

Type of event: Description:

Cultural events e [Festivals

e Carnivals

e Religious events
e Parades

¢ Heritage Commemorations

Art/entertainment e Concerts
e Other performances
e Exhibits

e Award ceremonies

Business/trade e Fairs
e EXxpositions
¢ Meetings and Conferences

e Fund-raiser events

Sport competitions e Professional
e Amateur
Educational and scientific e Seminars
e Clinics

e Congresses
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e Workshops

Recreational e Games and Sports for fun

¢ Amusement events

Political/state e |nvestitures

e VIP visits
e Inaugurations

e Rallies

Private events e Anniversaries

e Family holidays

¢ Rites of passage

Social events e Parties, galas

e Reunions
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Characteristics of events

Shone and Parry (2004:13, Bladen et al., 2012) stated that events have key characteristics

that should be taken into account when planning the event and when looking at the

definition. There are eight characteristics that are shown in Figure 2.1:

O

Uniqueness: the event coordinator should take into account that what makes an
event unique definitely depends on the participants, the circumstances/environment,
the guests, etc.

Perishability of events: refers to the fact that events will only run for a certain amount
of time.

Intangibility: this is related to mental values. Intangibility refers to something that
cannot be seen or touched but can be experienced.

Ritual and ceremony: events are also characterised by symbols, rituals, and artefacts
that have some special meaning (Bladen et al., 2012).

Ambience and services: the surroundings, catering services, participants, etc. at the
event.

Personal contact and interaction: events are gatherings where personal contact and

interaction are inevitable.
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o Labour-intensiveness: (staff) depends on the complexity together with the
uniqueness of the event.

o Fixed time scale: can create a sense of organisation and somehow a sense of
achievement (Shone & Parry, 2004:17).

2.4 UNDERSTANDING CULTURAL EVENTS

Cultural events can be divided into festivals, music concerts and exhibits. According to
Etiosa (2012:14) and Davies and Brown (2000) festivals are public, themed celebrations
because, without the invitation of the public to participate, it then becomes a private party or
celebration. A music concert is a musical performance by one artist or multiple and/or bands
or orchestras that are regularly scheduled or can be a one-time and periodic special event.
Exhibits can range between museums, monuments, art galleries, folklore, attractions and/or
entertainment (Richards, 2001:24).

According to Kushcheva and Tuononen (2013) there are four different types of cultural event

themes:

o The historical event: These are victories in great battles, revolutions, the union of a
country, important cultural achievements, the recognition of its independence or all
things that have great meaning to the life of the society were the event is taking
place.

e State, religious, city holidays: Over 75 holidays and festivals are celebrated annually.
This is the event that is most widespread reason for the organisation of cultural
events. Cultural events are widely based on holidays and traditions of the past, these
events would usually happen in the open such as Christmas.

¢ The anniversary of the cultural figure: These are typically the anniversary of an artist
chosen by a foundation for festival projects. Projects usually start because of
significant dates in their lives.

e City anniversary: The founding anniversary of the city brings a lot of visitors for

entertaining events.
24.1 Music events

Music events are a form of cultural event and have four distinct features according to
Aldskogius (1993:56) and Stone (2008). They have a ruling music genre such as rock,
country, pop and classical; arranged during a specific period or date once a year; they are
open to the public and they take place within a specific or limited region. Music is a very

interesting form of diversity, it includes classical, jazz, rock and word music that reacts to
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different social spheres and interacts with public policy in different ways. Music events can
be interpreted as a unique moment that celebrates by using/through ceremonies and/or
rituals to satisfy specific needs. There are a variety of events such as artistic performances,
band contests, theatrical performances, music festivals, celebrity appearances, and open
days that fall under music events according to Watt (1998) as cited by Buschness (2015:12).

Music events can also be divided into other categories such as (Bhatia, 2001; Engblom
2010):

¢ Entertainment, Arts and Culture: These events attract large crowds; the concerts are
extremely viable in terms of a financial standpoint.

¢ Promotional events: In this category it is generally to differentiate from its competitors
and to ensure that it is memorable. This can be used to promote new artists or type
of music.

e Festivals: All festivals, even religious festivals, fall under this category.

o Fundraising: Can be used to help a struggling music artist or producer for the
community.

o Varied events: Some music events do not follow the norm of even go against it and

for this reason it can fall under a varied event category.

According to Webster et al. (2018:28) there are eight social and cultural values that
attendees experience with music events. Music events or live music events enhance social
bonding because it allows attendees to spend time with friends and family and it gives
opportunities to meet new people with the same interests. Attendees experience mood-
enhancement when attending a live music event, it makes the attendee feel like he/she has
an emotional connection with the artists, it is energising, uplifting and exciting (Webster et al.
2018:15). Attendees feel as though they can escape from their day-to-day lives when they

attend live music events; it helps with health and well-being.

A music event provides the attendee with a feeling of relaxation that enhances health and
wellbeing. A unique experience is one of the main values that live music events provide the
attendees and which is very different from recorded music (Holt, 2010). It gives the
attendees a chance to inhabit the same physical space as the artist, and even provides the
chance to meet the artist. Attending a live music event can become a part of a person’s

lifestyle which helps with identity formation.

This impact all depends on the frequency at which an attendee takes part in a live music
event. A feeling of inspiration can be achieved by attending live music events. Artists can

feel inspired to write new music from live performance experiences and an attendee can feel
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inspired by the live music for appreciation of music and genres (Webster et al., 2018:17).
Behr et al. (2016b:411) stated that live music events can engage an attendee’s senses to
participate by singing or dancing, this is a sensory experience that live music events provide
attendees. Behr et al. (2016b:411) also stated that attendees may have the potential for
transcendence when attending a live music event, this can only be described as losing

oneself.

Live music events have a big economic impact on the country in which they are being held,
Page and Carey (2009:2) said that revenue from live music events overtook revenue from
recorded music in 2008, and the new UK music report stated that, since 2014, live music
events have been the largest generator of revenue in the music industry (UK music
2017a:11-12). Sweney (2018) showed that a report of £2.1 billion revenue from live music
events such as concerts and festivals or theatre has been reached and it will grow by a
further 7% in 2018. Over 40 000 full time jobs have been sustained by music tourism in
2017, £2.5 billion spent directly by music tourists and over 800 000 overseas music tourists
(Webster et al., 2018:18).

Webster et al. (2018:57) named a few challenges for live music events. Venues; to find a
suitable venue for the event, the way the venue is portrayed by the public and the size of the
venue. Alcohol and under 18’s, the upholding of the legal age for drinking at music events
and to ensure that the drinking does not lead to the event being influenced in a negative
way. Funding and governance is a challenge due to the community not always being willing
to help with the funding of the events (Webster et al., 2018:62). Is the event in a safe space?
The challenge of gender and security will always be a high priority to ensure that all genders

and races are safe at the event.

Trying to get the correct promoters who are willing to put in the work to reach enough
attendees for the event. Musicians will also be a challenge for a music event, the suited
musician, an artist that will attract enough attention (Webster et al., 2018:69). Are they willing
to perform for nothing if needed? Is there enough funding to afford this artist?, will he/she be

performing original music or be performing covers (depends on the event needs).

In this study, the focus will be on music events with specific focus on the classical genre;
symphony orchestras and their life performances. These are a form of music and cultural
events that have different aspects that make them unique in terms of music and who
participates in this type of event. It can be used for various forms of music, such as jazz,
rock, classical and even pop music (Buschness, 2015). Orchestral music is a very unusual
form of music and, for that reason, it can be used in all of these various forms of music to

make it different or even a hit song as said by artists (Buschness, 2015).
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2.5 MARKETING AS A SUCCESS FACTOR OF EVENTS

Events have certain aspects that can determine whether the event will be successful and
whether it will reach its objectives. A number of authors have analysed the factors
contributing to the success of different types of events, be it a music event or a sport event
(See Table 2.3).

Table 2. 3: Success factors of events

Authors:

Title:

Findings:

Saayman, Marais
& Krugell, 2010

Measuring success of a wine

festival: is it really that

simple?

Key success factors are: hospitality

factors, information dissemination,
quality venues, marketing and sales,

and value and quality.

Williams &
Saayman, 2013

Relationship between travel
motives and key success
factors of visitors at jazz

festivals.

Key success factors are: hospitality
factors, quality venues, information
dissemination, marketing and sales,

and value quality.

Williams, 2011

factors in
the
experience at the Cape Town

Key success

managing visitor

International Jazz festival.

The success factors are:

Effective marketing, quality and good
management, festival attractiveness,
activities,

entertainments and

accessibility.

Park, 2010

Communicating with
The

marketing of music festivals

Audiences: Strategic

By applying an effective marketing
plan, the ticket sales maximised and

made the festival more successful.

Grimes, 2016

Validation of  symphony
orchestras in the twenty-first

century.

Symphony orchestras have to adapt
to the new market; by doing effective

marketing, they will achieve success.

Manners, 2011

The critical success factors

for managing the visitor

experience at a major

musical event.

The key success factor that got a
mean value of 4 and higher in each

city is marketing.

Caciur, 2012

Organisation of a large-scale
music event: planning and

production.

Marketing communication and

segmentation is a large part of an

event’'s successful outcome. Web
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marketing, public relations and
advertising and promotions were the
forms of marketing that were used in
this study.

In the following paragraphs, a short description of the studies will be given to better
understand the importance of marketing as a success factor of events. In Saayman, Marais
and Krugell (2010) the main focus was to conduct a management assessment to determine
whether markets have different requirements based on a previous assumption in terms of
the markets. The data that was collected was then factor analysed to determine the key
success factors and the following factors were identified: quality and good management,
effective marketing, wine farm attributes,festival attractiveness and entertainment and route
development, marketing activities, of which effective marketing was the most important. It
was also found that every market is different and that various requirements should be taken

into account to make the event a success. Effective marketing plays a critical role.

In Williams and Saayman (2013) the focus was to establish whether various target market
segments had other needs and how the managerial aspects of the event will keep the target
markets satisfied and to have them return to the festival. The data that was collected was
used to establish the attendee’s travel motives and what the target markets saw as key
success factors. Five success factors were identified in the study. These were: quality
venues, value and quality, information dissemination, hospitality factors, and marketing and
sales. Marketing and sales were determined to be more important for culture seekers,
followed by Jazz lovers and that all festivals and events have different target markets that

also have various key success factors.

In Williams (2011) the focus of the study was to establish the key success factors that
manage the visitor experience at events/festivals. Five key factors were determined. These
were: hospitality factors, information dissemination, quality venues, information
dissemination, marketing and sales and value and quality. Marketing was seen to be less
important when the attendees already know the festival and event, but to attract new targets
and new visitors it will have a relative impact. However, for visitor satisfaction, marketing is

important.

Park (2010) focused on strategic marketing for music festivals, by placing emphasis on
communicating with audiences. Successful events also have to work and expand on markets
and marketing. The goal was to maximise ticket sales through marketing and to have the

marketing plan focus on sales goals. It was determined that all events, both known and
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lesser known, need marketing strategies and a marketing plan to ensure that attendee

numbers are growing.

Grimes (2016) examined and compared the business practices of symphony orchestras to
conclude their ability to thrive and remain relevant. Three business practices were identified
as the most important to keep the symphony orchestras relevant. These were: financial
stability, the socio-economic environment and marketing strategies. A new marketing
strategy of social media marketing has been found to play a critical part in maintaining

relevance for symphony orchestras by being able to reach a larger audience.

Manners (2011) focused mainly on establishing critical success factors to control the visitors’
experience when they attend major music events in South Africa. Six critical success factors
were identified. These were: marketing, venue, souvenirs, and technical aspects,
accessibility and parking and amenities and catering. Marketing was the third most important
factor with a mean value of 4.36 that indicates that it has a big influence on the experience of
the visitors, with an influence on the marketing importance also being determined by city and
venue. Overall, the study showed that marketing is an important factor and also a critical
success factor when it comes to other studies on events and will always play a role in the

experience and management of an event.

Caciur (2012) wrote that the aim of the study was to point out the steps that need to be taken
when planning events as well as to compare approaches. In this study, a few different things
in terms of marketing were named as important aspects when planning an event. For
example, in the initial planning for marketing screening, the planning process as marketing
planning, implementing the marketing strategies when suited and the marketing in the event
when the event is started. Marketing was important throughout this study as part of the
planning process, showing that marketing has a place and impact in every step of the

planning process.

As seen in Table 2.3, all events have a few success factors in common of which marketing is
one. When marketing is done correctly, then the event will attract more attendees and,
based on the approach, it might even attract a different or broader market. Effective
marketing is a key ingredient for the success of an event and therefore should be studied

thoroughly.
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2.6 UNDERSTANDING SYMPHONY ORCHESTRAS AND THEIR DEVELOPMENT

2.6.1 History and definition of Symphony orchestras

Symphony orchestras consist of 80 to 120 musicians, including strings, woodwind,
percussion, harp, brass and piano (Schumann, 1985). According to Koury (1986) and
Willshire (2017) the functions of an orchestra are to perform symphonic music concerts and
support other productions such as opera, ballet and/or popular music. The ancient Greeks
first used the word orchestra and to them it meant the front part of a stage but, in the middle
ages, it included the musicians (Orchestra, 2019:internet). The kings and queens of France
and the Italian churches organised the first orchestra in the late 6™ and 7" centuries. Most of
them were stringed instruments and only played for ballets, dance parties and operas
(Orchestra, 2019:internet).

According to Orchestra (2019:internet) European composers, such as Johann Sebastian
Bach or George Frideric Handel wrote music just for orchestras in the early 1700s. Haydn,
Mozart and Beethoven perfected the classical symphony in the 1700s and early 1800s.
Composers in the 20" century such as Strauss and Stravinsky created classical works that
needed large ensembles. Later on, new electronic instruments were added to create a new

sound (Orchestra, 2019:internet).

From this information, a timeline has formed from when the orchestra started to where it is
today. The ancient Greeks in the 800 to 500BCE. is the first known use of orchestra and it
then evolved through the ages to stringed ensembles in the 6" and 7" century. As Figure 2.2
shows, the orchestra then grew in the 1700s and 1800s where more known composers
started in the industry and now, in the 20™ century, classical works and electronics are used

to adapt to the needs of the attendees.

Orchestras are important cultural institutions. According to Glynn (2000), they produce and
develop art for the public. For this reason they play or can play an important role in modern
society. Slabbert and Saayman (2010) stated that orchestras form part of a destination’s

tourism offering and that they have a role to play in modern society.

As indicated in the start of this chapter, a symphony orchestra is a form of event and,
according to Buchness (2015:9), the late 20" and early 215 century started with orchestras
nationwide loosing funding and support.The changes in the music industry have made music
so readily available that the circumstance of going out for a night at the orchestra has
decreased as sales of digital music has with time increased over the past thirteen years
(Buchness, 2015:9).
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Figure 2. 2: Orchestra history timeline (source: own)

According to Bedell (2012), the number of people attending classical music performances in
the United States of America is declining every year, and this decline is affecting many
symphony orchestras across the country. Buschness (2015) stated that, in 1953, the
entertainment spending was $45 000 000 on orchestral concerts in the United States of
America and only a mere $9 000 000 on professional football. Beene (1988) in his study,
‘Autopsy of an orchestra’ found that orchestras have started to fail from 1981-1986 (as cited
by Buschness, 2015). Table 2.4 shows the number of orchestras that have failed from 1981-
1986.

Table 2. 4: Failing orchestras from 1981-1986

1981-1981 | 13 of 30 major orchestras posted | 1/3 of regional orchestras posted

deficits deficits

1985-1986 | 21 of 30 major orchestras posted | 2/3 of regional orchestras posted

deficits deficits

Source: Autopsy of an Orchestra (Beene, 1988)
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2.6.2 The audience of Symphonic Orchestras

To understand how to attract a greater number of attendees it is important to understand the
profile of current attendees. In the following paragraphs various studies show the profile of
the current attendees of Symphony orchestra performances.

Pitts et al. (2013) studied an audience attending a performance and found the following.
Sixty percent of the audience was male and 40% was female. Over 70% of the respondents
were reaching retirement age from 56 to over 75 years of age. Audience members were in
professional occupations or retired, fairly educated, influential, white and middle class. The
study was conducted on music events, more specifically; symphony orchestra performances

and took place in England.

Manners, Saayman and Kruger (2014) had a different audience attendance in comparison
with Pitts, where 66% of the audience members were female and 34% were male. The
average age of the attendees were 46 years and 25% of the attendee’s spoke English. 45%
of the respondents have a professional occupation, 39% have a degree/diploma and the
respondent’s province of residence was Gauteng (49.8) and Western Cape (34%) in South

Africa. This study was conducted in South Africa during a live artist performance.

Dobson (2010) conducted two studies in regards with audience attendees of orchestra’s.
Study one was done with non-concert attendees of orchestra performances or concerts.
These attendees were 30% male and 70% female. All participants had a professional
occupation, 40% of the attendees do not listen to classical music and all attendees are non-
regular concert attendees. Study two focused on regular attendees of orchestra
performances and concerts. 64 of 141 were female, 59 were male. 29% of the sample were
aged between 56 and 65 and 22% were aged 66-75; while the age brackets 18-25,26-35
and 36-45 each contained less than 10% of the sample. This study was conducted on two

separate symphony orchestra performances in England.

Gilmer (2008) had similar results to Manner, Saayman and Kruger study. 57% of the
attendees were female and 43% were male, the average age range is between 45-64 years
in terms of 41% of the attendees. 42% are college educated and earn more than $75,000 a
year 15.6% of orchestra audiences were older than 60, and 26.9% of the audience was
under 30. This study was conducted in the United States and the main focus was

Philharmonic philharmonic orchestra performances.

Saayman and Saayman (2014) had similar results as Pitts, 65% of the attendees were male
and 35% were female. The average language that the attendees use is English. Most (72%)
of the respondents were unmarried, 21% has a professional occupation and 22% are self-

employed and an average age of 42 years out of 190 respondents. This study was
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conducted in South Africa and focused on the clustering of symphony orchestra performance

audiences.

According to the above studies the age range of the attendees are between 42 and 75 which
shows that the age profile is currently aging and a younger markets needs to be targeted,
the common language is English that is a universal language. Gender varies between the
different studies and it was found that most of the attendees are in a professional occupation

and holds a tertiary qualification.
2.7 CONCLUSION

The purpose of this chapter was to focus on the literature review related to events and where
these events originated as well as what the events comprise. The various positive and
negative impacts of events were given, to see what benefits an event can provide. Event
roles, principles and trends were outlined to show that events are still relevant and are the
main form of revenue for certain communities. Events and their characteristics were
determined. The marketing that is currently used by orchestras was determined as well as
ways that it can be improved. The various characteristics of events were outlined and
defined, event types and categories were defined and described in full while giving a

definition for the purpose of the study.

The chapter made it clear that there are various types, sizes, categories and characteristics
of events that have an influence on the event as well as the type of planning needed for the
event. Music events were outlined as the focus type of event in this chapter and study, with
various definitions and important aspects of music events given. Various studies were
assessed to look at the success factors of events to see whether marketing was one of the
main success factors. Symphony orchestras as a form of music event was then described in

full to show that it is the focus point of this study.

A short overview of the history of the symphony orchestra ranging from 800 B.C. to the 20"
Century, showing the main influencers and creators of the symphony orchestra. The types of
audiences that attend current symphony orchestra performances and concerts were
compared to various studies and an profile of the current attendees was given, based on the
study. When looking at the purpose of the chapter and the goal that was to be achieved, it is
clear that a full overview of events and where these events originated was given, along with

the composition of events and the characteristics of orchestras.
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Chapter 3: ‘Understanding Social
media marketing

3.1 INTRODUCTION

This chapter takes an in-depth look at social media marketing and why it is the type of
marketing that was chosen for this study. At the beginning of the chapter various definitions
of marketing will be compared to see how these have changed and, if they have changed, to
determine a definition of marketing for this study. The different characteristics of marketing
are then needed to understand when and why marketing is used for certain businesses or
events, and how it will help the event and increase the number of attendees.

Marketing functions are important to know when determining whether they should be used
because they can be economic, legal and even managerial. This will make it easier for the
marketer to use when it is determined for what function marketing should be used. Marketing
can influence the community, the company’s managerial aspects and even the economy,
this is a difficult decision that the marketer must make to ensure that the function for which

marketing is being used is the correct function for the event.

After the functions of marketing have been determined and listed, the different types of
marketing will be defined to provide an overall view of the marketing that is available for use
and the aspects that separate them from each other. This will give an overview of the types
of marketing and what a wide range of marketing is available to the community and what can
be done differently. Social media marketing will then be defined at length to determine a
definition for the purpose of this study. The benefits and challenges of social media
marketing is important to be able to determine how it should be used in this study and how to

implement it in the field of events.

To determine how and where to use social media marketing, the correct tools should be
determined with the networks and how it should be implemented in the event that was
chosen. After the definition of marketing, different types of marketing and social media
marketing has been determined. These aspects should be considered before creating an ad
for social media. Their use must be listed and inspected to be able to understand what will
attract attendees. After all this has been researched in this chapter, the results will then be
compared to the research information. Recommendations will then be determined. The
purpose of this chapter is to focus on the literature review related to social media, where it

comes from and what it comprises. How social media can be used as a form of marketing
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will be also be determined in this chapter. A closer look will be taken at the types of media

messages that need to be posted or advertised to increase user engagement/interactions.
3.2 Conceptualising Marketing
3.21 Defining marketing

There have been various definitions of marketing through the years it is an ever-changing
definition that grows as the time changes. Table 3.1 below shows various definitions of

marketing.

Table 3. 1: Definitions of marketing

Author: Definition:

Eldridge (1970) “Marketing is the combination of activities designed to produce
profit through ascertaining, creating, stimulating and satisfying the

needs and/or wants of a selected segment of the market.”

American Marketing | “Marketing is an organisational function and set of processes for
Association (2004) creating, communicating and delivering value to customers and for
managing relationships in a way that benefits both the organisation

and the stakeholders”

Kotler (2000) “A societal process by which individuals and groups obtain what
they need and want through creativity, offering, and freely

exchanging products and services of value with others “

The UK Chartered “Marketing is the management process which identifies,
Institute of anticipates, and supplies customer requirements efficiently and
Marketing (2005) profitably.”

Pride and Ferrel “Marketing is the process of creating, distributing, promoting and
(2006:4) pricing goods, services, and ideas to facilitate satisfying exchange

relationships with customers in a dynamic environment.”

As shown in Table 3.1 the definition of marketing is never the same and new aspects are
added to the definition.

For the purpose of this study, marketing is defined as: The process through which a
company or individual attracts the attention and/or participation of a consumer by

applying various marketing methods.
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When marketing events, the characteristics of events should be used in the marketing space
(Growther, 2010).

marketing space
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Figure 3. 1: Marketing space illustrated (Source: Growther, 2010)

Figure 3.1 illustrates that the marketing space is interpreted from both the attendees and the
organisational perspective, which shows that there are parallel processes running. For
attendees, the processes include anticipation, experiencing, and reflection whereas, for the
organization or event, it includes setting event objectives, delivery, design and evaluation.
The processes for the organisation come together to make a unique marketing space that
will impact the attendee’s reflection, experience and future behaviour (Getz, 2007) stated
that at the experience stage of the marketing space, attendees are more relaxed, uninhibited
and open to new ideas. This enables the attendee to be more commutative and the marketer

will be able to establish and maintain relationships (Getz, 2007).

3.2.2 Guidelines for effective marketing

Marketing does not happen by accident; it is an activity that needs to be managed. Baker
(2003:140, supported by Kotler 2019) listed twelve guidelines for effective marketing as

follows:
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Understanding the sources of competitive advantage: focuses on superior resources
(economics of scale, financial experience, and shared experiences), superior
positions (costs, differentiation and protected niche) and superior skills (specialized
knowledge, customer orientation and flexible organisation).

Understanding differentiation: focuses on superior product quality, innovative product
features, superior service, unique product or services, strong brand name, and wide
distribution coverage. The main focus is to continuously strive to serve customer
needs more effectively (McDonald, 1994).

Understanding the environment: This is very similar to the SWOT analysis that looks
at the opportunities and threats. The two environments are macro environment
(economic, political/regulatory, technological and societal) and market/industry
environment (Customer behaviour, industry practices suppliers, channels, and
market size and potential) (Kotler, 2019).

Understanding competitors: This guideline tries to develop a structured competitor
monitoring process and to include the results in the marketing audit. Direct
competitors, substitute products, potential competitors, forward integration by
suppliers, competitors’ strength and weakness, backward integration by customers
and competitors’ profitability (McDonald, 1994).

Understanding strengths and weaknesses: a formal position audit must be done of
the product/market position in each segment in which the company competes. The
results must be included in the audit. The following must be audited, buy, produce,
distribute, market, service, finance, manage, conceive/design and marketing
opportunities must be looked for and where the companies can use their strengths.
Understanding marketing segmentation: a segment must be chosen and served, the
company should not straddle between segments. Understand how the market works
(market structure), list what is bought (when, where, how), list who buys
(demographics and psychographics), list why the target market buy (needs, benefits
sought) and search for groups with similar needs.

Understanding the dynamics of product/market evolution: the product life cycle
should be taken into account in this guideline as the life cycle will determine the
segments.

Understanding a portfolio of products and markets: portfolio analyses must be done
to determine appropriate goals and allocate resources effectively as follows: maintain
and manage for sustained earnings in the first box, invest and build for growth in the

second box, selectively invest in the third box and manage for cash in the fourth box.
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e Setting clear strategic priorities and sticking to them: focus resources on best
opportunities to achieve continuous growth in the sales and profits, have a written
strategic marketing plan to follow for three years (must contain: a mission statement,
market overview, financial summary, portfolio summary, SWOT on key segments,
marketing objectives, assumptions, marketing strategies, and a budget. The strategic
plan can be turned into a detailed one year plan, an agreed marketing organising
process is needed to do this and then finally focus on important performance
indicators with discipline.

¢ Understanding customer orientation: make the customer the arbiter of the quality,
planning in cross-functional teams around customer groups and main processes if
possible, in all functions customer orientation must be developed and ensure that
every function serves the customer and not their own narrow functional interest. This
must be driven from the board downwards (Kotler, 2019).

e Being professional: training in marketing concepts, tools and techniques must be
done; the following are important: market segmentation/positioning, market research,
database management, product life cycle analysis, gap analysis, portfolio
management, and the four P’s (product management, pricing, place and promotion).

e Giving leadership: no doom and gloom thinking is allowed in the business, the
environment allows for tough companies and companies with insight to have more
opportunities, the team must be led strongly and poor performance must not be

accepted.

3.2.3 Characteristics of marketing

When analysing marketing, certain key characteristics are important (Kotler, 2019). These
are: supply exceeds demand; intense competition within markets; customers are at the
centre of companies’ business; businesses focus on marketing problems; the purpose is to
satisfy customers’ needs and wants; businesses creates extensive product lines; the
customer determines what offerings are provided; a wide range of marketing activities is
used and organised to satisfy customers’ needs and businesses focus is on profit rather than

sales volume.

According to a study conducted with MBA graduates, four important skills were identified to

be able to use marketing effectively (Bruce & Schoenfield, 2006):

++ Decision making under uncertainty: adapting to new situations; making decisions with
incomplete/imperfect information and integrating information that was obtained from
a wide variety of sources.

< Communication skills: oral and written communication skills.
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Data collection and analysis: information gathering skills and quantitative skills.

Strategic/analytical thinking: thinking strategically and analytically.

Kotler (2019) and Bconsi.blogspotcom (2016) said that, without marketing, the business may

crash due to sales not improving and no revenue being made. To use marketing effectively

as a tool for business, the characteristics need to be known and understood:

1.

10.

11.

3.2.4

Social process: Marketing is seen as part of the social process, if a company
prioritises towards a social demand then the product will contribute well.

Managerial Process: Marketing is part of the managerial process, it benefits both the
customers and companies. In this process, individuals and groups can obtain their
desired success. The management knowledge is very helpful, this process is related
to people and it is communicating in a commercial way (Bconsi.blogspot,com, 2017).
Process of creating utility: there are four types of utilities; time, place, possession and
form. It is most important to business owners and advertising professionals
concerning the consumers’ spending habits. Products are purchased by consumers
(Kotler, 2019).

Exchange process: Marketing is part of the continuous process of commercial
exchange (Bconsi.blogspot,com, 2017) .

Consumer orientation process: Products are created for demand around consumers.
Consumers are identified by their needs and demands and therefore a product is
created (marketpull).

Process of earning profit: The value of the product will ensure customer satisfaction.
Marketing will increase the performance of the product to earn profit.

Dynamic process: It is a continuous process of creating exclusive value for individual
customers. (Bconsi.blogspot,com, 2016)

Improvement of standard of living: Marketing ensures the satisfaction of both parties.
After sales services: Marketing is after selling of a product

Achievement of organisational objectives: Marketing helps to achieve organisational
goals, this process is important to earn profit easily.

Selection of target markets: Target markets needs to be identified so that customers

can come in easily.

Marketing functions

Marketing can be divided into five different functions or aspects according to Deepak and

Jeyakamur (2019) that can give a clear view of what marketing can be used for:
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1. Marketing is an economic function: that embraces all business activities that are
required to get services and goods from the producers and place it into the
consumers hands.

2. Marketing is a legal process which transfers the ownership of goods during the
marketing process from the seller to the buyer or even from the producer to the user.

3. Marketing is a system of interacting business activities: marketing is the process that
business enterprises, institutions, or organisations use to interact with the customer
or consumer to earn profit, satisfy the customer and manage a relationship.

4. Marketing is a managerial function: how the organisation or business uses and/or
processes marketing and establish the strategic dimensions of marketing activities.

5. Marketing is a social processes: Marketing is the delivery of a standard of living to

society.

Cunningham and Cunningham (1981) stated that societal marketing performs three

functions.

¢ Knowing and understanding the consumers’ changing needs and wants, by doing the
necessary research to obtain the information.
o Efficiently and effectively managing the supply and demand of goods and services.

o Efficient provision of distribution and payment processing systems.

Through knowing and understanding the functions and aspects of marketing, it can be
determined that marketing is important and/or detrimental for the interactions; between
producers of goods and the buyers; transfer of ownership of goods and services and delivery
of a standard of living. According to Deebak and Jeyakumar (2019:3) there are eight aspects

that stand out in marketing or that can be seen as what marketing comprises:

v' Study of consumer wants and needs: as supported by Cunningham and
Cunningham (1981) the needs and wants of consumers motivate purchases,
therefore it needs to be determined and studied.

v Study of consumer behaviour: Analysing the buyer behaviour will help the marketer in
market segmentation and targeting.

v Production planning and development: This includes everything from the product idea
to the product development; even branding; packaging and contracting.

v' Pricing policies: The marketing goals and objectives can determine the pricing

policies of a product.
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v Distribution: Optimal distribution is important to reach the maximum number of
consumers for maximum sales at minimum cost.
v Promotion: Be it personal selling, advertisement and/or sales promotion, the correct
mix is needed to achieve marketing goals.
v" Consumer satisfaction: Consumer satisfaction is key in marketing; the product or
service must satisfy the customer.
v' Marketing control: The marketing activities are controlled by conducting a marketing
audit.
There are various functions of marketing. According to Keleher (2020:internet) and Bradley
(2019:internet) there are seven functions of marketing. There are: (1) distribution: getting the
products or services to the consumers, (2) marketing research: gathering information about
the target market, (3) price: correct pricing will determine competitiveness, (4) finance:
finding the capital needed for creation and advertising, (5) product management: Effective
management of products and services, (6) promotional channels: promotion of products and
services can attract customers and (7) matching products to consumers: will only be
determined after the price and target market has been chosen.

As can be seen in previous studies, the functions of marketing change according to the need
and goals of the marketer, the goals that the marketer wants to achieve will determine the
functions that the marketing needs to do to obtain the goals. Some of the similar functions
that are used are promotion, pricing, consumer satisfaction and product management or

development. The studies below again just support the main functions of marketing.

There are four major categories for strategic alliances that are marketing alliances that fall

into the functions of marketing according to Kotler et al. (2019). These are:

e Product or service alliances: A company uses a different company to provide its
market offering which is seen as customer-perceived value offering, or companies
market their complementary market offering together or they join their resources
together in a new market offering.

e Promotional alliances: A company carries a marketing communication promotion for
a different company’s market offering.

e Logistics alliances: services are offered to one company by another company for their
market offering.

e Pricing collaboration: Companies join in a special pricing collaboration.

Clark (1931:10) stated that the two main functions are selling and buying. The purpose of

selling is to find a market in which the seller’s available product can be sold at a profitable
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price. Buying is to procure a product for the customer at a satisfactory price as well as the

quality; variety; and quantity of goods which he/she desires.

There are these functional and cultural components of marketing according to Hooley et al.
(1990), sales support, promotion and customer needs identification and matching. Verhoef
and Leeflang (2009) took a view on the function of marketing and extended it; noting that the
marketing department also has capabilities such as creativity; innovation; accountability and
integration/cooperation; not just managing the connection between the organisation and the

customer.
3.25 Types of marketing strategies

According to Yodiz (2016:internet) there are two main types of marketing strategies:
Business to business (B2B) and Business to consumer (B2C). The most commonly used is
business to consumer. The two main types of marketing then get divided into eight sub-
strategies for the two main strategies; namely paid advertising (for example, print media),
cause marketing (linking a product or service to a social cause), relationship marketing
(consumer building), undercover marketing (focuses on marketing the product), word-of-
mouth (the impression the product or service leaves on people and then they spread that
impression), internet marketing (marketing items are shared and promoted on the internet ),
transactional marketing (encourage shopping with coupons, discount or shared events) and
diversity marketing (catering for a diverse audience by using beliefs, culture and views at the

same time).

Bartlett, Ghoshal and Birkinshaw (2004) and Yodiz (2016) named and defined four broad or

worldwide known marketing strategies:

1. International strategy: the strategic and operational decisions are made in this
strategy and developed to then be transferred from home to abroad to be adapted to
local market.

2. Multinational strategy: in this strategy strategic and operational decisions are
decentralized to a strategic business unit in each country that will allow that unit to
change products to local markets

3. Global strategy: here the firm offers standardized products across various country
markets with a competitive strategy that is dictated by the home office

4. Transitional strategy: here the firm wants to achieve not only global efficiency but
local responsiveness as well, by integrating and coordinating activities across

countries.

According to Schwarzl and Grabowska (2015:193) there are four online marketing strategies

namely: affiliate marketing (this is when a partner promotes products or services from
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another partner/company that is called the merchants), e-mail marketing (contacting
customers directly via email), keyword advertising (placing paid banners on results pages of
search engines) and online advertising (this not only includes banners but videos with
various other types of advertisement that will be placed on search engines).

3.2.6 Implementing the functions of marketing

To be able to ensure that the functions of marketing are incorporated throughout the
marketing venture, a proper marketing plan should be developed. Kotler (2019) stated that

the following marketing elements should be part of the marketing plan:

o Executive summary and table of contents: A summary of the senior management and
the main goals that want to be reached as well as recommendations.

o Situation analysis (content): This section gives background data on sales,
competitors, the market, costs and forces in the macro-environment. Relevant
trends? This will be used to do a SWOT analysis.

o Marketing strategy (competition, customer, channel and company strategic
approach): Define the groups and needs, marketing, mission and financial objectives,
that the market offerings are intended to satisfy. Inputs are required from purchasing,
sales, finance, manufacturing and human resources (Kotler, 2019).

o Financial projections (cash analysis): A expense forecast, sales forecast and a
breakeven analysis will be part of this section.

o Implementation controls: Outline of the controls for monitoring and adjusting
implementation of the plan. A contingency plan can also be included to outline steps

that should be taken in times of price wars or strikes.

There are different ways to look at marketing and/or the development of marketing by a
marketing manager. For example, the tactical perspective: pricing; promotion, product and
place better known as the four P’s or a strategic perspective:selection of target market;
marketing analysis, brand positioning strategies for value creation in consumers (Verhoef
and Leeflang, 2009). The four P’s have been extended to 7P’s and are better known as the

seven pillars of marketing (Tracey, 2004: internet) for example:

+ Product: Determining whether the product is the correct move for the business and
whether it will be able to compete with the competitors.
+ Pricing: Determining whether the price of the product is appropriate for the market it

is in and will still attract consumers.
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3.2.7

Promotion: Determining how to inform consumers of the product or services that the
business offers and how to market them to the consumers.

Place: Determining the correct place to sell the product or service that the business
offers and, by finding the correct place, it may lead to a rise in sales.

Packaging: By determining the correct packaging of the product, it may lead to
attracting more consumers, because people build an image 30 seconds after seeing
the product.

Positioning: The placement of the product or services is very important, it determines
how the consumers not only see the product, but how they see the company as well.
If the positioning is correct, positive things will come from it.

People: The people that need to be taken into account in this pillar, are not only the
consumers, but the people making the product. If you have the right people creating

and making the product or service then the rest will come easier than without them.

Defining different types of marketing

There are 41 types of Marketing and counting at the moment (Chi, 2020). Table 3.2 defines

14 of these 41 different types of marketing:

Table 3. 2: Types of marketing

Type: Description:

Traditional Marketing Traditional marketing refers to brand promotion on any kind of
channel that has existed since before the invention or start of
the internet.

Outbound marketing Outbound marketing refers to intrusive promotion such as print
ads, TV ads, cold calling, and email blasts.

Inbound Marketing Inbound marketing is focused on ‘attracting’ customers rather
than interrupting them.

Digital Marketing “Digital marketing is the opposite of traditional marketing,
leveraging technology that was not available traditionally to
reach audiences in new ways.”

Search engine Search engine marketing, or SEM, includes all activities in the

marketing effort of ensuring that the business's products or services are
visible on search engine results pages (SERPS).

Content Marketing Content marketing is a main instrument in inbound and digital
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marketing due to content is what enables audiences as well as
search engines, such as Google, to get a hold of the information
they need on the web.

Social media marketing | “Social media marketing is making content to promote your
brand and products on social media platforms like Facebook,

Instagram, LinkedIn, and Twitter.”

Video marketing “Video marketing is a type of content marketing that involves

using video as a medium.”

Voice marketing “Voice marketing is leveraging smart speakers like Amazon
Alexa and Google Home to educate people and answer
guestions about their topics of interest.”

Email marketing “‘Email marketing involves sending educational or entertaining
content and promotional messages to people who willingly

subscribe to your receive messages from you.”

Conversational Conversational marketing is the ability to have 1 on 1 personal
marketing conversations through multiple channels, meeting customers

how, when, and where they want.

Buzz marketing “Buzz marketing is a viral marketing strategy that leverages
interactives events, refreshingly creative content and community
influencers to encourage word-of-mouth marketing and
expectancy for the product or service the brand is about to

launch”

Influencer marketing Influencer marketing is designed to tap into an existing

community of engaged followers on social media.

Acquisition marketing “While all types of marketing are geared toward acquiring
customers, the majority of types have broader and softer goals

such as improving brand awareness or driving traffic.”

It is clear, according to Table 3.2, that every type of marketing is very different in

strategising; promoting; pricing and even positioning.

According to Hubspot (2013) outbound marketing is also known as traditional marketing as
both are used by firms to attract a large public to try and obtain feedback. Rancati et al.

(2015) stated that outbound marketing is interruption based and, in turn, is perceived as the

56


https://www.hubspot.com/conversational-marketing?hubs_signup-url=blog.hubspot.com/marketing/marketing-types&hubs_signup-cta=null

traditional model of promoting a product, whereas consumers have to pay attention to the

marketing message or deal with it in some other way.

Inbound marketing is seen or defined as a digital marketing strategy that is aimed at bringing
the customer to the company (Cantin, 2014). Hubspot (2016) stated that inbound marketing
helps customers find their way to the product of company through using channels such as
search engines, blogs and social media. Kotler et al. (2017), Ramos (2014) and Staler
(2014) stated that content marketing is a component of inbound marketing and that content
marketing uses organising, distribution and creating, amplifying interest, useful and relevant

content to get to a clearly defined audience that will create content conversations.

Rowley (2003) defines content marketing as a process where a company identifies, analyses
and tries to satisfy customer demands to gain profit by using digital content that is distributed
through electronic channels. According to Kee and Yasdanifard (2015:1056) customers are
tuned in and linked to the digital world throughout the day because they have the ability to
access the internet by using their computers, laptops and mobile phones. A survey showed
that users between the ages of 18 to 34 who have a Facebook account log onto their
accounts or social media websites the moment they wake up. Companies use content
marketing because it is more about storytelling and it is very useful when the company has a
rockstar product or service (Solomon, 2013).

According to Skiera, Eckert and Hinz (2010:488) the most popular form of online marketing
is search engine marketing, that enables marketers to place advertisements that depend on
the keywords that the users search. Edelman et al. (2006) stated that search engine
marketing is the largest source of revenue for Google that is the leader of search engine
providers. Search engine marketing research is minimal due to it being relatively new. One
stream of research looks at the most effective design of keyword auctions and improvements
(Chen et al. 2009, Edelman et al. 2006, Feng 2008, Liu et al. (in press), Varian, 2006) or it
looks at the bidding behaviour in key auctions (Edelman & Ostrovsky 2007). There are other

studies looking at the impact that click fraud has on the search engine provider’s revenue.

Influencer marketing is defined as: “a rapidly growing industry that attempts to promote
products or increase brand awareness through content spread by social media users who
are considered to be influential” (Carter, 2016:2). Krasniak (2016) stated that the following
platforms are important where marketers use influencer marketing: Instagram (89% of
marketers are influencer marketers), Facebook and Twitter (70% of marketers), YouTube
(59%), Blogs (48%) and Snapchat (45%). According to Izea (2017a) there are two different

levels of influencer marketing, micro and macro influencers, this is determined by the
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number of followers. Micro-influencers have 500 to 10000 followers. Whereas

Influencermarketinghub.com (2017a) established a mega-influencer category.

Social media marketing is considered a component type of inbound marketing as customers
are less interested in traditional advertising whereas social media marketing shares content
on social networks such as Facebook, Twitter and Instagram (Kotler et al., 2017) and the
content is easily and voluntary accessible on demand. In this study the main type of
marketing that will be considered is social media marketing together with what it comprises

and factors that determine how people react to the marketing.
3.3 Social media as a marketing strategy
3.3.1 Analysing social media marketing

As previously stated, the definition of social media marketing is creating content to promote
your brand and products on various social media platforms like Facebook, Instagram,

LinkedIn, and Twitter. Table 3.3 illustrates the various definitions of social media marketing.

Table 3. 3: Definitions of social media marketing

Author Definition

Kirtis & Karahan (2011:262) “Social media roughly means different ways in which
internet users interact with one another online, and
involves activities like creating and commenting on

blogs, sharing content or communicating with friends.”

Cant & Van Heerden | “Social media are the latest generation of network-
(2013:435) based applications and content that have brought about
a revolution in participatory communications, building

communities, and creating and sharing information.”

Anon (2013e:32) “The use of a variety of websites that allow users to
share content, interact and develop communities

around similar interests.”

Anon (2013e:125) “Social media describes online tools used to share and
publish opinions, and perspectives, and include blogs,
message boards, podcasts, Wiki sites, and blogs.
Messages can be delivered via text, images, audio, and

video.”

Kaplan & Haenlein (2011:254) “Social media is a group of Internet-based applications
that build on the ideological foundations of Web 2.0,
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and that allow the creation and exchange of user-

generated content.”

For the purpose of this study the definition of social media marketing will be: using
creative ideas and content to advertise and distribute information and promotions for
products and brands via social media platforms such as Facebook, Twitter and

Instagram.

Some of the things that occurred when social media marketing originated was, according to
Evans (2012:12) and Jarad (2014), where consumers are now aware that they own
everything, even the internet itself; consumers got irritated by the spam and pop-up adverts
that were happening contentiously and the consumers that were not online started looking
for other forms of marketing that bothers them that in turn created the do not call list.

Evans (2012:13) highlighted two opportunities in social media marketing, the opportunity to
make a formal marketing platform that gives consumers the chance to share information with
other consumers that is readily available to them, and giving the consumer more information
to enable them to make a better decision when having to decide between products and/or
services. Social media marketing can be divided into two: brand awareness, which can be
personal or as business brand; and networking which means building relationships online
according to Coles (2015:4).

3.3.2 Social media marketing theories

According to Leung (2012:65) and Mufioz-Leiva, Hernandez-Méndez, and Gomez-Carmona,
(2019) there are four marketing theories and models that are related to social media

marketing issues:

1 Motivation, opportunity, ability (MOA) theory

This theory states that an individual's information processing from an advertisement is
mainly influenced by three factors, motivation, opportunity and ability. This theory refers to
motivation as readiness, interest, willingness and desire to process information in an ad.
Opportunity is the situational factors that either enhance or impede the information
processing. Ability is the extent to which consumers have the needed resources
(intelligence, knowledge, money) to make the outcome happen. This theory is measured

before and after advertisement exposure, the MOA levels after the advertisement was
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showed should be different from those before the advertisement was showed (Mufioz-Leiva,

Hernandez-Méndez, and Gomez-Carmona, 2019).

2 Attitude-toward-the-ad (Aad) model:

This model refers to the individual’'s favourable/unfavourable feelings toward a particular
advertisement after being exposed to the ad. Aad is opposed to cognitive reactions, such as
ad cognitions and brand cognitions because it focuses on the consumer’s affective reactions
to ads. Aad has been a big focus of marketing and advertising research across time (Dutta-

Bergman, 2006; Mufioz-Leiva, Herndndez-Méndez & Gémez-Carmona, 2019).

3 Attitude-toward-the-website (Aws) model:

This is the model that refers to web user’s favourable/unfavourable response to web content
in natural exposure situations. Jeong and Choi (2004) studies the effects that different
picture presentations can have on hotel websites on Aws and consumers’ behavioural
intentions. The study found that the picture realism and the picture content greatly influences

Aws of hotel websites and Aws is a strong predictor of behavioural intentions.

4 Word-of-mouth (WOM) and electronic word-of-mouth (eWOM):

WOM is the verbal communications of consumption related information between groups,
especially consumers. The power of WOM is related to the reliability/trustworthiness of the
source and the flexibility of interpersonal communication. There are two drivers or
perspectives for WOM (Rosen, 2009), motivation-based that means that the WOM is driven
by motivation that indicates that the product or service must be interesting to be talked about
and the other is accessibility-based that means the product is visibly accessible to the
consumers and therefore they encourage WOM (Mufoz-Leiva, Herndndez-Méndez &
GoOmez-Carmona, 2019).

WOM is limited in its reach of consumers due to it only being person-to-person
communication, by using the internet and Web 2.0 technologies WOM has grown stronger
and adapted to electronic word-of-mouth (eWOM). The few differences between WOM and
eWOM is that eWOM uses the internet to communicate, eWOM is written whereas traditional
WOM is spoken, eWOM is multidirectional communication due to it being free to create and
share information online (Thackeray & Neiger, 2009), with eWOM consumers share
information to weak social ties and lastly the reach and growth of eWOM is vast in

comparison with WOM (Mufioz-Leiva, Hernandez-Méndez & Gémez-Carmona, 2019).

In conclusion, when using social media, various things should be taken into account, the
motivation behind the user using the social media network, the opportunity the user has to

use the network and the ability in terms of resources the user has to use social media
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networks. These factors need to be taken into account when creating a marketing plan or
strategy when using social media marketing to ensure that the target market gets reached.
The user’s attitude toward the advertisement will determine the user’s willingness to interact
with the advertisement or to attend the performance, and the same can be said for the user’s
attitude toward the website that is being used. When a marketer thinks of word-of-mouth,
only the normal verbal WOM comes to mind, a marketer should start using eWOM to his/her
benefit as it has clear advantages that can be used to obtain more attendees or interaction

with social media networks form users.

3.3.3 Benefits and challenges of social media marketing
Marketing departments have three key problems (Kotler, 2004; Knoll, 2016): namely

1. Department does not have the resources needed to get its primary job done.
2. To unite the company towards the customer, marketers have realised that the
marketing staff do not have the needed management skills or power to do so.

3. There is constant gnawing between marketing and other sections in the company.

There are different sites that a marketer can use to his/her benefit, for example Facebook,
Twitter, Instagram, YouTube and LinkedIn, but there are others that are beginning to make a
wave; Google+, blogging, webinars, Skype and podcasts. It is clear that there are various
sites of platforms that a marketer can make use of when using Social media marketing. A
marketer must look at benefits as to why they are using certain platforms of marketing and a
motivation to use that platform. An example of a motivation is a lack of funds that can be
used for marketing or accessibility. According to Coles (2015:4) there are a few benefits of

using social media:

o It'sfree

o You have a huge audience

o It's a new communication tool to be used alongside more traditional methods.

o A marketer can engage easily with your consumers.

o You will have a visible presence on the web.

o You receive real-time feedback.

o Youcando it 24/7, 365 days a year, at a time that fits you or your business needs.
o Itis not location specific.

o Itis aless coerce or difficult environment.

o You can do it in your pyjamas.
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Coles (2015:4) named a few short and easy benefits for social media marketing, but Table

3.4 shows the various benefits and disadvantages of social media marketing according to

studies done.

Table 3. 4: Advantages and disadvantages of social media

Advantages of social media marketing

Disadvantages of social media

marketing

Social media guides users when the
marketer goes into an unknown social

environment (DeAndrea et al., 2012:16).

Users want to be part of a community
where they can share their thoughts, files,
images, links.

(Mansfield-Devine, 2008:4)

experiences, videos and

Social media removes the administration
part which is needed in traditional mass
media, the
organisation (Kirtis & Karahan, 2011:261).

thus reducing cost for

Users will not want to engage on a social
media platform if and when there is a
certain level of speculation and distrust
(Milano et al., 2011:10)

Gives users the ability to create and share
their own content by means of conbinations
of videos, photos and comments with other
readers/users (Leung et al., 2013:4; Evans,
2010:16).

Social media requires considerable backing
in terms of time (Michaelidou et al,
2011:1156)

Social media allows users to respond to
what they have seen, read or heard from
other users on social media sites by posting
comments that all users of the site can see
and react to in turn (Anon, 2013e:125).

Organisations with who does not have
enough resources, employees that have
poor technical competencies and bad
management are at risk to find social media

challenging (Milano et al., 2011:10)

Social media helps organisations to identify
new business opportunities and have a
positive
climate (Langheinrich & Karjoth, 2010:51).

impact on the organisational

It is unlikely that users will connect on social
media platforms if they experience it as
cognitively demanding and costly (Bowman
et al., 2012:6; Parra-Lépez et al., 2011:643)

Social media smoothes, eases and extends
the reach of both the organisation and the
user (Badawy, 2009:220).

Social media enhance or enables more

communication, thus enhancing

communication strategies of both the
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organisation and the consumer (Kirtis &
Karahan, 2011:262).

According to Leung (2012:17) and Pham and Gammoh (2015) there are various benefits

and challenges of social media marketing. Some of the benefits of social media marketing

are:

>

Advertising and promotion: Gregurec et al. (2011) found that social media gives a
business the ability to segment or divide the market automatically and effectively
based on the users profiles

Brand awareness and reputation: Brand awareness is enhanced by social media
marketing (Montalvo, 2011). Yan (2011) identified nine benefits that social media
brought to businesses in terms of branding: differentiating the brand, enhancing
brand awareness and informing the vision behind the brand.

Sales increase: Verret (2011) stated that social media makes the sales process
faster, more efficient and even more productive in the hospitality industry.

Customer relationships: According to Mathwick, Wiertz and De Ruyter (2008) social
media can communicate customers with businesses and solve their problems for free
and therefore it is a cost-effective tool for customer relationship management.
Word-of-mouth marketing: Trusov et al. (2009) found that word-of-mouth is a

particularly prominent feature of social media.

Lueng (2012:23) found the following challenges in social media marketing:

Return on investment (ROIl): There are two problems generated by a narrow ROI
focus according to Hoffman and Fodor (2010). ROI is made to be short-term while
developing online customer relationships that lasts a long time and the other is that
ROl ignores qualitative objective of social media.

Negative word-of-mouth: Negative word-of-mouth can be seen as a problem but
according to Starkov and Mechoso (2008) comments that are negative WOM can be
seen as an opportunity for reparation or resolution of negative situations.

Legal risk: Certain situations should be avoided according to Tenenbaum and Zottola
(2011) for example make sure that what the business is posting avoids copyright

infringement.

3.3.4 Social media networks
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Assaad and Gomez(2011:13) stated that the expansion of Web 2.0 and social networks as

(Facebook, Twitter, YouTube etc.) have had a big impact on the way companies conduct
marketing. O’Reilly (2005) and Salo, Lankinen and Mantymaki (2013) defined the
innovations and developments of Web 2.0 as follows:

Services instead of software in the package: the services are found in the foreground,
but not in the user interface. This, in turn, means that applications are independent
from operating systems and the equipment.

Mixable data sources and data transformations: applications must collect primary
task data that must be available at any time, this then makes the sequence with other
sources possible.

Architecture of participation: a fundamental property of Web 2.0 from users to
developers is the active use of the parties, the results must be documented and
stored for long-term. In the WWW, Web 2.0 stands for general principles and
developments, that are supported by electronic equipments such as Ajax or RSS.
Networks rather than communities: Natural need satisfaction options are available in
Web 2.0 applications like self-presentation, documentation, communication, and

created categorisation.

Social software is defined as “the scope of applications which allow social connections,

group interactions, and the information exchange in the web supported environments”

(Bragg, 2007). Social software is the main part of the Web 2.0 and the applications in the

definition of social software are divided into three main focus areas; communication,

relationships and information.

Focus on relationship and social networking: social interactions have changed
drastically with the arrival of computers and networks, Web gives the users the
opportunity to communicate with others and to build relationships. There is a
difference between social networking and community; social networking focuses on
representing the user whereas community focuses on common interests and strong
results that give a sense of community.
Focus on communication: a form of communication is instant messaging (IM) that is
real time direct text based communication that is between two or more people that
are using personal computers or other devices, along with shared software clients.
Focus on information:

o Blogs: a type of website, where an individual makes regular entries of

descriptions of events, commentary, or other material such as videos or

graphics.
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o Wiki: has one or several linked websites
o Podcasting: provision and production of media files through the internet

o Social tagging: creation of the description and categorisation.

According to Greenberg (2009) and Ahmad, Musa and Harun (2015) there are three
strategies for the organisation for better leverage of social networks; treat social networking
as a new and diverse channel within customer management strategy (CRM) (use CRM
solutions to manage customers, interactions, communications and contacts), enhance and
extend CRM through social networking (social networking enhances CRM with new ways to
manage conversations and engage customers) and play to the strengths of both CRM and
social networks (using these two together will help to analyse information, listen to

customers and respond to customers.

Innovation: Pei (2015) named the following tips for using social networking sites:

Table 3. 5: Tips for using social media sites

Tips on using social networking sites:

e Interaction and information sharing are important features of these sites.

e Create a profile about yourself and your products or services in an unobtrusive

way.

e Once you have found possible connections ask them to become part of your

network.

e Find quality connections.

¢ Update the content on your page regularly.

¢ Make sure other potential connections can find you. Make your page appealing.

e Set time aside to respond to other people’s comments.

Coles (2015:3) also made a few tables illustrating the current marketing networks and the
new marketing networks that are available to us when using social media. Table 3.6 will
illustrate the current marketing networks versus the new marketing networks compared to

their uses, adapted from those of Coles.
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Table 3. 6: Uses of new marketing tools versus current marketing tools (adapted from Coles, 2015:3)

New marketing | Uses Current marketing tool
tool
YouTube Record seminars In-person demonstration
Demonstrates products Newsletters
Engage your customers Telephone
Facebook Build new relationships Networking events
Engage with your customers Telephone
Increase brand exposure Newsletters
Static website
LinkedIn Networking business-to-business | Networking events
Build your business connection | Online personal website
base Newspaper and magazine articles
Promote useful articles online
Twitter Publish your articles Newspaper and magazines
Short conversation posts Telephone
3.35 Using social media marketing

Berthon et al. (2008) and Shareef et al. (2019) found that companies use social media to
generatively co-create informational objects that range from product design to advertising
campaigns and organisational processes. Social media marketing can engage customers
and its success rests on it, because the more they involve, improve brand experience, the
more the buy-in, and loyalty and willingness to adopt new products. Small to medium
businesses use social media to cut advertising expenses, try new approaches to marketing,
reinforce customer engagement and increase traffic to the physical locations (Pentina et al.
2012).

According to studies by Qualman (2011) 93% of companies use social media networks for
marketing and branding. Pham and Gammoh (2015:327) named four fundamental

dimensions of social media marketing strategies, variety, diversity, intensity, and

connectivity:
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o Different types of social media platforms have different effects, for example blogs and
microblogs are used for building brand performance and brand judgment.

o Different marketing activities generate different effects. For example, promotion and
entertainment would work best to create brand awareness.

¢ The intensity of the marketing activities will positively moderate the effect of social media
marketing

e The connectivity of the marketing strategy positively moderates the effect of social media

marketing.

According to Coles (2015:12), when deciding to use social media marketing the question of
what do you want to achieve in 3 to 12 months must be answered: a larger prospect base to
talk to, a certain number of connections and/or followers, a monetary amount, a reputation
for being an expert in your field, and/or a certain number of visitors to your website. After
that, three questions should be answered, “What is my purpose in using social media?”,

“What am | hoping to achieve?”, and “What is my desired outcome?”

When making a social media marketing plan that consists of the purpose, what needs to be
achieved, who is my target market, and what is our team’s six-month objectives; a SWOT
analysis needs to be done to determine what needs to change in the current marketing
strategy and what can be perfected. The theme of the marketing must also be determined
and, in this case, it is symphony orchestras with different music genres with every show.
According to Coles (2015:20) this should be included in the topic when using different sites,
for example on Facebook topics like what has happened in the industry, funny stories and
announcements. On Twitter retweet other people’s experiences of the orchestra; show or
tweet own articles or posts for further advertisements, on YouTube, videos that show the

product should be posted or advertisements for upcoming shows.

3.4 Considerations when creating an ad

Coles (2015:23) stated that there are six aspects that makes people share, according to

Jonah Burger, which include the following:

= Social currency: People enjoy sharing things or content that makes them feel good.

= Triggers: Try to create a reminder that keeps the product inside people head.

= Emotion: Create an atmosphere where the respondents care about the product.

= Public: Making it public knowledge that other people are aware of your product or
service and thereby attracting others.

= Practical value: Make the product or service seem useful to the respondents
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= Stories: Make the product or service seem like a story that is interesting or even true.

These aspects should be taken into account when the ad is created, but the design is
determined by various other aspects such as colour and/or text. Various studies on such
social media ad designs have been done; the studies found the following as important for

designing social media ads:

Table 3. 7: Criteria for the design of social media ads

Author: Criteria: | Description:
Zailskaite-Jakste et al., Colour Some colour pairings are difficult to see.
2017: 1374 Older people like blue, purple and green and
Frazier, 2018:internet most dislike orange.
Gotter, 2018:internet Younger people like yellow, red and orange
Gotter, 2019: internet although most dislike orange. Purple, yellow and
brown are after orange as least liked colour.
A colour emotion guide will work well in designing
an ad.
Ramadan et al., 2018:15 Text Use the right amount of text, one or two lines.
Frazier, 2018:internet A short description of the offer.
Major, 2020: internet Not more than 125 characters.
Weaver, 2020:internet
Frazier, 2018:internet Typology | Select a font that aligns with the image, sans-serif
Ramadan et al., 2018:15 is best for web.
Du Plessis, 2017:3 Contents | Use emotional and philanthropic content to
Nair, Lee & Hosanagar, encourage engagement.
2018:internet The contents used should be themed contents.
Johnson, 2020: internet A call to action phrase should be used as well as
Major, 2020: internet a link that goes directly to the relevant landing.
Gotter, 2019:internet
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Frazier, 2018:internet Contrast | If using a dark background, a light text should be

Tiago et al., 2017:22 used with it.

Zailskaite-Jakste et al., Images | Images that stand out should be used

2017:1374 High-quality, relevant and eye-catching images
Gotter, 2018:internet should be used.

Major, 2020: internet Visual components grab attention, images should

Weaver, 2020 internet be 1:91:1 and no more than 20% of the image

should be text.
Gotter, 2019: internet

Gretzel, 2017:10 Videos Videos should be incorporated into social media

Gotter, 2018:internet ads.

Major, 2020: internet High-quality, relevant and eye-catching videos

should be used.
Gotter, 2019: internet
Most videos are watched without sound, keeping

the video short is key - 30 seconds and under.

These studies show that font, colour, picture and even the video that is used can make a
difference in the reaction of the consumer and whether or not they will engage with the post.
In terms of colour, the pairings are important as well as the age group that is being targeted.
For younger attendees, yellow, red and orange is important (Zailskaite-Jakste et al., 2017:
1374). When using text, use the right amount of text, one or two lines (Ramadan et al.,
2018:15), high-quality, relevant and eye-catching scenes should be used when making a
video (Gretzel, 2017:10).

High-quality, relevant and eye-catching images that stand out should be used (Zailskaite-
Jakste et al.,, 2017:1374). Use emotional and philanthropic content to encourage
engagement from the respondents when deciding on what type of contents to use for an
advertisement (Du Plessis, 2017:3) and select a font that aligns with the image, sans-serif is
best for web (Ramadan et al., 2018:15).

Music events can use social media marketing to reach a broader target market and
potentially increase the attendance. The design and contents of the posts on social media
networks should be determined by asking attendees what will attract their attention and what

will make them immediately interact with the post.
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The assumption that can be made from of this chapter is that, in the terms of symphony
orchestra shows, social media marketing will be more affective in attracting attendees
because it will be more widespread than word-of-mouth, posters and/or adverts. Social
media marketing is also cost effective, which will help struggling symphony orchestras to
attract more attendees without having to spend a lot of money on marketing. The design of
the posts and videos can also help in changing the target market which will increase the
number of attendees, ensuring that every show attracts sufficient attendee’s to help the
orchestra grow. The effectiveness of the social media marketing strategy on symphony
orchestra attendees should, in turn, be tested. The design of post, poster or video that will

attract their attention should also be determined.
3.5 Conclusion

The purpose of this chapter was to focus on the literature review related to social media,
where it comes from and what it consists of. How social media can be used as a form of
marketing will also be determined in this chapter. A closer look will be taken at the types of
media messages that need to be posted or advertised to increase user
engagement/interactions. Defining marketing and different definitions of marketing through
the years was done in this chapter to obtain a full encompassing definition for the purpose of
the study. The guidelines for effective marketing were given and described to give a wider
range of information regarding how to ensure that the marketing that is done works and

reaches the goals set out.

The characteristics and functions of marketing were outlined and described according to
various studies to illuminate why marketing is important and what it can achieve if it is used
correctly. The implementation of the functions of marketing was given to show that it should
be done correctly to ensure that the goals were reached by the marketing plan. Various
types of marketing were defined and discussed to consider the types that are available to an
event planner or marketer that enables the marketer to make an informed decision when

choosing the correct type of marketing. In this case it was social media marketing.

Social media marketing was defined and a definition for the purpose of this study was
derived from those definitions. The benefits, advantages and challenges of social media
marketing were described at length to consider what can be done to ensure that the
disadvantages are only few when the marketing is being implemented. The various social
media marketing networks were outlined to show the different networks that are available to
the marketer to use when implementing social media marketing for example Facebook.

What happens when social media marketing is used was determined together with ways to

70



use it for the benefit of the event. When creating an advertisement, different aspects need to
be considered as to what should be used to ensure that the ad reaches enough attendees
and how to create a good advertisement be it a video or a post. When looking at the purpose
of the chapter, it is clear that a full review of social media marketing and what it

encompasses was given.

71



Chapter 4: Research methodology

4.1 INTRODUCTION

The purpose of this chapter is to describe the method of research. This study aims to
explore the potential of social media as a marketing medium for symphonic orchestras. The
success of any research study is dependent on the appropriate methods chosen. Research
methodology is seen as the overpass that brings a philosophical standpoint (on ontology and
epistemology) and method (perspective and tool) together (Hesse-Biber & Leavy, 2011). It is
important to conduct research because it keeps society ahead of the past through ongoing

research and it also adds new knowledge to present facts (Khan, 2011:19).

To reach the aim of the study both quantitative and qualitative methods were applied. Firstly,
guantitative research is seen as a process that is objective and systematic in its way of using
numerical data from only a selected subgroup of a population to generalise the findings to
the universe that is being studied (Maree, 2016). For this purpose, a questionnaire was
developed and distributed to respondents for self-completion whilst attending a performance
of the Symphonic Orchestra of North-West University (used as secondary data for the
current study). Secondly, qualitative research is seen as a research method that relies on
linguistic (words) rather than numerical data, and employs meaning-based rather than
statistical forms of data-analysis (Maree, 2016). For this purpose an interview guide was
developed, and in-depth interviews were held with selected participants interested in

supporting Symphonic Orchestra’s and their performances.

In the following chapter the research methodology will be explained in detail.
4.2 RESEARCH METHODOLOGY

The research method is part of planning and designing a research project. The researcher
choose the method/s that will address the problem and choices need to be made between
guantitative, qualitative or mixed research methods. In the case of this study both

guantitative and qualitative research is used.
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42.1 Research design

Research design is a framework, plan or strategy that moves from the underlying
assumptions to specifying the selection or participants, the data-gathering methods to be
used and the data-analysis to be done (Maree, 2016:72). Terre Blanche and Durrheim
(2004) defined the research design as convincing the reader of the statistical validity of the
research through naming and motivating the methods that will be used to obtain the required
data. There are three categories of research design, descriptive, exploratory, and causal

design.

In the case of this research, the research design for the quantitative research (secondary
data) is descriptive and causal in nature. Descriptive design explores and explains an
individual, situation of group (Surbhi, 2017:internet) and, in the case of a causal research
design, an investigation into an issue or topic to determine the effects that it can have on
another variable (Maree, 2016). This research design is relevant since the research aims to
determine in what way specific types of social media messages influence respondents to
participate in social media activities. The research design for the qualitative research is
exploratory because there is no clear, single set of outcomes and, based on this, it was
decided to follow an interview survey (Maree, 2016) (c.f. Figure 1.1) for the research
process.

4.2.2 RESEARCH METHOD

In this study, primary data and secondary data are used. The research method used in this
study is a sequential mixed method, first quantitative followed by qualitative research
(Maree, 2016).

4221 Quantitative research

Quantitative research uses numerical data from only a selected subgroup of a population
and follows a systematic and objective process. The findings can be generalised to the
population that is being studied (Elias & Theron, 2012). Quantitative methods include
experimental (single-respondents, quasi-experimental and true experimental) options as well
as non-experimental (descriptive, correlational, survey, ex post facto or comparative)
options. The most important parts of quantitative research are objectivity, numerical data and

generalisability. In this study questionnaires were used as a quantitative research method.

73



4.2.2.2 Qualitative research approach

Hesse-Biber and Leavy (2011) stated that qualitative research is a wide and exciting
interdisciplinary landscape comprising of diverse perspectives and practices for generating
knowledge. Qualitative research is more interested in how people arrange themselves and
their surroundings and how the inhabitants of these surroundings make sense of everything
around them by using symbols, social structures, rituals, and so forth. Qualitative methods
include interactive studies (case study, critical studies, grounded theory, phenomenological

and ethnography) and non-interactive studies (historical analysis and concept analysis).

In this study, the case study approach is used, which is defined as the empirical inquiry
about a specific contemporary case that is taking place in the real world. The type of case
study used is exploratory, which can be defined as situations where the intervention that is
being evaluated has no clear, single set of outcomes. Structured interviews were held with

the respondents which require detailed and in-depth answers.
4.2.3 RESEARCH PROCESS

The research process is twofold, firstly an in-depth review of literature was done and
secondly an empirical study.

4231 Literature Review

A literature review or study is that part of the research that reviews other research studies
that have been done on the same topic as that planned by the current researcher; it also
helps the researcher identify gaps in research (Ridley, 2012:3). The purpose or value of a
literature review is to give an in-depth understanding and context to the material or relevant
key words and the various terminology, to establish a conceptual theoretical framework and
also to identify models, influencing aspects and theories on the topic in the study. The two
main chapters dealing with the review of literature are Chapters 2 and 3. Chapter 2 is
focused on the in-depth analysis of events, life events and the main success factors of
events. Chapter 3 analysed marketing and the different types of marketing mediums

available and whether and how social media marketing can be used as a marketing medium.

Therefore, academic articles and textbooks were consulted to ensure that all the relevant
information was reviewed. Furthermore, specialised websites also assisted in providing
contemporary information on social media practices. With regard to the use of websites, a

process of searching for relevant and recent articles or websites that have the material
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needed for the study was used. Google scholar or Google search, databases such as JStor,
Science Direct, Emerald and the North-West University library and online library were used
and the most relevant articles or reports were analysed. The keywords used to search for
information were, events, cultural events, music events, symphony orchestras, marketing,
social media, types of marketing, marketing functions, event attendees, marketing criteria,

social media marketing, social media platforms and social media marketing criteria.
4.2.32 Empirical study

The empirical study was twofold, quantitative research (secondary data) followed by

gualitative research.
4.2.3.2.1 Empirical study for quantitative research

a. Target population

According to BJS Research (internet), for research to begin, a target population must be
determined/identified, the definition of the target population is the group or population that
the researcher is interested in analysing. An example of target populations are a company’s
customer base, students at a particular institution or the populations of particular countries.
The population consists of a group of all the relevant sampling units to the research
guestions that were being asked. For example, in this study the population is the attendees
of symphony orchestra performances (Elias & Theron, 2012). Once the population has been
determined, the researcher can determine the sampling method and the appropriate sample

size.

b. Sampling and description of sample

A sample is defined as a population subset consisting of a predetermined number, which is
the sample size, which are randomly selected sampling units from the population. In this
section, the method according to which the sample was collected and the size of the sample
are discussed (Elias & Theron, 2012).

e Sampling method
According to Acharya et al. (2013:330) there are two types of sampling methods, probability
sampling and non-probability sampling. Probability sampling is where every individual in the
population has an equal chance of being selected for the study. There are various types of
probability sampling, simple random sampling, systematic sampling, stratified sampling and

cluster sampling (Sharma, 2017:750).
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Among the advantages of probability sampling is the aim is to reduce potential human bias;
it is seen as a fair way of selecting the sample and it is easier to conduct than a simple
random sample (Sharma, 2017:751). Disadvantages of probability sampling are there can be
sampling errors, the sampling methods need a complete list of the members of the
population and there may be sampling bias when the population has the same opinion
(Sharma, 2017:753).

Non-probability sampling is when the likelihood of an individual being chosen for the study is
unknown and there is selection bias in the study. There are four different types of non-
probability sampling, quota sampling, purposive sampling, self-selection sampling and
snowball sampling according to Sharma (2017:750). The advantages of non-probability
sampling is that it can give researchers justification to make generalisations from the study, it
can give qualitative research designs different phases that enable researchers to build on

each phase afterwards and there can be no other way of accessing the sample.

Some of the disadvantages of non-probability sampling are that it can be very prone to
researcher’s bias; there is a likelihood of self-selected bias and these biases can lead to the
sample not being representative of the population. This study made use of a hon-probability
sampling method, convenience sampling, and thus the odds of being selected for a sample
cannot be calculated (Maree, 2016). Convenience sampling is used when population
elements are selected based on the fact that they are easily and conveniently available. This
method was chosen for the current research project, since it is cost-effective, and a list of

possible respondents was not available.

. Sample size

The sampling size is defined as the number of representatives from the population needed
to conduct the statistical analysis or accuracy of results required (Maree, 2016). The
population size for attendees was unknown, but it was less than 1 000 000 (N). Krejcie and
Morgan’s (1970) formula of sampling size was used for this part of the study; the table for
determining the sample size stated that, for a population of 1 000 000, a sample size of 348

is needed to represent a cross-section of the population.

For this study, the number of questionnaires needed to ensure representation is 348 (N)
given the fact the convenience sampling was used. This sample size was seen as sufficient
since the population was less than 1 000 000. However, the Miderpark Church, where the

prfoamce as held have 700 seats. For the current performance 273 tickets were sold and
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therefore 273 questionnaire were distributed of which 196 were completed in detail (72%

response rate)

C. Data instrument and collection

. Development of the measuring instrument

It is important to design a questionnaire according to literature to ensure that the correct
information is collected. According to Table 4.1, the different stages of questionnaire

development are illustrated:

Table 4. 1: Development of questionnaires

What will the questionnaire | Emotion The York Angina Beliefs

measure? Behaviour Questionnaires (Furze et al. 2001)
Knowledge

What types of scale can be | Likert type The York Angina Beliefs

used? Multiple choice Questionnaires (Furze et al. 2001)
Frequency

How are items generated | Wording issues Check research questions, explore

for the questionnaire? Questionnaire literature  experts, and target
layouts population. Follow  established
Free text options? guidelines. (Oppenheim 1992,

Bowling, 1997).

(Adapted from Rattray& Jones, 2005)

Stage 1, according to Table 4.1, will determine what the questionnaire will measure. Will it
measure emotion, behaviour or knowledge? In this study, the questionnaire will measure all
three aspects, emotion, behaviour and knowledge. The respondents will be asked how they
feel about certain things that will be in the advertisements, what advertisements will get a
certain behaviour from the respondents and what knowledge they have or want to acquire of
the topic in the study. Stage 2 for the types of scales will be determined by what questions
need to be asked, if it is emotion or behaviour based, a Likert or multiple choice question will
be used, if it is frequency based a frequency table will be used. Lastly, Stage 3 will
determine from where the questions and items in the questionnaire will be retrieved, from

other studies, guidelines and/or experts.
Questionnaires are used to collect data from participants for research purposes. When the
results of the questionnaires are interpreted, the process of developing the questionnaire

should be defined in detail to enable the researcher to decide how he/she wants to
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implement the findings. According to Bell (2005) there are four things that are important
when creating a questionnaire. These are: appearance of the questionnaire, question
sequences, wording of questions and response categories. The questionnaire should appear
and be user-friendly, look neat, provide clear instructions, not use too small a font and be
printed on good quality paper to encourage respondents to complete the questionnaire (Bell,
2005).

The sequence of the questions must not confuse the respondent and should be easy to
complete. Start off with easy questions such as age and gender then move to ‘yes or no’
guestions and, lastly, to Likert-scale questions that ask the respondent to evaluate the

statement on a 5-point Likert-scale (Hopkins, 2005).

The wording of questions again adds on to the sequence of questions because, if the
wording and grammar of the questions are not correct, it may confuse the respondent and
will discourage him/her from completing the questionnaire. Response categories refer to
types of questions and, according to Bell (2005), the types of questions used in a
guestionnaire is determined by the data needed to draw conclusions. For example; open
guestions; closed questions; closed-open questions and biographical questions.

The questionnaire (Appendix A) consisted of two sections:

Section 1: Contained socio-demographic questions for the respondents. These questions
were, for example, year of birth, highest level of education, which country he/she lives in and
occupation. This section also included general questions related to the orchestra and the
support thereof. Various previous studies done in a tourism context were consulted in this
regard and included the work of Kruger, Scholtz and Saayman (2012), Saayman and Scholtz
(2012), Slabbert and Van Loggerenberg (2012) and Steyn (2015).

Section 2: The respondents had to indicate to what extent certain aspects are important for
him/her to actively follow the orchestra’s social media page. This was also done by using a
5-point Likert-scale where 1 represented “Not at all important” and 5 “Extremely important”.
This section also had another Likert-scale question where the respondents had to indicate
how often they take part in certain social media activities. A 5-point Likert-scale was used

where 1 represented “Never” and 5 “All the time.”

The statements were adapted from other studies on social media interactions, for example:
Cvijikj and Michahelles (2013), Gummerus et al., (2012), and Vromen et al., (2016). The

steps that were proposed by Field (2003) and Tustin et al., (2005); questionnaire measures,
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types of scales to be used and how items are generated for the questionnaire (as previously
stated in Table 4.1); were followed to design and validate the questionnaire. To ensure the
content validity an in-depth review of literature was done (See Chapters 2 and 3). Statistical
consultation services assisted in the setting and wording of the questions. Since this is used
as secondary research, the questionnaire was prepared by the TREES research team at

North-West University, Potchefstroom campus.

. Data collection

There are four types of data collection methods: group administration of questionnaires,
postal or email survey, face-to-face surveys and telephone surveys according to McMillan
and Schumacher (2001).

Group administration of questionnaires entails the distribution of questionnaires to
respondents by a group of fieldworkers. Postal or email surveys entails contacting
respondents via e-mail platforms and, in the case of face-to-face surveys, respondents are
interviewed and recorded. Lastly, telephone surveys involve a conversation with
respondents that is recorded (McMillan & Schumacher, 2001). In this study, groups
administration of questionnaires were used, which has various advantages and
disadvantages. For example, an advantage is that the response rate is optimal, the method
is relatively cheap and the research manager can check the questionnaires for accuracy.
Some disadvantages are costs could be high when using standardised tests and the primary

researcher does not have much control over what happens in the field.

Fieldworkers, of which the researcher was one, were asked to distribute the questionnaires
to the respondents when they arrived at the location on the date of an NWU Symphony
Orchestra performance. Some of the questionnaires were collected and distributed in
between the breaks of the performances, which gave the respondents time to complete the
guestionnaires in full. The fieldworkers were trained in ethical ways to approach the
respondents as well as how to ask them to complete the questionnaire. The fieldworkers
were informed of the purpose of the study so that they were able to explain it to the
respondents. After the questionnaires were completed, the fieldworkers collected the
guestionnaires by asking the respondents if they had completed the questionnaire or if they
needed more time. If the respondent was done with the questionnaire, the fieldworker then

took the questionnaire and gave it to the leader of the fieldwork.

Although the aim was to collect 350 questionnaires, the fieldwork resulted in 195 completed

guestionnaires. A limited number of people attended the performance, and some did not
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want to participate. The research is thus only relevant to the group of respondents that
attended the performance. The questionnaires were captured in Microsoft Excel. The data
was transferred and run through the Statistical Package for the Social Sciences (SPSS).

d. Data analysis

Quantitative analysis of the data consists of graphic analysis and summarises the
measurements and the sample data. The data is presented in the form of frequency tables
and figures to ensure that the results are clear that that it allows for interpretation.
Specifically, factor analysis, t-tests, and ANOVAs were identified as relevant since these
methods contribute to reaching the objectives of the study. The data was analysed in SPSS

in the form of frequency tables for descriptive statistical analysis.

. Frequency tables

Frequency tables show the different response categories of the variables together with the
frequency (number) of respondents and the frequency is usually expressed in a percentage
of the sample size, in each of the different categories (Maree, 2016). All the results were
presented in frequency tables as the first part of the descriptive analyses. This provided a
bird’s-eye view of the data and led to valuable insights to the responses.

. Factor analysis

A factor analysis is used to minimise data and thus shows which items belong together
based on the way the questions were answered (Maree, 2016). Kline (2014:2) also defined
factor analysis as “a number of statistical techniques of which the aim is to simplify complex
sets of data”. The reduction of data is done by looking for groups among the inter-
correlations of a set of variables according to Pallant (2010:181). The factor analysis is done
for the Likert-scale questions to determine what motives the respondents agree with the
most with regards to the symphony orchestra social media platform and the social media

platform that they are most likely to use.

. t-tests and ANOVAs

A t-test is used in three scenarios, for example; when two groups have to be compared
based on the score; when the average score on two variables needs to be compared and;
when a variable needs to be compared to a specified constant value (Maree, 2016). A t-test
is used when a researcher wants to examine the relationship or association between two
nominal variables. In the case of this research the relationship for comparison of social
media engagement by demographic variables (gender, language, age and education),

comparison of social media engagement by eye-catching strategies (videos, memes, Gifs,
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Posters, pictures, text and others), comparison of social media engagement by receiving
notifications on a mobile device, comparison of social media engagement by using social
media at selected times of the day (when waking up, during morning, during afternoon,
during early evening, evening, late at night/morning and all times of the day/nights),
comparison of social media engagement by social media activities related to the event being
assessed and support for symphonic orchestras (currently following the event and

recommendation of the event) was tested to see what the outcome will be.

An ANOVA is used to compare the differences between several related or dependent groups
(Maree, 2016). In this case the Comparison of social media engagement by the role of

influencers was tested to see what the outcome will be.

4.2.3.2.2 Empirical study for qualitative research

As part of the secondary research, the respondents were asked whether they were
interested in participating in in-depth research discussions related to the marketing of
symphonic orchestras. Interested respondents therefore provided their contact details to be
part of the second phase of the research. These contact details were only handled by the

researcher with no one else gaining access to this information.

Qualitative interviews were held with selected participants. Maree (2016) defined interviews
as two-way conversations where the interviewer asks the participant various questions to
determine their beliefs, ideas, views, behaviours and opinions. In-depth interviews are
characterised by the number of respondents involved, their structure, depth, and length. The
interviewee is usually encouraged to speak openly and give their opinions and explain the
matters that are brought up. The interviewer will then try to investigate matters deeper in the
structured interview. The interviewer will not lead the interviewee but allow him/her to speak
freely on the topic at hand, keeping the atmosphere friendly but still not influencing the
subject, this was a challenge for the interviewer. Finn et al. (2000:75) stated that the
disadvantages of this type of interview can be the reduced comparability, and the fact that

the quality of data depends on the interviewers communication and listening skills.

e. Target population
The target population for this part of the study was the attendees of the Symphonic
Orchestra live performances to determine specifically whether the attendees use social

media and whether it will be effective as a marketing medium. The target population for the
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gualitative research is the same as that of the target population for the quantitative research.

However, the group were asked if they wished to participate in the qualitative research.

f. Sampling and description of sample
The sampling for the qualitative research was based on people’s willingness to participate in

the second phase of the research — thus convenience sampling.

. Sample size

The sampling size is defined as the num,ber of representatives from the population needed
to conduct the statistical analysis or accuracy of the results required (Maree, 2016). There
are six rules regarding the sampling method or size used in qualitative research according to
Curtis, Gelser, Smith and Walshburn (2000), it should provide rich information, be relevant to
the framework, should produce credible descriptions, enhance transferability of the findings,

should be feasible in terms of money and time and ethical precautions should be taken.

The sample size for the qualitative research method was 10-15 respondents. With the
completion of the quantitative research, 15 respondents provided their contact information to
be part of the study going forward.

. Sample inclusion criteria
It was important to only include participants in the qualitative research that had previously
attended performances of symphonic orchestras. With the distribution of the quantitative

guestionnaire as a fore-runner of the qualitative interviews this was achieved.

g. Data collection

. Development of the interview guide

Interviews were used to determine the specifics of the preferences of the respondents in
terms of social media marketing such as pictures, videos, fonts and typology. The interviews
were conducted through online face-to-face communication due to the current COVID-19
pandemic. The respondents were asked which online interview system will be best for them
in terms of availability and convenience. The respondents were also asked at the start of the
interview whether they give permission to be recorded for research purposes. The interview
was held on a specific date and time and in a professional setting to ensure that the
respondents were comfortable to respond to the questions. The interview recordings and

scripts are held confidential and secured (Veal, 2006:75).
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The respondents were asked to take part in the interview through a message or call that was
made to their phones; their numbers were obtained through a voluntary question in the
guestionnaire distributed as part of the secondary data. Because only 15 respondents gave
their contact information on the questionnaire in the first phase, the interviews had to provide
sufficient information to make consistent determinations for conclusions and
recommendations. In this phase of the research, a qualitative method was used to gather
information to understand behaviour, yield knowledge, understand attitudes or learning of

situations.

The measurement instrument that was used is a semi-structured questionnaire or interview
guide (Maree, 2016) (Appendix B).

The interviews consisted of four sections:
Section 1: Socio-demographic questions, for example the year the respondent was born,

gender and the province he/she lives in.

Section 2: Contained questions on interest in symphonic orchestras, for example how often
the respondent attends live performances and two reasons why he/she attends specifically
the performances of symphonic orchestras.

Section 3: Contained social media interest questions, for example what social media
platform he/she uses on a regular basis, what is his/her second most preferred social media
network and did he/she see adverts for the NWU Symphony orchestra recently on social

media.

Section 4: Contained social media design questions to determine the design of social media

advertisements for symphony orchestras. Questions related to colour and fonts.

This instrument is commonly used in research projects to corroborate data emerging from
other data sources. This method was used because the questions asked in the interviews
were partially determined by the data that was collected during the quantitative phase and
partially by the in-depth literature review. The criteria used for the qualitative interviews
include the following: the use of colour (Frazier, 2018; Gotter, 2018); text and typology
(Frazier, 2018; Major, 2020); content (Nair, Lee & Hosanagar, 2018; Johnson, 2020; Major,
2020; Gotter, 2019); contrast (Frazier, 2018); images (Gotter, 2018, 2019; Major, 2020;
Weaver, 2020) and videos (Gotter, 2018, 2019; Major, 2020) (See appendix B). The focus of

the interview was to obtain in-depth knowledge on participants’ preferences regarding social

83



media advertisements in terms of colour, font, whether or not there should be a video on the
social media platform and whether information pertaining to the orchestra should be added

into the advertisements.

. Data collection

The respondents were contacted by using the details that were provided and an interview
time and date were provided by the participants that was suited to them. The respondents
chose the interview method that suited them best between zoom meeting and video call
(both methods being face-to-face online methods). The respondents were given time to
respond fully to every question, the interviews lasted up to one hour. A total of 10
respondents were interviewed and the data was saturated after the 10™ interview as the
answers that were given were the same. The interviews were recorded with the respondents’
permission and the answers were transcribed to obtain a clear view of the criteria for the
design of social media advertisements for symphony orchestras. The collection was done by

conducting the interviews with the respondents and then transcribing the interview sessions.

h. Data analysis

The data was collected, prepared and organised (for example into text data as in transcripts
(Cresswell, 2007:147). The data was then processed by compiling the data into sections or
groups of information that will also be known as themes or codes to make “sense” of what
was uncovered and compiled (Creswell, 2003; 2007). The themes or codes consisted of
phrases, expressions, or ideas that were common among the participants (Kvale, 2007). The
themes, or codes were analysed by interpreting the data as best as possible to make sense
of the words or observations and, finally, the data was represented in discussion format
(Cresswell, 2007:147). The research question was kept in mind in the analysis of the data to
ensure that the conclusions were logical (Maree, 2016). A third-party consultant was needed
to review the codes or themes to determine the quality and effectiveness based on their
evaluation of the interview transcripts (Creswell, 2007). In this case it was the researcher’s

study leaders that helped the researcher correct question format and relevance.
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4.3 Conclusion

The purpose of this chapter was to describe the method of research. This study aims to
explore the potential of social media as a marketing medium for symphonic orchestras. The
success of any research study is dependent on the appropriate methods chosen. The
methodology of the study was described in length and also the steps that was taken during

and after the collection of the data.
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Chapter 5: Tmpirical results

5.1 INTRODUCTION

This chapter contains the results of the empirical study that will reveal the analysis of the
data gathered through questionnaires and in-depth interviews. The results were compiled,
processed, analysed and displayed. To obtain the final data and understand the answers
that were given by respondents, the data will be analysed to determine the socio-

demographic portfolio for the current attendees of the symphony orchestras performances.

The important aspects that play a role in respondents’ willingness to interact with the social
media sites of the orchestra will be determined and outlined in this chapter that will also give
more insight as to whether further study is needed in this area. After the aspects of
interaction with social media sites has been determined, the social media sites that are the
most used and how often these sites are used will be assessed to look at what social media
site is currently the most actively used.

All of this data will then be assessed through the use of tables, figures, T-tests and ANOVA
tests that will give further information for the use of social media sites going forward. After
the quantitative data has been assessed, the qualitative data that was obtained through
interviews will then be assessed. The data that was obtained in the qualitative research will
determine how an advertisement must be assembled through the use of colours, fonts,
images, themes and videos or posts. The combination of the various aspects will also be
determined in this section to obtain a wider range of advertisement mixtures that can be

used.

5.2 RESULTS OF THE QUANTITATIVE RESEARCH: respondents attending a

Symphonic orchestra performance at North West University
5.2.1 Descriptive analyses
5.2.1.1 Socio-demographic characteristics of respondents

According to Table 5.1 the largest percentage or attendees were female (54%), the age
group that was the highest in attendance was between 21 and 25 years of age (29%). A
large group of attendees had already obtained their postgraduate degrees (29%) and the
second largest group of attendees are current students (21%). Ninety-six percent (96%) of
the attendees are residents of South Africa. The largest group of attendees have other

occupations such as nurse, accountant, administrative assistant and farmer; and the second
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largest group of attendees are current students. This correlates with the venue where the
performances were held, namely the NWU Auditorium. When comparing these results with
other similar studies, it was evident that respondents in the current study were more diverse
in terms of age. There is thus potential to expand the market and broaden the marketing
strategy (Saayman & Saayman, 2014; Gilmer, 2008).

Table 5. 1: Demographic aspects

Male 46% 12-20 Years 15%
Female 54% 21-25 Years 29%
Afrikaans 85% 31-49 Years 15%
English 12% 50-65 Years 21%
Setswana 1% 66 + Years 13%
Other 2%
Namibia
No School 2% RSA 96%
Matric 12% UK 2%
Degree (current student) 21% _
Degree (already obtained) 19% Student 33%
Postgraduate (current 13% Teacher 6%
student)
Postgraduate (already 29% Pensioner 5%
obtained)
Other (Specify) 4% Lecturer 5%
Manager 4%
Other 47%
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5.2.1.2Interest in Symphonic Orchestra music and performances

The overall percentage of the respondents (78%) attended 0-5 concerts in the past three
years and only a small percentage (6%) attended more than eleven concerts in the past
three years (Table 5.2). The respondents indicated that they, themselves, are mostly the
highest (53%) influence to listen to symphony orchestra and friends and family an equal
(20% respectively) follow self-influence. The largest percentage (23%) of attendees made
the decision one week before the time to attend the performance and a small percentage
(10%) decided on the day to attend the performance. Compared to other studies, it is clear
that very few attendees go to more than three concerts in three years (Dobson, 2010; Pitts et
al., 2013). This shows the importance of applying effective marketing strategies two to three

weeks before the performance.

Table 5. 2: Decision aspects

0-5 concerts 78%
6-10 concerts 16%
11 + concerts 6%

Self 53%
Friends 20%
Family 20%
Marketing messages 3%
Other 4%

1 week 23%
1 Month 14%
2 weeks 21%
1 Day 13%
Today 10%
Other 19%




5.2.1.3Marketing efforts related to Symphonic Orchestra events

Table 5.3 shows that the largest number of respondents found out about the performance
through word-of-mouth (50%). Social media (31%) was second highest and Posters (18%)
was the third highest option. It was clear that respondents did not follow the event on social
media (69%) but an overwhelming percentage of respondents would recommend the event
on social media (89%). The results support the research done by Manners, Saayman and
Kruger (2014) who also state the importance of word-of-mouth communication for music

events.

Table 5. 3: Marketing efforts related to symphonic orchestra events

Magazine 3% 97% | Yes 31%
Previously attended 9% 91% | No 69%
Word-of-mouth (from | 50% | 50%

someone else)

Social media 31% | 69% | Yes 89%
Radio 2% 98% | No 11%
Newspaper 13% | 87%

Posters 18% | 82%

Website 7% 93%

Other 14% | 84%

5.2.1.4 Social media behaviour and preferences
5.21.4.1 Aspects creating an interest on social media

Figure 5.1 illustrates that pictures (56%) contribute to creating an interest, followed by videos
(51%). Text paragraphs (23%) are the least effective at catching the responsents’ attention.
This supports postplanner.com (2018) that pictures are more effective to catch a

respondents attention to then further illustrate to keep the respondent interested.
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Figure 5. 1: Aspects creating an interest on social media

5.2.1.4.2 Social media network usage

As illustrated in Table 5.4 MySpace (98%) is the social media network that is the least used
by respondents and Blogs (89%) thereafter. Facebook (13%), YouTube (12%) and
Instagram (15%) are the social media networks that respondents are always connected to
and use often. Google+ (16%), Facebook (23%) and Pinterest (11%) are the social media
networks that respondents use at least twice a day. Based on the mean value, it is clear that
YouTube (M=2.79), Facebook (M=2.69) and Instagram (M=2.49) are the social media
networks that the attendees use the most during their everyday lives. It is, however, clear
that they are not necessarily always connected. YouTube creates opportunities for
symphonic orchestras to showcase their performance. This can contribute to the marketing
efforts of the orchestra. Postplanner.com (2018) clearly showed that Facebook, Instagram
and Youtube are the most used social media sites by respondents and the findings

illustrated in Table 5.4 also supports the article.

Table 5. 4: Frequency of accessing social media networks during the day

Facebook 21% 29% 23% 14% 13% 2.68
(1.31)
Twitter 71% 17% 8% 2% 2% 1.47
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(x0.87)
Google+ 51% 17% 16% 8% 8% 2.04
(x1.29)
YouTube 20% 28% 17% 22% 12% 2.79
(+1.32)
MySpace 98% 1% 0% 0% 0% 1.04
(x0.34)
Blogs 89% 9% 7% 0% 1% 1.16
(x0.55)
Linkedin 64% 24% 8% 1% 3% 1.55
(x0.89)
Instagram 40% 16% 13% 16% 15% 2.49
(x1.5)
Pinterest 46% 22% 11% 12% 8% 2.13
(x1.33)
Other 80% 5% 3% 3% 9% 1.58
(x1.28)
5.2.1.4.3 Social media notifications

Figure 5.2 shows that 57% of the respondents receive notifications instantly with 34% that
read them immediately. Clearly respondents want to be connected but they filter which posts
to react to immediately and which to leave for a later read. This creates an opportunity to get
the attention of the respondents but the message should be right. The article written by
Bigcommerce (2018) also shows that respondents become more agitated, they are scared

that they will miss something, if they do not react to their notifications immediately.

Social media notifications

34%
Notifications on mobile

Immediately read
57%
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Figure 5. 2: Receiving and reacting to notifications on

The respondents also shown a preference for accessing social media via their phone (85%)
followed by their laptop (10%) and tablet (5%). The 24-hour access to phones allows for
direct contact with the potential market. Respondents prefer using their phones to access

their social media for ease of access, according to Bigcommerce (2018).

5.21.4.4 Preferred time of social media usage

Respondents use social media in the evenings (45%) and during the afternoon (32%).
Figure 5.3 shows that the respondents do not (78%) spend time on social media at all times
of the day. Although a popular medium, it seems that respondents manage it so that there is
limited exposure. Various articles support this finding that respondents are more likely to use
social media in the evenings and that they are not on social media at all times of the day
(Bigcommerce, 2018 & Postplanner, 2018).
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Figure 5. 3: Preferred time to use social media

5.2.1.45 Following the orchestra’s social media site

a. Aspects influencing active engagement on the social media site

This section asked respondents to indicate to what extent they agree with the given
statements on a 5-point Likert scale (where 1 is “not important” and 5 is “extremely
important”) (See Table 5.5). The following were the aspects that are important for a

respondent to actively follow the symphony orchestra’s page (averaged out of 5):
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e Concert dates should always be made clear on the page as well as the length of the
show (M=4.39)

e Social media posts should be free of grammatical errors (spelling mistakes) (M=4.34)

e Content should be visually pleasing (photos, videos etc.) (M=3.86)

¢ The site administrators should reply as soon as possible to enquiries (M=3.66)

¢ Only information applicable to the orchestra should be shared (M=3.31)

The statement “| want to get to know orchestra members on a personal level through social
media posts” has the lowest average (M=2.16) which means that respondents do not want to
know the orchestra members on a personal level through social media. Buschness (2015)
also stated that attendees do not want to know anything about the orchestra members to be
able to be attracted to an event, but that the marketing done for the event should be done

professional and visually pleasing to accommodate the aging markets.

Table 5. 5: Motivation to use social media page

The amount of information available on the 2% 11% 36% 23% 28% 3.64
post (£1.07)
Only information applicable to the orchestra 6% 16% 37% 22% 19% 3.31
should be shared (x1.13)
Content should be visually pleasing (photos, | 3% 8% 25% 30% 35% 3.86
videos etc.) (£1.07)
The social media site should provide two- 17% 24% 26% 17% 14% 2.82
way communication between the concert (x1.29)
organisers and the attendees
Orchestra members should share personal 23% | 32% | 23% | 14% 8% 2.52
experiences on social media (x1.22)
All types of interesting information 9% 21% 35% 23% 12% 3.08
pertaining to orchestras should be posted (£1.13)
There should be testimonies from others 18% 21% 25% 28% 8% 2.86
who attended the concerts (x1.23)
Social media site updates should take place 7% 11% 29% 28% 25% 3.55
(+1.17)
The site administrators should reply as soon 7% 6% 30% 26% 31% 3.66
as possible to enquiries (x1.18)
Social media posts should be free of 4% 3% 13% 16% 64% 4.34
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grammatical errors (spelling mistakes)

(+1.05)

Educational symphony orchestra 9% 11% 30% 29% 20% 3.40
information should be posted (x1.19)
| also want to get to know orchestra 36% 28% 21% 11% 3% 2.16
members on a personal level through social (x1.12)
media posts
The page should provide the 6% 15% 35% 25% 18% 3.34
background/history of the orchestra (x1.12)
Posts should contain attractive colour 9% 13% 29% 27% 21% 3.38
schemes (x1.21)
Competitions and promotions should be 15% 22% 32% 17% 14% 2.94
posted on a regular basis (x1.24)
The page should show how orchestra 15% 26% 29% 19% 10% 2.82
managers do their part towards the (x1.20)
sustainability of such events
New developments in the symphony 8% 16% 32% | 29% 15% 3.28
orchestra industry should be posted (x1.14)
Cooperation with other orchestras should 7% 15% 33% 27% 18% 3.34
be posted (x1.14)
Concerts dates should always be made 1% 1% 11% 32% 55% 4.39
clear on the page as well as the length of (£0.81)
show
Interesting developments regarding the 4% 7% 36% 30% 23% 3.60
orchestra should be posted (£1.04)
The font types used in the adverts that are 12% 15% 23% | 20% 30% 3.40
posted are important (x1.36)
Short videos with sound should be posted 8% 15% 30% 21% 26% 3.42
(x1.24)
b. Engagement levels

This section asked respondents to indicate to what extent they take part in the social media

activities on a 5-point Likert scale (where 1 is “never” and 5 is “all the time”). The following

are the extent to which respondents participate in social media activities (averaged out of 5):

Seek information (M=3.50)

Look at photos/videos (M=3.49)
Read other statuses (M=2.98)

Read posts by businesses (M=2.64)
Share posts (M=2.40)

94




The activity that the respondents take part in the least is “take part in discussion” (M=1.93)
which means that the respondents do not see social media as a platform to hold discussions
but rather to obtain information with regard to symphonic orchestras. Thus, respondents
want to engage on social media without wanting to interact with people. Akram and Kumar
(2017) showed the negative aspects of social media, but also stated that respondents have
only a few activities that they regularly take part in on social media such as look at pictures,

seek information or service providers and share posts.

Table 5. 6: Frequency of taking part in social media activities

1. Share posts 27% 31% 22% 14% 6% 2.40 (x1.19)
2. Update status 37% 37% 14% 6% 5% 2.04 (£1.10)
3. Take part in discussions 43% 34% 15% 8% 2% 1.93 (¢1.03)
4. Read others statuses 19% 17% 26% 23% 15% 2.98 (x1.33)
5. Read posts by businesses | 29% 16% 28% 18% 9% 2.64 (£1.32)
6. Upload photos/videos 28% | 33% 21% 5% 6% 2.36 (£1.17)
7. Look at photos/videos 11% 12% 19% 32% 25% 3.49 (+1.28)
8. Seek information 9% 12% 22% 32% 24% 3.50 (x1.24)
9. Leave comments on posts 39% 29% 19% 9% 5% 2.12 (£1.16)
10. Create/follow events 36% 24% 22% 13% 5% 2.12 (£1.31)
cC. Social media network and usage preferences

Table 5.7 indicates that 91% of the attendees spend up to five hours a day on social media
networks. Social media networks such as Facebook (32%) and Instagram (25%) are the
most preferred networks amongst the attendees. The reasons that respondents prefer the
networks are divided between other (58%) (that include, only known network, for information
purposes, news and enjoy that particular network more) ease of use (15%), communication
(4%) and to watch pictures or videos (10%). It is clearly a medium that should form part of a
marketing campaign. Akrahm and Kumar (2017) stated that one of the negative aspects of
social media is that respondents use social media for excessive hours a day that are also
illustrated in this finding and that the most used sites are Facebook and Instagram to use for

news or interaction with friends.
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Table 5. 7: Social media network aspects

0-5 hours 91% Facebook 32%
6-10 hours 3% Instagram 25%
11-15 hours 4% WhatsApp 11%
16 + hours 2% Pinterest 3%
Easy to use 15%
Enjoyment 2%
For pictures and/or videos 10%
News and information 8%
Communication 4%
Business use 3%
Other 58%

5.2.2 Inferential analyses
In this section, the aspects influencing social media engagement are analysed by firstly
determining the relevant factors and, secondly, identifying the aspects that then influence

these factors.

5.2.2.1Understanding social media engagement (factor analysis)

According to Balasundaram (2014:4) factor analysis is a method that aims to untangle
diverse variables by finding common grounds for the variables to link together. Factor
analysis gives explanatory summaries of data matrices that help to find patterns among
diverse variables (Balasundaram, 2014:7). Principal component analyses (PCA) is
commonly known as factor loadings that show or group the variables under few unrelated
factors or latent variables. The illustration for PCA is variables (rows) and factors (columns),

a variable that has a loading higher than 0.5 is a factor according to Balasundaram (2014:7).

Rotation improves the understandability of factors, it maximises the loading of each variable
on the extracted factors while it also minimises the loading on the other factors. It changes
the values of the variables, while also keeping the distinguishing values constant. Oblique

rotations are used to transform factor analysis into simple structures (Balasundaram,
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2014:10). Bartlett’'s test of sphericity measures multivariate normality for a set of
distributions, it also tests whether the correlation matrix that was done within the factor
analysis is an identity matrix because an identity matrix does not mean anything for the
factor analysis, according to Balasundaram (2014:11).

Kaiser-Meyer-Oklin is a measure to determine whether or not a value distribution is
adequate to conduct a factor analysis. According to Balasundaram (2014:12) if a measure is
<0.05, it means an identity matrix cannot be produced and thus it is adequate to conduct a
factor analysis. Any measure above 0.05 is not adequate for a factor analysis. Scree plot
was designed to determine how many factors there are to look at. The scree plot shows all
the eigen values, the “scree” refers to debris that has fallen from the mountain. In this case,
the analysis has to stop when the eigenvalue criterion starts, for example in Figure 5.4, any

factor after 3 is debris and does not meet the criterion.

Eigenvalue means measure the variance of a factor in between all the variables that are
accounted for by the factor. If, according to Balasundaram (2014:8) the factor has a low
eigenvalue it means that it has no contribution to the explanation of the variables and
therefore can be ignored compared to other factors. Kaiser suggested that if a factor has a
root greater than 1 than the factor should be retained.
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Figure 5. 4: Scree plot
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According to Balasundaram (2014:13) the goal of a correlation matrix is to summarise the
large amount of data to see if there are other patterns between the variables. A coefficient
must be established to determine the patterns between the variables, and the factors as can

be seen in Table 5.8.

Table 5. 8: Factor correlation mix

Factor 1 2 3

1 1.000 .667 .750
2 .667 1.000 727
3 .750 727 1.000

(Adapted from Promax with Kaiser Normalisation
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Table 5. 9: Factor analyses for social media engagement

F1

F2

F3

F4

F5

Orchestra
developments

Site
administration

Orchestra
information

Visual
elements

Personal
engagements

Cooperation with other orchestras should be posted

0.918

New developments in the symphony orchestra industry should be posted

0.852

The page should show how orchestra managers do their part towards the
sustainability of such events

0.687

The page should provide the background/history of the orchestra

0.455

Interesting developments regarding the orchestra should be posted

0.401

Educational symphony orchestra information should be posted

0.388

Social media posts should be free of grammatical errors (spelling mistakes)

0.822

The site administrators should reply as soon as possible to enquiries

0.596

Concert dates should always be made clear on the page as well as the
length of the show

0.585

Social media site updates should take place regularly

0.570

Only information applicable to the orchestra should be shared

0.886

There should be a good amount of information available of this orchestra

0.697

Short videos with sound should be posted

0.665

The font types used in the adverts that are posted are important

0.633

Posts should contain attractive colour schemes

0.601

Content should be visually pleasing (photos, videos etc.)

0.512

Competitions and promotions should be posted on a regular basis

0.305

Orchestra members should share personal experiences on social media

0.744

| also want to get to know orchestra members on a personal level through
social media posts

0.657

All types of interesting information pertaining to orchestras should be posted

0.554

The social media site should provide two-way communication between the
concert organisers and the attendees

0.501

There should be testimonies from others who attended the concerts

0.480

Cronbach Alpha Value (Reliability)

0.87

0.74

0.67

0.81

0.80

Inter-item correlations

0.52

0.42

0.51

0.46

0.45

Mean Value

3.29

3.99

3.48

3.40

2.69
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Factor 1: Orchestra developments

As per the respondents, orchestra developments are an important focus point for the
symphony orchestras’ social media pages. Cooperation with other orchestras, new
developments in the symphony orchestra industry, pages should show how orchestra
managers do their part towards the sustainability of such events, page should provide the
background/history to the orchestra, interesting developments regarding the orchestra and
educational symphony orchestra information should be posted on the page are the factors
that are seen as orchestra developments. Based on the mean value (M=3.29) orchestra
developments are the fourth most important factor that influence an attendee of the
symphony orchestra to engage more on social media. Orchestra developments received a
Cronbach Alpha value of 0.87, which is highly acceptable. This factor is focused on
information and it is clear that respondents want to be informed and the orchestra can share

interesting information with the potential market.

Factor 2: Site administration

Site administration consisted of four aspects. These were: social media posts should be free
of grammatical errors, site administrators should reply as soon as possible to enquiries,
concert dates should always be made clear on the page as well as the length of the show,
and social media site updates should take place regularly. Site administration received a
mean value of 3.99 which, in turn, makes it the most important factor that influences an
attendee’s engagement with the orchestra’s social media sites/platforms. The Cronbach
Alpha value that site administration received was 0.74 which is acceptable. In this era,
people require and expect instant feedback and information they can trust. In the social
marketing efforts of orchestras, the importance of site administration should not be

underestimated as this can make a difference to respondents.

Factor 3: Orchestra information

Orchestra information is a key aspect that influences attendee engagement with orchestras’
social media sites; only information applicable to the orchestra should be shared and there
should be enough information available about the orchestra. This factor has a mean value of
3.48 that makes it the second most important factor that influences respondents’
engagement with social media sites. Orchestra information obtained a Cronbach Alpha value

of 0.67 which is fair for exploratory research.

Factor 4: Visual elements
Visual elements have five different parts: short videos with sound should be posted, font

types that are used in the ads are important; posts should contain attractive colour schemes;
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content should be visually appealing (posts, videos etc.) and competitions and promotions
should be posted on a regular basis. The mean value that visual elements received was 3.40
that made it the third most important aspect that influences respondents’ engagement.
Visual elements received a Cronbach Alpha value of 0.81 which is highly acceptable for this
study. There is thus value in optimising the visual elements on social media platforms and in

such a manner as to attract the attention of the target market.

Factor 5: Personal engagement

Personal engagement as per respondents, are an important aspect of social media
engagement. Orchestra members should share personal experiences on social media, |
want to get to know orchestra members on a personal level through social media posts all
types of interesting information pertaining to orchestras should be posted as the aspects that
form part of this factor. Personal engagement received a mean value of 2.69 that makes this
factor the least important for social media engagement. The Cronbach Alpha of 0.80 is
highly acceptable for this study. It is interesting that respondents do not consider elements of
personal engagement as important.

5.2.2.2Comparison of social media engagement by demographic variables
a. Comparison of social media engagement by gender

A t-test was used to compare social media engagement factors by gender. The results are
presented in Table 5.10.

Table 5. 10: t-test for social media engagement by gender

Factor Male Female p-value | F-value | Effect
Mean & Std. Mean & Std. SIFE
dev dev
Orchestra 3.30 (0.81) 3.32 (0.93) 0.908 1.362 0.02
developments
Site administration 3.95 (0.71) 4.04 (0.80 0.483 2.046 0.10
Orchestra information 3.47 (0.96) 3.50 (0.98) 0.863 0.443 0.03
Visual elements 3.36 (0.85) 3.45 (0.96) 0.539 1.090 0.09
Personal engagements 2.63 (0.89) 2.78 (0.93) 0.273 0.039 0.16

*Statistical significant difference: p < 0.05 (Pallant, 2007)
Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8)

*kkk
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From Table 5.10, it is clear that no statistically significant differences exist between males

and females with regard to factors influencing social media engagement. In all cases the

females rated the engagement factors slightly higher than the males.

b. Comparison of social media engagement by language

Table 5. 11: t-test for social media engagement by language

Factor Afrikaans English p-value | F-value | Effect
Mean & Std. Mean & Std. siz¢€
dev dev

Orchestra 3.29 (0.89) 3.39 (0.67) 0.510 1.463 0.12
developments
Site administration 3.99 (0.78) 4.05 (0.62) 0.710 0.998 0.07
Orchestra information 3.46 (0.96) 3.66 (0.85) 0.315 0.713 0.21
Visual elements 3.39 (0.93) 3.55 (0.55) 0.271 5.826 0.17
Personal 2.63 (0.91) 3.04 (0.74) 0.026 0.374 0.45
engagements

From Table 5.11 it is clear that no statistically significant differences exist between Afrikaans
and English speaking respondents with regard to factors influencing social media
engagement. The English-speaking respondents rated the social engagement factors slightly

higher than the Afrikaans-speaking respondents.

c. Comparison of social media engagement by selected demographic variables: age

and education

Table 5. 12: Spearman’s rho correlation for social media engagement by age and education

AGE EDUCATION

Orchestra Correlation Coefficient -.164" -.304"
developments |-~ tailed) 0.03 0.00

N 179 173
Site Correlation Coefficient -0.06 -0.05
administration |~ ailed) 0.39 0.49

N 180 174
Orchestra Correlation Coefficient 0.01 -0.10
Information =i~ > tailed) 0.93 0.20

N 179 173
Visual Correlation Coefficient -.149° -.209”
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elements Sig. (2-tailed) 0.05 0.01
N 179 173
Correlation Coefficient -213" -.283™
Personal Sig. (2-tailed) 0.00 0.00
engagements
N 179 173

Two significant correlations were found for orchestra developments with age (p=0.03) and
education (p=0.000). As the importance of orchestra developments increased, the age of the
respondents decreased (rs = -0.164) as well as the level of education (rs = -0.304). Younger,
less educated respondents want information on orchestra development

Two significant correlations were found for visual elements with age (p=0.05) and education
(p=0.01). As the importance of visual elements increased, the age of the respondents
decreased (rs = -0.149) as well as the level of education (rs = -0.209). Younger, less
educated respondents consider visual elements as very important elements that will

encourage higher levels of social engagement.

Two significant correlations were found for personal engagements with age (p=0.00) and
education (p=0.00). As the importance of personal engagements increased the age of the
respondents decreased (rs = -0.213) as well as the level of education (rs = -0.304). Younger,
less educated respondents want higher levels of personal engagement with orchestra
members (See Table 5.12).

5.2.2.3Comparison of social media engagement by usage \variables
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a.

Table 5. 13: Spearman’s rho correlation for social media engagement by preferred social media platforms

Comparison of social media engagement by preferred social media platforms

Facebook Twitter Google+ YouTube MySpace Blogs LinkedIn Instagram Pinterest
Orchestra Correlation .232*% -0.100 0.012 0.007 -0.127 -0.059 -0.033 0.039 0.150
developments Coefficient
Sig. (2-tailed) 0.003 0.230 0.882 0.925 0.127 0.481 0.692 0.624 0.067
N 166 147 160 162 145 144 149 157 150
Site Correlation .228* -0.046 0.033 0.066 -0.104 0.029 0.044 0.106 .251*
administration Coefficient
Sig. (2-tailed) 0.003 0.579 0.675 0.404 0.212 0.729 0.593 0.185 0.002
N 166 147 160 162 145 144 149 157 150
Orchestra Correlation 0.057 -0.080 0.029 -0.017 -0.089 0.009 -0.015 0.035 A74*
information Coefficient
Sig. (2-tailed) 0.465 0.338 0.711 0.832 0.288 0.913 0.860 0.663 0.033
N 165 147 160 162 145 144 149 156 150
Correlation 0.095 -0.080 -0.012 0.136 -0.134 -0.053 0.029 0.016 .164*
Visual Coefficient
clements Sig. (2-tailed) 0.225 0.337 0.881 0.085 0.107 0.532 0.727 0.845 0.045
N 165 147 160 162 145 144 149 156 150
Correlation 291 -0.054 0.055 0.047 -0.148 -0.062 -0.022 0.091 0.110
Personal Coefficient
engagements Sig. (2-tailed) 0.000 0.518 0.489 0.551 0.076 0.460 0.790 0.257 0.181
N 165 147 160 162 145 144 149 156 150
*small r,=.10-.29; ** medium r,=.30-.49; *** large r,=.50-1.0.
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One small significant correlation was found for Orchestra Developments with Facebook
(p=0.003). As the importance of Orchestra Developments increased so did the importance of
Facebook (rs = 0.232). It would be in the interest of the Orchestra to make use of Facebook
as marketing medium in sharing information related to the Orchestra. Two small significant
correlations were found for site administration. These were with Facebook (p=0.003) and
Pinterest (p=0.002). As the importance of site administration increased for the respondents,
so did Facebook (rs= 0.228) and Pinterest (rs = 0.251). In dealing with social media sites it is
important to ensure good site administration. One small significant correlation was found for
Orchestra information and Pinterest (p=0.033). As the importance of orchestra information
increased, so did the importance of Pinterest (rs = 0.174). One small significant correlation
was found for visual elements (p=0.045). As the importance of visual elements increased, so
did the importance of Pinterest (rs = 0.164). One small significant correlation was found for
Personal engagements and Facebook (p=0.000). As the importance of Personal

engagements increased, so did the importance of Facebook (rs = 0.291).

With Facebook and Pinterest, the two most popular social media sites, it is important to give
attention to providing relevant and update information, ensure that the sites are well
administered, that visual elements add value to the experience of the consumer and that
some level, but limited, of personal engagement is achieved.

b. Comparison of social media engagement by hours per day spend on social media

Table 5. 14: Spearman’s rho correlation for social media engagement by hours per day spend on social media

Hours a day
Orchestra developments | Correlation Coefficient 174
Sig. (2-tailed) 0.022
N 172
Site administration Correlation Coefficient A71*
Sig. (2-tailed) 0.025
N 172
Orchestra information Correlation Coefficient 178*
Sig. (2-tailed) 0.020
N 171
Correlation Coefficient .184*
Visual elements Sig. (2-tailed) 0.016
N 171
Correlation Coefficient .282*
Personal engagements Sig. (2-tailed) 0.000
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N 171

*small r,=.10-.29; ** medium r,=.30-.49; *** large r,=.50-1.0.

Significant correlations were found for all engagement factors and number of hours spend on
social media. In all cases the correlations were small with Personal Engagement yielding the
highest correlation coefficient (rs = 0.282). It is thus clear that as the importance of the social
engagement factors increased so did the number of hours spend on these sites. This is
important as a loyal visitor will require higher levels of service, quality information and some

extent of personal engagement (See Table 5.14).

c. Comparison of social media engagement by frequency of social media activities

Significant correlations were found for almost all engagement factors and the frequency of
doing certain social media activities, of which the medium correlations will be discussed (See
Table 5.15). A medium significant correlation was found for Orchestra development and
sharing of posts (p=0.000). As the importance of Orchestra developments increased, so did
the frequency of sharing posts (rs = 0.301). Significant medium correlations were found for
Site administration and Sharing of posts (p=0.000), looking at photos and videos (p=0.000)
and seeking information (p=0.000). In all cases, as the importance of Site administration
increased for the respondents, they tend to share more posts (rs = 0.352), look more at
photos and videos (rs = 0.313) and seek information more frequently (rs= 0.304).

Two significant medium correlations were found between visual elements and taking part in
discussions (p=0.000) and leaving comments on posts (p=0.000). As visual elements
became more important to respondents, they tend to take part in discussions more

frequently (rs = 0.302) and leave comments on the posts more frequently (rs = 0.350).
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Table 5. 15: Spearman’s rho correlation for social media engagement by frequency of social media activities

Share Update Take part Read Read posts Upload Look at Seek Leave Create/
posts status in other’s by photos / photos/ | information | comments follow
discussion statuses businesses videos videos on posts events
Orchestra Correlation .301 197 .267 .200 .188 .223 .201 .225 .297 .168
developments | Coefficient
Sig. (2-tailed) 0.000 0.010 0.000 0.009 0.015 0.004 0.009 0.003 0.000 0.029
N 170 170 170 170 169 169 169 169 169 169
Site Correlation .352 .289 244 .296 0.143 .239 313 .304 292 .233
administration | Coefficient
Sig. (2-tailed) 0.000 0.000 0.001 0.000 0.064 0.002 0.000 0.000 0.000 0.002
N 170 170 170 170 169 169 169 169 169 169
Orchestra Correlation 241 0.130 197 0.090 0.051 190 0.111 0.054 201 0.055
information Coefficient
Sig. (2-tailed) 0.002 0.092 0.010 0.243 0.513 0.013 0.150 0.483 0.009 0.478
N 169 169 169 169 168 169 169 169 169 169
Correlation .280 .235 .302 .343 222 .258 279 199 .350 .208
Visual Coefficient
elements Sig. (2-tailed) 0.000 0.002 0.000 0.000 0.004 0.001 0.000 0.010 0.000 0.007
N 169 169 169 169 168 169 169 169 169 169
Correlation .367 .301 341 .320 .257 .330 .236 .198 .333 .246
Personal Coefficient
engagements Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.001 0.000 0.002 0.010 0.000 0.001
N 169 169 169 169 168 169 169 169 169 169
* small .10-.29; *k medium =.30-.49; el large =.50-1.0.
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Six significant medium correlations were found between personal engagements and sharing of
posts (p=0.000), taking part in discussions (p=0.000), leaving comments on posts (p=0.000),
uploading photos and videos (p=0.000), reading other’s statuses (p=0.000) and updating status
(p=0.000). The most significant one of these correlations was between personal engagement and
sharing of posts more frequently (rs = 0.367). It is evident from these results that, if one the
respondents’ engagement on social media can be maintained, they tend to participate to a greater

extent in social media activities, which can contribute to the marketing of the orchestra.

d. Comparison of social media engagement by eye-catching strategies
As seen in the descriptive research, different eye-catching strategies/methods can be used to
assist in higher levels of engagement. There are discussed below.

. Comparison of social media engagement by videos

Table 5. 16: t-test for comparison of social media engagement by videos

Factor Video YES Video NO p-value | F-value | Effect
Mean & Std. Mean & Std. S
dev dev

Orchestra 3.46 (0.81) 3.10 (0.92) 0.006 0.694 0.40
developments
Site administration 4.07 (0.73) 3.91 (0.88) 0.185 0.605 0.18
Orchestra information 3.53 (0.97) 3.43 (0.97) 0.525 0.088 0.10
Visual elements 3.56 (0.81) 3.24 (0.97) 0.019 3.523 0.33
Personal engagements 2.85 (0.80) 2.52 (1.01) 0.019 6.829 0.33

*Statistically significant difference: p < 0.05 (Pallant, 2007)
Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

There are three statistically significant differences: Orchestra developments (p=0.006), visual
elements (p=0.019) and Personal engagements (p=0.019). In all three cases, video was
considered as an eye-catching method related to the engagement factors mentioned.

. Comparison of social media engagement by memes

Table 5. 17: t-test for comparison of social media engagement by memes

Factor Memes Yes Memes NO p-value | F-value | Effect
Mean & Std. Mean & Std. Sl
dev dev
Orchestra 3.34 (0.81) 3.26 (0.92) 0.585 0.830 0.08
developments
Site administration 4.03 (0.78) 3.98 (0.82) 0.717 0.031 0.07
Orchestra information 3.35(1.01) 3.56 (0.93) 0.183 1.040 0.20
Visual elements 3.40 (0.82) 3.42 (0.95) 0.886 2.795 0.02
Personal engagements 2.79 (0.82) 2.64 (0.97) 0.275 3.815 0.16
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*Statistically significant difference: p < 0.05 (Pallant, 2007)
Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.17, it is clear that no statistically significant differences exist between catching the
eye of the respondent with the use of memes and catching the eye of the respondent without the

use of a meme with regard to factors influencing social media engagement.

. Comparison of social media engagement by Gifs

Table 5. 18: t-test for comparison of social media engagement by Gifs

Factor Gifs Yes Gifs NO p-value | F-value | Effect
Mean & Std. Mean & Std. Sl
dev dev

Orchestra 3.43 (0.80) 3.24 (0.91) 0.614 1.287 0.22
developments
Site administration 4.03 (0.79) 3.99 (0.81) 0.743 0.059 0.05
Orchestra information 3.38 (0.98) 3.52 (0.96) 0.371 0.153 0.15
Visual elements 3.52 (0.86) 3.37 (0.92) 0.336 0.138 0.16
Personal engagements 2.84 (0.84) 2.65 (0.94) 0.194 1.045 0.20

*Statistically significant difference: p < 0.05 (Pallant, 2007)
Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.18, it is clear that no statistically significant differences exist between catching the
eye of the respondent with the use of gifs and catching the eye of the respondent without the use
of a gifs with regard to factors influencing social media engagement.

. Comparison of social media engagement by Posters

Table 5. 19: t-test for comparison of social media engagement by posters

Factor Posters Yes Posters NO p-value | F-value | Effect
Mean & Std. Mean & Std. SiEE
dev dev

Orchestra 3.40 (0.93) 3.19 (0.83) 0.126 1.823 0.22
developments
Site administration 4.17 (0.67) 3.83 (0.88) 0.005 4.352 0.38
Orchestra information 3.56 (0.98) 3.42 (0.95) 0.337 0.008 0.14
Visual elements 3.42 (0.96) 3.40 (0.85) 0.893 2.266 0.02
Personal engagements 2.70 (0.97) 2.70 (0.88) 0.989 2.069 0.00

*Statistically significant difference: p < 0.05 (Pallant, 2007)
Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.19, it is clear that no statistically significant differences exist between catching the
eye of the respondent with the use of posters and catching the eye of the respondent without the
use of a posters with regard to orchestra developments, orchestra information, visual elements and

personal engagements. There is a statistically significant difference between catching the eye of
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the respondent with the use of posters and site administration (p=0.005). Respondents for whom
site administration is important also considered posters as an eye-catching method (M=4.17) as

opposed to those who do not consider it as such (M=3.83).

. Comparison of social media engagement by pictures

Table 5. 20: t-test for comparison of social media engagement by pictures

Factor Pictures Yes Pictures NO p-value | F-value | Effect
Mean & Std. Mean & Std. slze
dev dev

Orchestra 3.48 (0.81) 3.16 (0.96) 0.106 1.861 0.23
developments
Site administration 4.06 (0.75) 3.90 (0.87) 0.199 2.952 0.19
Orchestra information 3.35(0.88) 3.66 (1.05) 0.042 4.324 0.29
Visual elements 3.46 (0.82) 3.35(1.01) 0.460 4.402 0.10
Personal engagements 2.68 (0.86) 2.72 (1.00) 0.808 3.247 0.03

*Statistically significant difference: p < 0.05 (Pallant, 2007)
Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.20, it is clear that no statistically significant differences exist between catching the
eye of the respondent with the use of pictures and catching the eye of the respondent without the
use of a pictures with regard to orchestra developments, site administration, visual elements and
personal engagements. There is a statistically significant difference between catching the eye of
the respondent with the use of pictures and catching the eye of the respondent without the use of
pictures for orchestra information (p=0.042). Respondents for whom orchestra information is

important did not consider pictures as an eye-catching method (M=3.66) as opposed to those who

do consider it as such (M=3.35).

. Comparison of social media engagement by text

Table 5. 21: t-test for comparison of social media engagement by text

Factor Text Yes Text NO p-value | F-value | Effect
Mean & Std. Mean & Std. Sl
dev dev

Orchestra 3.23(1.01) 3.31(0.84) 0.651 2.453 0.08
developments
Site administration 3.83(0.89) 4.05 (0.77) 0.148 1.337 0.25
Orchestra information 3.58 (0.98) 3.45 (0.96) 0.449 0.310 0.13
Visual elements 3.13 (0.99) 3.50 (0.86) 0.034 1.005 0.37
Personal engagements 2.49 (1.02) 2.76 (0.88) 0.129 2.312 0.26

*Statistically significant difference: p < 0.05 (Pallant, 2007)

Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****
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From Table 5.21, it is clear that no statistically significant differences exist between catching the
eye of the respondent with the use of text and catching the eye of the respondent without the use
of a text with regard to orchestra developments, site administration, orchestra information and
personal engagements. There is a statistically significant difference between catching the eye of
the respondent with the use of text and catching the eye of the respondent without the use of text
for visual elements (p=0.034). Respondents for whom visual elements are important did not
consider text as an eye-catching method (M=3.50) as opposed to those who do consider it as such
(M=3.13).

e. Comparison of social media engagement by receiving notifications on a mobile
device

Table 5. 22: t-test for comparison of social media engagement by receiving notifications on a mobile device

Factor Instantly Instantly p-value | F-value | Effect
receive Yes receive NO size
Mean & Std. Mean & Std.
dev dev
Orchestra 3.43 (0.85) 3.08 (0.89) 0.009 0.002 0.40
developments
Site administration 4.15 (0.69) 3.77 (0.90) 0.003 2.728 0.41
Orchestra information 3.69 (0.91) 3.19 (0.97) 0.001 0.183 0.51
Visual elements 3.56 (0.81) 3.18 (1.01) 0.008 4.343 0.38
Personal engagements 2.83(0.87) 2.49 (0.95) 0.015 0.612 0.36

*Statistically significant difference: p < 0.05 (Pallant, 2007)
Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.22, it is clear that statistically significant differences exist for all social media
engagement factors and whether or not one instantly receives notifications on the mobile device. In
all cases, respondents who considered the engagement factors as important tend to receive
notices on their mobile devices instantly. This is an important element of the marketing strategy
and it also showcases that respondents are seeking information on the go and instantly. In all

cases, small and medium effect sizes were seen, which gives this prominence in practice.
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e. Comparison of social media engagement by acting on notifications on received on a

mobile device (t-test)

Table 5. 23: t-test for comparison of social media engagement by acting on notifications on received on a mobile device

Factor React React p-value | F-value | Effect
immediately immediately size
Yes No
Mean & Std. Mean & Std.
dev dev
Orchestra 3.63(0.95) 3.27 (0.77) 0.036 3.217 0.37
developments
Site administration 4.17 (0.81) 4.04 (0.76) 0.386 1.425 0.16
Orchestra information 3.85 (0.90) 3.57 (0.93) 0.133 0.050 0.28
Visual elements 3.73 (0.90) 3.39 (0.82) 0.038 1.289 0.38
Personal engagements 2.98 (1.01) 2.70 (0.82) 0.117 4.463 0.28

*Statistically significant difference: p < 0.05 (Pallant, 2007)
Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.23 it is clear that no statistically significant differences exist between reacting
immediately to notifications and not reacting immediately to notifications with regard to site
administration, orchestra information and personal engagements. There is a statistically significant
difference between reacting immediately to notifications and not reacting immediately to
notifications for orchestra developments (p=0.036) and visual elements (0.038). Respondents for
whom orchestra developments (M=3.63) and visual elements (M=3.73) are important tend to act

on notifications received as opposed to those that do not act on notifications.

g. Comparison of social media engagement by using social media at selected times of

the day
e Comparison of social media engagement by use of social media when waking up

Table 5. 24: t-test for comparison of social media engagement by use of social media when waking up

Factor When | wake When | wake | p-value | F-value | Effect
up Yes up No size
Mean & Std. Mean & Std.
dev dev

Orchestra 3.37 (0.79) 3.29 (0.88) 0.581 0.578 0.09
developments
Site administration 4.01 (0.80) 4.03 (0.72) 0.875 1.858 0.03
Orchestra information 3.59 (0.91) 3.45 (0.97) 0.380 0.052 0.14
Visual elements 3.45 (0.86) 3.43 (0.89) 0.904 0.034 0.02
Personal engagements 2.97 (0.84) 2.60 (0.91) 0.010 0.146 0.41

*Statistically significant difference: p < 0.05 (Pallant, 2007)
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Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.24, it is clear that no statistically significant differences exist between using social
media when the respondent wakes up and not using social media when the respondents wake up
with regard to four factors influencing social media engagement. There is, however, a statistically
significant difference for Personal engagement with using or not using social media when waking
up (p=0.010). Those that considered personal engagements as important tend to use social media
when waking up (M=2.97) as opposed to those not using it when waking up (M=2.60). A small

effect size is observed.

e Comparison of social media engagement by use of social media during morning

Table 5. 25: t-test for comparison of social media engagement by use of social media during morning

Factor During During p-value | F-value | Effect
morning Yes morning No size
Mean & Std. Mean & Std.
dev dev
Orchestra 3.39(0.83) 3.29 (0.86) 0.476 0.343 0.12
developments
Site administration 4.18 (0.74) 3.97 (0.74) 0.094 0.006 0.28
Orchestra information 3.49 (1.06) 3.50 (0.91) 0.972 1.530 0.01
Visual elements 3.54 (0.87) 3.40 (0.88) 0.351 0.062 0.16
Personal engagements 2.78 (0.81) 2.69 (0.94) 0.548 2.930 0.09

*Statistically significant difference: p < 0.05 (Pallant, 2007)

Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.25, it is clear that no statistically significant differences exist between social media

engagement factors and those that tend to use or not use social media during the morning.

e Comparison of social media engagement by use of social media during afternoon

Table 5. 26: t-test for comparison of social media engagement by use of social media during afternoon

Factor During During p-value | F-value | Effect
afternoon Yes | afternoon NO size
Mean & Std. Mean & Std.
dev dev

Orchestra 3.40 (0.79) 3.27 (0.89) 0.345 0.875 0.14
developments
Site administration 4.19 (0.68) 3.95 (0.76) 0.033 0.476 0.33
Orchestra information 3.53 (0.87) 3.47 (0.99) 0.726 2.208 0.05
Visual elements 3.59 (0.81) 3.36 (0.90) 0.095 0506 0.25
Personal engagements 2.86 (0.83) 2.64 (0.94) 0.117 0.980 0.24

*Statistically significant difference: p < 0.05 (Pallant, 2007)

Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****
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From Table 5.26, it is clear that no statistically significant differences exist between using social
media during the afternoon and not using social media during the afternoon with regard to four
factors influencing social media engagement. Those that considered site administration as
important tend to use social media during the afternoon (M=2.86) as opposed to those not using it

during the afternoon (M=2.64). A small effect size is observed.

o Comparison of social media engagement by use of social media during early evening

Table 5. 27: t-test for comparison of social media engagement by use of social media during early evening

Factor During early During early | p-value | F-value | Effect
evening Yes evening No size
Mean & Std. Mean & Std.
dev dev
Orchestra 3.27 (0.87) 3.34 (0.85) 0.643 0.052 0.08
developments
Site administration 4.10 (0.67) 4.00 (0.7) 0.382 1.573 0.13
Orchestra information 3.61 (0.93) 3.45 (0.96) 0.310 0.023 0.17
Visual elements 3.53 (0.80) 3.40 (0.91) 0.322 0.837 0.15
Personal engagements 2.74 (0.83) 2.71 (0.94) 0.830 1.154 0.03

*Statistically significant difference: p < 0.05 (Pallant, 2007)
Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.27, it is clear that no statistical significant differences exist between those that use or

not use social media early in the evening and the social media engagement factors.

e Comparison of social media engagement by use of social media evening

Table 5. 28: t-test for comparison of social media engagement by use of social media evening

Factor Evening Yes Evening No p-value | F-value | Effect
Mean & Std. Mean & Std. Sl
dev dev

Orchestra 3.40 (0.79) 3.25 (0.90) 0.231 0.587 0.17
developments
Site administration 4.06 (0.74) 4.01 (0.75) 0.706 0.162 0.06
Orchestra information 3.46 (0.93) 3.52 (0.97) 0.680 0.017 0.06
Visual elements 3.56 (0.77) 3.34 (0.95) 0.089 3.491 0.23
Personal engagements 2.79 (0.80) 2.66 (0.98) 0.332 3.660 0.13

*Statistically significant difference: p < 0.05 (Pallant, 2007)

Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.28, it is clear that no statistically significant differences exist between those that use

or do not use social media during the evening and the social media engagement factors.
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e Comparison of social media engagement by use of social media
night/morning
Table 5. 29: t-test for comparison of social media engagement by use of social media late at night/morning
Factor Late at Late at p-value | F-value | Effect
night/morning | night/morning size
Yes No
Mean & Std. Mean & Std.

dev dev
Orchestra 3.43 (0.7) 3.28 (0.88) 0.294 1.115 0.17
developments
Site administration 3.99 (0.84) 4.04 (0.71) 0.728 4.592 0.06
Orchestra information 3.59 (1.01) 3.46 (0.93) 0.458 0.182 0.13
Visual elements 3.55(0.88) 3.40 (0.88) 0.328 0.057 0.17
Personal engagements 2.86 (0.85) 2.67 (0.92) 0.214 0.135 0.21

*Statistically significant difference: p < 0.05 (Pallant, 2007)

Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.29, it is clear that no statistically significant differences exist between those that use

or do not use social media late at night/morning and the social media engagement factors.

e Comparison of social media engagement by use of social media all times of the

day/nights

Table 5. 30: t-test for comparison of social media engagement by use of social media all times of the day/night

Factor All times of All times of p-value | F-value | Effect
the day/nights | the day/nights size
Yes No
Mean & Std. Mean & Std.
dev dev
Orchestra 3.58 (0.99) 3.24 (0.80) 0.051 3.060 0.35
developments
Site administration 3.98 (0.82) 4.05 (0.72) 0.657 1.002 0.08
Orchestra information 3.63 (0.98) 3.46 (0.94) 0.332 0.510 0.18
Visual elements 3.51 (1.04) 3.42 (0.83) 0.600 5.952 0.09
Personal engagements 2.81 (1.15) 2.69 (0.83) 0.529 8.875 0.11

*Statistically significant difference: p < 0.05 (Pallant, 2007)

Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.30, it is clear that no statistically significant differences exist between those that use

or do not use social media at all times of the day/night and the social engagement factors.

115

late at




5.2.2.4 Comparison of social media engagement by social media activities related to the

event being assessed and support for symphonic orchestras

a. Comparison of social media engagement by current following of the event

Table 5. 31: t-test for comparison of social media engagement by current following of the event

Factor Yes NO p-value | F-value | Effect
Mean & Std. Mean & Std. size
dev dev

Orchestra 3.44 (0.76) 3.22 (0.93) 0.097 1.009 0.24
developments
Site administration 4.27 (0.59) 3.87 (0.86) 0.000 8.027 0.47
Orchestra information 3.73 (0.78) 3.38 (1.02) 0.014 6.0088 0.34
Visual elements 3.46 (0.83) 3.38 (0.95) 0.576 1.380 0.08
Personal engagements 2.89 (0.86) 2.60 (0.94) 0.045 0.267 0.31

*Statistically significant difference: p < 0.05 (Pallant, 2007)
Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.31, it is clear that no statistically significant differences exist between currently
following the event and not currently following the event with regard to three factors influencing
social media engagement. In terms of site administration (p=0.000) and orchestra information
(p=0.014) there are significant differences. Those that considered site administration (M=4.27) and
orchestra information (M=3.73) as important tend to follow the event as opposed to those not

following the event. Small effect sizes are observed.

b. Comparison of social media engagement by recommendation of the event

Table 5. 32: t-test for comparison of social media engagement by recommendation of the event

Factor Yes NO p-value | F-value | Effect
Mean & Std. Mean & Std. Sz
dev dev

Orchestra 3.33(0.85) 2.70 (1.00) 0.021 0.374 0.63

developments

Site administration 4.02 (0.75) 3.46 (1.17) 0.066 7.711 0.49

Orchestra information 3.53(0.95) 3.06 (0.88) 0.050 2.142 0.50

Visual elements 3.44 (0.87) 2.88 (1.11) 0.060 0.737 0.50

Personal engagements 2.76 (0.90) 1.94 (0.84) 0.001 0.028 0.91

*Statistically significant difference: p < 0.05 (Pallant, 2007)
Effect sizes are categorised as small (0.2 — 0.4)**; medium (0.5 — 0.8) *** and large (greater than 0.8) ****

From Table 5.32, it is clear that no statistically significant differences exist between recommending
of the event and not recommending the event to site administration, orchestra information and
visual elements. In terms of orchestra developments (p=0.021) and personal engagement

(p=0.001) there are significant differences between those that will recommend and those that will
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not recommend. Those that considered orchestra development (M=3.33) and personal
engagement (M=2.76) as important tend to recommend the event as opposed to those not willing

to recommend the event. Medium and large effect sizes are observed.

C. Comparison of social media engagement by number of previous concerts attended

Table 5. 33: Spearman’s rho correlation for comparison of social media engagement by number of previous concerts
attended

Number of
previous concerts
Orchestra Correlation -0.056
developments | Coefficient
Sig. (2-tailed) 0.468
N 170
Site Correlation 0.111
administration | Coefficient
Sig. (2-tailed) 0.147
N 171
Orchestra Correlation 0.004
information Coefficient
Sig. (2-tailed) 0.959
N 170
Correlation -0.079
Visual Coefficient
elements Sig. (2-tailed) 0.305
N 170
Correlation -0.129
Personal Coefficient
engagements Sig. (2-tailed) 0.094
N 170

*small r,=.10-.29; ** medium I, =.30-.49; *** large I,=.50-1.0.

It is clear from Table 5.33 that no significant correlations were found between the social

engagement factors and the number of previous concerts attended.
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d. Comparison of social media engagement by the role of influencers

Table 5. 34: ANOVA test for comparison of social media engagement by the role of influencers

Factor Self Friends Family | Marketing Other p-value | F-value
Mean & Mean & Mean & | MESS398S | \ean &
Std. dev Std. dev | Std. dev Mean & Std. dev
Std. dev

Orchestra 3.15 3.39 3.47 3.58 3.41 0.29 1.272
developments | g7 (0.60) (0.84) (0.84) (1.08)
Site 3.94 3.95 4.16 4.25 3.83 0.56 0.750
administration | g g5 (0.76) (0.69) (0.76) (1.21)
Orchestra 3.53 3.40 3.50 3.25 3.44 0.929 | 0.216
information (0.88) o1 | (099 | (04 | (L49)
Visual 3.25 3.44 3.64 4.00 3.40 0.11 1.923
S L (0.96) (0.73) (0.90) (0.58) (1.09)
Personal 2.55 2.85 2.79 2.93 3.04 0.25 1.359
engagements | g gg) (0.68) (0.97) (0.92) (1.12)

Based on the results of the ANOVA, it was clear that no significant differences exist between the
social engagement factors and the aspects influencing listening to symphonic orchestra music.

5.3 Results of the qualitative research: participants supporting symphonic orchestras
5.3.1 Socio-demographic characteristics of participants

In-depth interviews were conducted with 10 participants that showed an interest in symphonic
orchestras in the quantitative phase. Given that most of the respondents in the quantitative phase
were between the ages of 21 and 29 years, the highest number of participants in the qualitative
phase also forms part of this group. Seven of the interviewees were younger than 29 years and
three were older than 59 years. Given that the orchestra is mainly performing in Potchefstroom and
at the University, this is representative of the current market, but it can also shed light on
increasing the number of younger people to become interested in this genre. Most of the
participants were male and residing in the North West. There were also two participants from the
Western Cape and one from the Free State. Six of the interviewees are two people in their current
household with one that had three people, two that had four people and one that had seven people

in their current household.
5.3.2.2Interest in symphonic orchestras

On the question about where their interest started with regards to symphonic orchestras, four of
the participants (2, 4, 7 and 8) indicated that they had been interested since childhood. One of the

participants (9) stated that he/she grew up in a house with music and his/her parents played piano.
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Participant 1 took piano lessons as a child and was therefore exposed to classical music with
respondent 3 that played violin in pre-school and also played in an orchestra. Only participant 6
was never really interested in this genre of music. Interesting that participant 3 saw an orchestra in

Germany and that sparked the interest.

It is clear that growing-up with this type of music made a difference in participant’s interest. The
fact that music formed part of their living circumstances also contributed to their interest. This
agrees with previous research that found the attendees mainly attended live performances

because they grew up with music in their home or they played an instrument themselves.
5.3.2.3Interest in social media

Participants were asked which social media platforms they use and why. The social media
platforms that are used on a regular basis by a large number of participants are Instagram followed
by Facebook, Pinterest, Twitter and YouTube being the second most used social media platforms
according to the participants. Instagram (2, 3, 4, 5 and 10) and Facebook (6,7,8 and 9) are the
most popular platforms and also the first and last social media platform used every day. Supported
by Bigcommerce (2018) and Postplanner (2018) as stated in the findings in the questionnaires.
Participants 6 and 9 use Facebook to interact socially with people, participants 2, 5 and 10 stated
that they enjoy using Instagram for pictures and entertainment. It seems that there is entertainment
value in using Facebook and Instagram which creates potential for symphonic orchestras, which
form part of the entertainment sector of the tourism industry. It is important to determine the
interests of participants when using social media. The participants listed viewing new trends (2, 6
and 9), keeping up with friends and family (8 and 9), viewing funny videos or posts (1, 4, and 5),
and viewing posts on art and environmental advertisements and/or posts (2, 4, 8 and 10) as
important. Participant’s preferences in viewing range from environmental posts to buying shoes,

but the similarities were also vast.

It was critical to assess participants’ response to advertisements and, on this question, participants
stated that they either do not respond to ads (1, 5, 6 and 8), or respond to ads if they draw their
attention (2, 4, 7, 9 and 10) or if it is directly related to what they are interested (3, 4 and 8) in, for

example shoes or green environmental ads.

Insights were needed about the posts of the NWU Symphony Orchestra and, on this question, it
was clear that the campaign was not that successful as a large number of participants did not see
an ad for the NWU Symphony orchestra recently on social media with only two participants (3 and
9) stating that they saw an ad for the NWU Symphony orchestra on social media recently. The
level of awareness is thus not what is expected. This is not supported by TREES (2018) as the
report states that NWU Symphony Orchestra regularly posts and updates their social media sites,

but the participants clearly do not agree with that statement.
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It is clear that there is an interest in social media and that it is being used. Instagram and Facebook
are the two social media networks that should be focused on as these are the most used networks

amongst the participants.

5.3.2.4 Social media advertisement design

It is important to design social media advertisements in such a way that they are appealing and

push one to action, for example to purchase a ticket to the orchestra’s live performance.
Preferences in terms of colour:

The majority of the participants (8 participants), thought that using colour in advertisements on
social media is important for various reasons, it catches attention (participants 1, 2, 3 and 4) and
makes the information visually pleasing (participant 10). Participants 8 and 9 stated that only
specific colours are important in adverts and that they should be visually appealing and seasonal.

There are various colours that participants think are ideal for social media posts related to
symphonic orchestras and some are the same and others are completely different. Some of the
participants think the colour red or maroon (1, 4, 8 and 10) will be ideal, or blue or a shade of blue
(2, 5, 9 and 10) will be ideal, some said that yellow or a shade of yellow (1, 3, 9 and 10) would be
ideal for such an advertisement, other participants said that the colour black (2, 4 and 8) would be
ideal and some participants said that green (1 and 9) is an ideal colour. Zailskaite-Jakste et al.
(2017) support the findings with the participants and shows that age can make a difference in the

colour that a participant prefers, for example older participants prefer the colour red.

The majority of participants said that black and white images are effective in advertisements with
only a small number (2, 6 and 10) of participants saying no or it depends on the advertisement
itself. Participant 2 stated that there is a time and a place to use black and white in advertisements,
participant 10, on the other hand, stated that white and black is not as effective as colour in

advertisements.

In terms of colour preferences, it was clear that colour is a very important aspect to attract
participants’ attention and to ensure that they will react to the post of video. The colours that were
pointed out as the most important are red/maroon, blue, yellow and black. The participants also
made it clear that black and white images have an influence on the level of interaction that

participants have with a network or advertisement because they are effective in attracting attention.
Preferences in terms of fonts and sizes:

Five of the participants (1, 2, 5, 8 and 9) stated that they would prefer a straightforward font in the

advertisements, another suggestion from the participants was to use a curly font for the heading of

the ad and that the rest of the information should be more straightforward. Participant 5 said that a

curly font is too busy. Participant 6 said that a straightforward font is preferred as he does not want
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to struggle to read and participant 10 stated that the heading should be curly but the information

must be plain to ensure the ease of reading.

Half of the participants (participants 2, 3, 5, 7 and 9) stated that more than one font should be used
in advertisements to draw attention and the other half of the participants stated that the heading
should either be in a bigger font or be in a different font depending on the advertisement.
Participant 1 said that there should be a variance in fonts as it will catch the reader’s attention, one
font straight through would be too plain. Participant 3 stated that a type of consistency should be
followed for example if the heading is curly then all writing should be curly. Participant 8 said that

the font should not be the same through the advertisement and that no comic sans should be used.

In terms of fonts and sizes it is clear that participants prefer a combination of fonts and font sizes.
The heading should mainly be bigger and in a different font whereas the contents of the post
should be a smaller and more straightforward font as this will attract the participants’ attention
more effectively. Ramadan et al. (2018:15) stated that text in advertisements are important to catch
the eye of a participant, the findings support this as participants react differently to certain fonts
and styles of writing.

Preference in terms of content:

Some participants stated that they would prefer to see the time, place and date of the performance
to be in the advertisement (1, 5, and 10); and other participants stated that they would prefer to see
what will be played or the people that will be part of the performance in the advertisements.
Participants 1 and 5 stated that the date, time and venue should be on the advertisement,
participant 6 stated that things related to the show should be on the advertisement and participants
2 and 9 stated that more information pertaining to the show and what will be played should be on

the advertisement.

A large number of participants (1, 2, 3, 4, 5, 8, 9 and 10) want to see posts that have themes in
them and a video that shows them what to expect from the advertisement. Participant 7 just stated
that a post should not really have a theme or themes. There are various themes that the
participants said that would attract their attention in advertisements, for example themes that are
seasonally related (1, 4, 6, 8 and 10) or the time of year, music related (2, 3, 7 and 9) for example

classical music and themes where the community is working together.

In terms of contents, the participants mainly said that the times, date and venue of the performance
must be in the post or advertisement. Participants want to see what is to be expected in the
performance from seeing the advertisements like the themes and/or type of music, the theme must
also be music related. Du Plessis (2017) stated that contents in advertisements can determine if an
attendee will interact with a page or an advertisement and that the content of an advertisement
should be very professionally thought through. The findings here supports the statements made by
Du Plessis (2017).
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Preferences in terms of videos and posts

The participants were divided in terms of a video (1, 4, 6, 8 and 9) or a post (2, 3, 5, 7, 9 and 10)
meaning that either would be ideal. All the participants said that videos should be used in adverts
and that a video with sound would be preferred. Participant 1 said that it all depends on the time of
the year and that this should then act like a type of muse to the performance planner. Participant 7
said that general themes such as Greek music should be used; participant 10 gave masquerade

ball, Christmas and some seasonal themes as examples of themes that should be used.

The participants opted for a short video ranging from twenty seconds to one minute, but no longer
than one minute. Participant 1 said that a video in terms of an orchestra will be more effective and
participant 9 said that a post will show what is happening and a video will work better for a wider
audience. Participants 2, 4, 6 and 10 stated that the video should not be longer that one minute,
whereas participants 3, 7 and 8 said that the video should not be longer than 20 seconds. The
video that is played should have music from the repertoire of the orchestra to get you in the mood
according the participants, or the video should just be straightforward and to the point. If there is
music playing in the video it will attract the attention of the participants and if the music is dramatic
in the beginning it will attract their attention in the first few seconds. Gretzel (2017) supports the
findings that videos should be used in advertisements and that the video should range from 20
seconds to one minute in length, the contents of the video should be determined by the subject in

guestion.

In terms of videos and posts, participants were divided between videos and posts which means
that both can be used and will attract the attention of participants, the videos that are used should

have sound and must not be longer than one minute but not shorter than 20 seconds.
Preferences in terms of images:

The participants stated that images of instruments will attract their attention, or images of the
orchestra or even images of the conductor. The overall group of participants stated that they
affiliate the image of the conductor (1, 2, 3, 5, 8 and 9) with symphony orchestras, whereas a small
number of the participants stated that they associate images of instruments with symphony

orchestras.

The participants have a wide variety of combinations of colours, themes and or images that will
encourage them to buy a ticket. For example, it has to look professional for them to take note.
There are no specific colours or themes, even Christmas themed advertisements that they think
will encourage them to buy a ticket. Participant 2 stated that it all depends on the genre; the
colours should be historically accurate. Participant 5 opted for red, dark blue or gold, pictures of the
conductor and a thriller theme. Participant 8 said seasonal colours, instruments pictures and
themes that suit the time of the year. All of the participants stated that it is important to hear a

sound bite of what to expect from a live performance. The participants were divided between
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upbeat and lively music in a social media video and the music being determined by the theme of

the post or advertisement being made.

In terms of images, it is clear that images of instruments, the orchestra and the conductor are the
main images that will attract the attention of the participants when making an advertisement. The
participants have various combinations of themes, colours and images that were chosen, but all of
the participants stated that a sound bite is important. Zailskaite-Jakste et al. (2017) stated that
imagery in advertisements can determine if a participant wants to interact with a social media page
of an Symphony orchestra, thus the article supports the finding that certain images should be used

depending on the subject or content of the advertisement.
Preferences in terms of composers and orchestra information:

The participants stated that they prefer well known music compositions to new music compositions.
There are various composers that would attract the participants’ attention, for example Mozart,
Hanz Zimmer and some stated that the composer does not need to be part of the advertisement.
The participants agreed that they would like to view information related to the members of the
orchestra and the conductor for the sake of interest.

The participants stated that they would like to gain more information about the repertoire of the
orchestra. Half of the participants stated that interviews with the orchestra conductor and members
of the orchestra would attract them to watch the show and the other half of the participants do not
think that it will attract them. Most of the respondents thought that it is important to add the price of
the performance to the advertisement and a small portion of the participants do not think it is

important to add the price to the advertisement.

In terms of composers and orchestra information, it is clear that no individual conductor is a must-
have on advertisements, but sometimes a composer must be used to encourage attendees. The
participants are divided between the want for information regarding the orchestra and conductor
and not receiving any information regarding the orchestra. Participants agreed on the need for the

price of the performance to be on the advertisement.
Preferences in terms of post time and contents:

The participants stated that the performance must be advertised from four to six weeks beforehand
and a large number of the participants state that the advertisements should be posted at night time
because that is when they are more active on social media. All of the participants would prefer the
language used in the advertisements on social media to be English. Most of the participants do not

have a preference regarding the voiceover on a video advertisement on social media.

Only half of the participants stated that they prefer a video with only music and images flashing
with text and the other participants stated that they would like a combination of a scripted voiceover

video and music with text and images flashing. There are various ideas for creative social media
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campaigns for symphony orchestras, for example a flash mob, live online performances, capturing

emotion and a countdown to a show.

It was thus clear that the participants want to receive advertisements of the performance by at least
four to six weeks prior to the time and the advertisements should be posted at night time. Most of
the participants do not have a prerequisite for the voiceover of the advertisements and the

language that should be regularly used is English.

5.4 CONCLUSION

The main purpose of this chapter was to outline the empirical results gained from the study to
explore social media as a marketing medium for symphonic orchestra. This was achieved by
handing out questionnaires to the attendees of the live performance of the NWU symphony
orchestra and afterwards conducting interviews with attendees to establish criteria for the design of
social media advertisements to attract more attendees.

From the quantitative study, it can be concluded that respondents only use certain social media
networks with Instagram and Facebook being the top two; the respondents only use the networks
for information, news and information use. Certain aspects will attract their attention and the
respondents will only respond to notifications on these networks if it is to things in which they are
interested. Five factors that will influence respondents’ interactions with social media sites and

networks were determined and outlined at length and those to be focused on were stated in full.

From the qualitative study, it can be concluded that advertisements are important as well as the
way that they should be compiled to ensure interaction with the attendees. Videos, posts, images
and colours are the most important aspects that were outlined by the attendees as well as how

they should be portrayed and the most effective way in which should be used.

The purpose was achieved because the respondents gave clear answers to what social media
platforms they use, the time at which they use the platform as well as the reasons that they are
using the platform. These results mean that the respondents are interested in helping the
orchestras or genre to reach a point where it is at its best in terms of attendance from respondents

as well as community outreach to assist the orchestra to grow.
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Chapter 6: Conclusions and
Recommendations

6.1 Introduction

The goal of this study is to explore social media as a marketing medium for symphonic orchestras,

this chapter is to obtain the last objective of drawing conclusions and making recommendations

that are derived from the first five objectives for the study. The first five objectives for the study are

as follows:

1.

Provide an introduction and background that examines symphony orchestras, a problem
statement that describes the identified problem and the method of the study that explains
how the researcher did the study as well as how the data is analysed.

Provide a literature review related to events and where these events originated as well as
what the events comprise. Orchestras and their characteristics will be determined. The
marketing that is currently used by orchestras will be determined together with ways that it
can be improved.

Provide a literature review related to social media, where it comes from and what it
comprises. Ways that social media can be used as a form of marketing will also be
determined in this chapter. A closer look will be taken at the types of media messages that
need to be posted or advertised to increase user engagement/interactions.

Offer a description of the research methodology and how this study was conducted. The
research was divided into two phases. Phase 1 focused on secondary quantitative data and
Phase 2 focused on primary qualitative data. The statistical methods related to these two
phases were also discussed.

Provide results of the empirical study which will reveal the analysis of the data gathered
through questionnaires and in-depth interviews. The results were compiled, processed,

analysed and displayed.

The purpose of this chapter is to draw conclusions regarding the literature and empirical research

conducted which revealed where the gaps were in literature, as well as how this study contributes

towards minimising these gaps. Furthermore, recommendations are made towards the improved

marketing of symphony orchestra events, especially from a social media engagement and post

design point of view
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6.2

Conclusions

Conclusions are drawn concerning social media marketing for symphony orchestras, the design of

a social media marketing campaign and the results of the study. The literature was discussed in

Chapter 2 and Chapter 3 and the results were captured in Chapter 5.

6.2.1 Conclusions regarding what events are, what events are comprised of and what

marketing is currently used by orchestras:

Events have certain aspects that makes them fit into tourism. For example it attracts
tourists, contributes to a community’s marketing and it acts as a catalyst for other
developments. (c.f.2.1.2)

Entertainment activities such as music concerts have several benefits for the communities
where the event is taking place, for example, economic growth, creating job opportunities
and promoting host destinations. (c.f.1.1.2)

Live performances such as symphony orchestras are struggling to attract audiences and
generate revenue to pay for expenses such as marketing and salaries. (c.f.1.1.2)

Music events have four features that make them part of cultural events, such as having a
dominant music genre, being arranged during a specific time, being open to the public and
taking place within a specific place or region. (c.f.2.1.2)

Symphony orchestras normally consists of 80 to 120 musicians. This includes strings,
woodwinds, percussion, harp, brass and piano. (c.f.2.2.2)

Symphony orchestras are slowly starting to become a fading genre as the numbers of
attendees are falling drastically due to social media campaigns not being managed
correctly with no successful adverts or posts. (c.f.2.2.2)

Since 2000, symphony orchestras in South Africa have been struggling and more that 50%
of the orchestras have been tereminated due to new political leadership or cultural funding
being redirected to other projects. (c.f.1.1.3)

Symphony orchestras should be given good data marketing to gain more attendees that
buy tickets to ensure that there is no financial loss. (c.f.1.2.3)

Marketing has been seen and identified through various studies as a key success factor for
events, be it through communication, web marketing, marketing plan development or

various forms of marketing all at once. (c.f.1.2.1)

6.2.2 Conclusions regarding the types of marketing available, how social media can be used

and what types of media messages need to be posted or advertised:

Marketing is comprised of various aspects such as the study of consumer wants and needs,

consumer behaviour study and consumer satisfaction. (c.f.3.1.2)
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e The various functions of marketing can be used as an advantage. These functions include
product management, market research, matching products to consumers and financing.
(c.f.3.2.1)

e Marketing has grown to such an extent that there are currently 41 different types of
marketing. For example, inbound marketing, content marketing and social media marketing.
This makes it clear that it is becoming increasingly difficult to choose a marketing type that
will work for the target market. (c.f.3.2.2)

e Social media marketing is an ever-growing form of marketing that is cost-effective. It is a
tool to monitor customer behaviour and is used all over the world. (c.f.1.2.2)

e Social media marketing is the use of creative ideas and content to advertise and distribute
information and promotions for products and brands via social media platforms. (c.f.3.3.1)

o With social media, there are various benefits to using this form of marketing such as a huge
audience. Marketers can engage easily with their customers. Marketers will have a visible
presence on the web and receive real-time feedback. (c.f.3.4.2)

e Social media advertisement design plays an important role in attracting the attention of the
intended target market. (c.f.1.2.2).

e There are various design aspects in social media marketing advertisements that should be
taken into consideration when creating an advertisement such as colour, font and images
(c.f.3.4.3)

¢ Videos that are used in social media advertisements should be no longer that 30 seconds,

images should be high-quality, and the visual components should grab attention. (c.f.3.4.5).

6.2.3 Conclusions regarding the results of the study
From the quantitative part of the study the following conclusions are drawn:

v' The age group that attended the performance in the largest numbers was between 21 and
25 years of age (29%) and the second largest age group of attendees was between 50 and
65 years of age (21%). According to previous studies, this is not the regular age portfolio of
the attendees of symphony orchestras (c.f. 5.2.1). It provides an opportunity to review the
younger attendees and their social media preferences.

v' Twenty nine percent (29%) of the attendees have already obtained their post graduate
degrees. Previous studies showed that most of the attendees had just completed high
school. (c.f.5.2.1)

v' Several of the attendees (47%) have different occupations such as accountants,
administrative assistants and nurses. This is also true for previous studies, as most
attendees have a professional occupation. This finding will influence the size of the target
market going forward with more studies by making the marketing more centred around

professional attendees. (c.f.5.2.1)
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Respondents have attended O - 5 concerts in the past three years (78%), with only 6% of
respondents attending 6+ concerts. The respondents that attend performances regularly
can be seen as loyal attendees and can also be used to the advantage of marketers to
encourage eWOM.

Respondents identified that they, themselves, are the influence that made them watch
symphony orchestra performances (53%).

The respondents made the decision to watch the performance one week before the show
(23%). By knowing this information, the marketer can then ensure that a blast of marketing
is done a week before the time of the performance to ensure that enough respondents
react to the advertisement as well as attend the performance (c.f.5.2.1.1)

An overall majority of the respondents (56%) stated that images/pictures are the items that
catch their attention more effectively than paragraphs of text. This finding shows that the
visual market is growing and developing to the marketers’ advantage as the
images/pictures can be used to attract more attendees (c.f.5.2.1.1)

Word-of-mouth (50%) was the respondents’ main form of marketing that made them aware
of the performance that was held. In this regard, it is clear that a high level of service must
be given to the respondents as previous attendees are spreading the information and
marketing the performance (c.f.5.2.1.1)

A large number (69%) of respondents stated that they do not follow the event (NWU
symphony orchestra) on social media. From this finding, it is clear that the current
marketing is not successful and should be re-evaluated. New management of the marketing
tactics should be tried and the outcome assessed to determine whether the change worked
(c.f.5.2.1.1)

A majority (89%) of the respondents said that they would recommend the event on social
media (c.f.5.2.1.1)

Facebook (13%), YouTube (12%) and Instagram (15%) are the social media platforms most
used by the respondents. This showed which social media platforms should be focused on
for the use of the marketing that will be done in the future.

Facebook (23%) and Pinterest (11%) are the social media platforms that respondents use
at least twice a day (c.f.5.2.1.1)

Respondents receive notifications instantly 57% of the time and respond to them
immediately 66% of the time. This shows that the respondents respond relatively quickly to
notifications and this can be an advantage for the marketing of the orchestras to increase
future attendances (c.f.5.2.1.1)

Respondents use their cellphones (85%) mostly to view social media platforms (c.f.5.2.1.1)
Respondents mostly (45%) access their social media platform in the evenings.

Aspects that respondents stated would influence them to follow the symphony orchestra

pages. This gives the marketer an idea of what should be in the social media posts or
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videos in the future that will attract more attendees and increase the amount of activity on

the social media sites of the orchestra (c.f.5.3.2.1)

Y/
0'0

3
3
3
3

Y/
0'0

Concert dates should always be made clear on the page as well as the length of the
show

Social media posts should be free of grammatical errors (spelling mistakes)

Content should be visually pleasing (photos, videos etc.)

The site administrators should reply as soon as possible to enquiries

The amount of information available on the post

Only information applicable to the orchestra should be shared

All types of interesting information pertaining to orchestras should be posted

v' The following are the extent of how often the respondents take part in social media
activities: (c.f.5.3.2.2)

» Seek information

Look at photos/videos
Read other statuses

Read posts by businesses

YV V V V

Share posts
» Upload photos/videos

v' Respondents stated that a large number (91%) spend at least five hours a day on social

media and the most preferred social media networks are Facebook (32%) and Instagram
(25%). (c.f.5.2.3.1)

6.2.4 From the qualitative part of the study, the following conclusions are drawn:

The qualitative study showed that there is a very young market to work with in terms of
current attendees, with seven of the ten interviewees being under the age of 29 years.
In the case were the orchestra performs in Potchefstroom, it can be seen that it is only
because the interviewees were friends of the orchestra players or that the number of
young attendees is increasing.

Only two of the interviewees came from a different province, which indicates that the
current attendees are mainly from the host community.

The interests of the participants vary from music due to growing up with music in the
household, classical music due to playing an instrument and never really interested in
the genre of music applicable in the study.

The participants mainly use Instagram followed by Facebook, Pinterest and Twitter.
Instagram and Facebook are the most popular social media platforms with the

participants, and they use these platforms every day.
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The participants had various reasons that they used social media platforms, viewing
new trends, keeping up with friends, viewing funny videos and posts; and viewing posts
on art and environmental advertisements.

The participants only respond to ads if it about something that interests them and
sometimes don’t even respond to ads.

The participants made it clear that the current campaign used by the NWU Symphonic
Orchestra is not successful because almost none of the participants saw an ad for the
orchestra on social media recently.

In terms of colour preferences, it was clear that colour is a very important aspect to
attract participant’s attention and to ensure that they will react to the post or video. The
colours that were pointed out as the most important are red/maroon, blue, yellow and
black. The participants also made it clear that black and white images have an influence
on the level of interaction that participants have with a network or advertisement
because they are effective in attracting attention.

In terms of fonts and sizes, it is clear that participants prefer a combination of fonts and
font sizes, the heading should mainly be bigger and in a different font whereas the
contents of the post should be a smaller and more straightforward font; this will attract
the participants attention more affectively.

In terms of contents, the participants mainly said that the times, dates and venues of
the performance must be in the post or advertisement. Participants want to see what is
to be expected in the performance from seeing the advertisements such as the themes
and/or type of music, the theme must also be music related.

In terms of videos and posts, participants were divided between videos and posts which
mean that both can be used and it will attract the attention of participants, the videos
that are used should have sound and must not be longer than one minute but not
shorter than 20 seconds.

In terms of images it is clear that images of instruments, the orchestra and the
conductor are the main images that will attract the attention of the participants when
making an advertisement. The participants have various combinations of themes,
colours and images that were chosen, but all of the participants stated that a sound bite
is important.

In terms of composers and orchestra information it is clear that no individual conductor
is a must-have on advertisements, but sometimes a composer must be used to
encourage attendees. The participants are divided between the want for information
regarding the orchestra and conductor and not receiving any information regarding the
orchestra. Participants agreed on the need for the price of the performance to be on the

advertisement.
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e It was thus clear that the participants want to receive advertisements of the
performance at least four to six weeks before the time and these should be posted at
nighttime. Most of the participants do not have a prerequisite for the voiceover of the

advertisements and the language that should be regularly used is English.

6.5 Limitations of the study:

e The selected respondent pool was limited due to the product under study. It is
recommended to broaden a follow-up study. The findings of the study can be tested
for similar symphony orchestras to determine differences and similaritie, but due to
the small group of respondents and participants it can only be generalised for other
similar genres if a higher number of respondents participate.

A broader spectrum of events for the test of the results is recommended

6.3 Recommendations:

Recommendations are made with regards to the use of social media as a marketing medium

for a symphony orchestra.

6.3.1

Recommendations regarding the social media marketing of symphony orchestras:
Advertisements should be posted on Facebook and Instagram as these are the platforms
that are used the most by respondents and the posts should be made in the evening as the
respondents are most active at that time.

The advertisements should contain a few details of the history of the orchestra to attract a
larger group of attendees that are above the age of 50 years.

Respondents react to advertisements that are catching to the eye in terms of colour, text
and images, thus more lively advertisements should be compiled to attract attention.
Colours such as blue, red, maroon or yellow should be used more often in advertisements
to ensure that they are attracting the respondents’ attention.

Black and white images of instruments, the conductor or the orchestra should be used more
often as these attracts the attention of the respondents and will increase the respondents’
interactions with the orchestra’s social media sites.

The respondents react to videos with a short sound bite of what the orchestra will be
playing and thus more short videos should be posted on the orchestra’s social media sites.
Respondents should be notified at least six weeks before the time of the performance and
the advertisement should also have follow up reminder ads to ensure that the respondent
does not forget.

The current attendees consist of a varied age group, which means that the marketer has a

large target market to work with.
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Social media marketing is more cost-effective and therefore will not influence the
orchestra’s budget as much as other forms of marketing and will thus help them increase
the numbers of attendees without it costing too much. A dedicated social media marketer
should be appointed by the symphony orchestra that will handle the day-to-day uploads and
posts to the orchestra’s social media sites, this will still be more cost-effective than doing
traditional marketing for the orchestra.

The advertisements should only have relevant information of the performance and be free
of grammatical errors to increase the amount of activity on the page of the symphony

orchestra.

6.3.2 Recommendations regarding the design of a social media platform
advertisement

e The recommendation for advertisement design on social media is as follows:

Table 6. 1: Advertisement design criteria

Criteria:

Description:

Colour

Colours will attract attention to the advertisement.
Black and white images will be effective in attracting attention.

Colours that should be used for symphony orchestra advertisements include

red/maroon, blue/navy, yellow/gold and black.

Text

Use the right amount of text, one or two lines.
A short description of the offer.

Only the most needed information such as the time, date, place and price.

Typology

Select a font that looks professional and well put together with the images used.

Contents

Upbeat and lively music should be used if it is a video
Images of the instruments or the conductor should be used in advertisements.

Short pieces on the conductor as well as the orchestra members will intrigue the

respondents.

Contrast:

If using a dark background, a light text should be used.

Black and white images will work well for contrast purposes.

Images

Images of the conductor or the orchestra members should be used.
High-quality, relevant and eye-catching images should be used.

The orchestra as a whole can also be used as long as it looks professional.
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Videos Videos should be incorporated into social media ads.
Videos with sound are preferred in the case of symphony orchestras.
Music used in the video should be something that the orchestra will be performing.

Videos should not be longer that one minute.

6.3.3 Recommendations for future studies
e The questionnaire should be further developed to determine how this can be tested on different
types of events and not just symphony orchestras
e This study should be tested further on other events and/or even other tourism activities to
determine whether the design criteria for social media advertisements will make the
advertisements easier for the marketers and be able to increase their attendance numbers.
e A comparison should be drawn up with regards to how the design criteria will differ from other
tourism activities to be able to create an overall design criterion for social media

advertisements.

6.4 Value of the study

One of the main objectives of this study is to create or determine a design criteria for social media
advertisements about symphony orchestras. This has not been done in previous studies and thus
this will be the first design criteria for a performance advertisement. This study should be expanded
to other activities within tourism as well as other fields of study to determine a general design

criteria for social media advertisements.

6.5 Conclusion

From this chapter it is clear that some different types of adverts, posts and videos should be made
to ensure that the needed attendees are attracted to the performance. A few recommendations for
advert designs have been made and to know what their reach and effectiveness can be, the
recommendations should be tested in various settings. It is clear that there is a lot more that can
be studied and found when symphony orchestras have performances, but to ensure that the
opportunities stay available to the researchers the orchestras must be able to keep performing and
thus it is important to ensure that people attend performances to keep the orchestras financially
sustainable. Further studies must be done to find an effective way to keep symphony orchestras

relevant.
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SOCIAL MEDIA USE OF NWU SYMPHONY ORCHESTRA ATTENDEES
SECTION A

1. Gender? 11. How did you hear about this concert?
2. What year were you born? I I Magazine YES| NO |
Previously attended YES| NO |
3. Home language? Word-of-mouth (from someone else) YES| NO |
Social media YES|[NO ]|
Afrikaans Radio YES| NO |
English Newspaper YES| NO |
Setswana Other, please specify YES| NO |
Other, specif below

4. What is your country of residence?

5. Level of education

No school

Matric

Degree (current student)
Degree (already obtained)

12.1 Do you currently follow this event on social

media? [VESI NO ]

12.2 Would you recommend this event on social

media? YES| NO |

13. How often do you access the following
during the day?

Postgraduate (current student) Always connected |
Postgraduate (already obtained) Often (few times a day) |
Other (specify) Sometimes (1 - 2 times daily) :
Rarely (some days) |
Not using/not registered |
6. Occupation (e.g. Student, manager etc.) 1. Facebook 1 2|3 4 5 i
2. Twitter 1l 2]3]4]5]
3. Google+ 1|23 4] 5|
7.Including this concert, how many concerts 4.YouTube 112 ]13] 4 5 |
have you attended in the past three years? 5. MySpace 112 ]3] 4 5 |
| conserts| 6.Blogs 121345}
7.LinkedIn 1 2 3 4 5 |
8. What was your biggest influence for 8. Instagram 112 ]3| 4 5 |
listening to symphony orchestra music? 9. Pinterest 112 ]3| 4 5 |
10. Other, pleasespecify | 1 | 2 [ 3| 4 5 |
Self
Friends
Family 14.1 Do you instantly receive social media

Marketing messages
Other, please specify below

9. When did you make the decision to attend
this concert? (e.g. 2 weeks ago/ a month ago)

10. When using social media, which of the
following would most likely catch your

[YES[NO]

notifications on your mobile device?

14.2 If "yes" in 14.1, do you immediately

read it? :

14.3 What device (e.g. phone, laptop) do you
mostly access social mediaon? i

15. At what time(s) of day do you mostly make
use of social media?

attention? When | wake up YES| NO |
During morning YES| NO |
Videos During afternoon YES| NO |
Memes During early evening YES| NO |
Gifs (moving pictures Evening YES| NO |
Posters Late at night/morning YES| NO !
Pictures All times of the day/nights YES| NO |
Text paragraphs
Other, specify below
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SECTION B

16. Please indicate to what extent the following are important for you to actively follow this
event's social media page?

Extremely important

Very important
Important

Slightly important
Not important

1. The amount of information available on the post

2. Only information applicable to the orchestra should be shared

3. Content should be visually pleasing (photos, videos etc.)

4. The social media site should provide two-way communication between the
concert organisers and the attendees

5. Orchestra members should share personal experiences on social media

6. All types of intersting information pertaining to orchestras should be
posted

7. There should be testimonies from others who attended the concerts

8. Social media site updates should take place regularly

9. The site administrators should reply as soon as possible to enquiries

10.

11. Educational symphony orchestrainformation should be posted

12.lalso want to get to know orchestra members on a personal level through
social media posts

13. The page should provide the background/history of the orchestra

14. The colorscheme of the post determines its attractiveness

15. Competitions and promotions should be posted on a regular basis

16. The page should show how orchestra managers do their part towards the
sustainability of such events

17. New developments in the symphony orchestra industry should be posted
18. Cooperation with other orchestras, should be posted

19. Concert dates should always be made clear on the page as well as length

of the show
20. Interesting developments regarding the orchestra should be posted

21. The fonts used in the adverts are important to the viewer
22. Short videos with sound should be posted

17. Please indicate how often you take part 18.1 How many hours, on average, do you
in the following on social media. spend on social media per day?
All the time| 18.2 What is your preferred social network?
Often (name one) |
Sometimes
Rarely 18.3 Why is it your preferred social network?
Never
1. Share posts
2. Update status
3. Take partin discussions 19.If you are interested in further helping
4. Read other's statusses with this research in terms of conducting a
5. Read posts by businesses face-to-face interview at a later stage, please
6. Upload photos/videos provide your contact information.
7.Look at photos/videos
8. Seek information Name:
9. Leave comments on posts Number:
10. Create/follow events
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Appendix B

NORTH-WEST UNIVERSITY 2
YUNIBESITI YA BOKONE-BOPHIRIMA
NOORDWES-UNIVERSITEIT

POTCHEFSTROOM CAMPUS

Private Bag X6001, Potchefstroom
South Africa 2520

Tel: 018 299-1111/2222
Web: http://www.nwu.ac.za

Tourism Research in Economics, Environs and
Society

Tel: 018- 2991810

Fax: 018 -2994140

Email: elmarie.slabbert@nwu.ac.za

2020

Dear participant,

CONSENT LETTER: QUALITATIVE RESEARCH

You are invited to take part in an academic (Magister degree) research study. Ethical clearance has been obtained at
NWU under the ethics number (NWU-00903-20-A4). The primary goal of this research is to review your opinion
related to the applicability of certain design elements used in social media advertisements and posts. This information
will assist these orchestras in developing social media advertisements that will create support for these music groups in
financially difficult times.

Please note the following:

Your participation in this research is entirely voluntary, and you will receive no form of compensation.

The reason(s) why this interview contains socio-demographic and behavioural information, is to provide
orchestra management with valuable information regarding the profile and behaviour of the market interested
in attending symphonic music performance. More applicable advertisements can then be developed to attract
the appropriate market.

Your information will remain anonymous — no personal information that can link the data to you will be asked.
You provided your contact details in 2019 to us voluntarily and other than contacting you for this interview
your contact information has not been used.

All data obtained is stored on a secure server at TREES with only the primary researchers having access to the
data.

If you feel, at any time, that you want to halt participation in this study, please feel free to do so without
judgement.

This interview should take approximately 1 hour to complete.

The interview will be recorded with your permission.

If anything is unclear, you may ask the trained interviewer for clarity and assistance.

The research will be published as part of a dissertation as well as possible published articles and conference
presentations.

By continuing with this interview, you agree to the terms and conditions of this research. For any further information,
feel free to contact the primary researcher, Mrs S Marshall at 074 211 9580 or the study leader Prof E Slabbert at
Elmarie.slabbert@nwu.ac.za
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Yours sincerely
B | —k— %&Bar

Mrs S Marshall Prof E Slabbert
Researcher Study leader

INTERVIEW GUIDE
Section A: SOCIO-DEMOGRAPHIC INFORMATION

In which year were you born?
What is your gender?

In which province do you live?

N

How many people are there in your current household?

Section B: INTEREST IN SYMPHONIC ORCHESTRAS

1. Given that you attended a symphonic orchestra performance, when did you first became interested in
this genre? Elaborate.
How often do you attend live performances of symphonic orchestras?

Give me two reasons why you attend specifically the performances of symphonic orchestras.

Section C: SOCIAL MEDIA INTEREST

What social media platform do you use on a regular basis and why?
What is your second most preferred social media platform?

What do you enjoy viewing on social media?

A 0N PRE

Most people are bombarded with Facebook posts but what type of adverts do you respond to on social
media? Why?

5. Did you see adverts for the NWU symphony orchestra recently on social media?

Section D: SOCIAL MEDIA DESIGN

It is important to design social media advertisements in such a way that they are appealing and
push one to action for example to purchase a ticket to the orchestra’s live performance. Based on

that please answer the following questions related to design. First one being colour:

1. Do you think it is important to use colour in a social media post/advertisement? Why?
2.  Which three colours do think would be ideal for social media posts related to symphonic orchestras?

3. Do you think black and white images in advertisements are effective?

Secondly let us discuss content and the use of different fonts and sizes:

4. Do you prefer a straightforward font in advertisements or something more curly? Why?
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5. Do you think it is effective to have one font and font size for all writing in advertisements? What are your
preferences?

6. When thinking of a social media advertisement promoting a live performance, what type of content would
you prefer?

7. Inyour personal opinion should posts have themes?

8. Please comment on the type of themes that will attract your attention.

9. Which do you prefer, posts or videos?

10. Please comment if videos should be used in adverts?

11. Will a video with sound be preferred or not?

12. How long should a video be?

13. What will attract your attention in a video?

14. What will attract your attention in the first few seconds of a video?

15. What images will attract your attention?

16. What type of images do you affiliate with symphony orchestras?

17. What combination of colors, themes and or images will encourage you to buy a ticket?

18. Is it important to hear a sound bite of what to expect from a live performance?

19. The use of music in a social media video must it be upbeat and lively or more dramatic classical
compositions?

20. Well know music compositions attract me more than new music compositions? What composer will
attract your attention during social media advertisements and must be included in die ad?

21. In social media advertisements related to symphonic orchestra performances how important is the
following:
Would you like to view information related to the members of the orchestra and the conductor?

22. Would you prefer to gain more information about the repertoire of the orchestra?

23. Would short interviews with the orchestra conductor and members of the orchestra attract you to watch
the show?

24. Is it important to include the price of the performance within the social media advertisement?

25. How long before the performance would you like to see advertisements on social media? And at what
time frames?

26. What language do you prefer to be used within the social media advertisements?

27. Do you prefer a man or a women voiceover within social media advertisements?

28. Do you prefer a scripted voiceover video of only music with images and text flashing?

29. What do you think will be a creative social media campaign for a symphonic orchestra?

Any additional comments/suggestions with regard to the marketing of specifically,

symphonic orchestras?

Thank you for your participation!

157



Appendix C: Proof of Language
editing

Rod Taylor

Language editor & proofreader
Trading as
Direction Training

215 Republic Road
Randburg
2194
Telephone: 084 716 6588
e-mail: dtraining@iafrica.com
27 November 2017

To whom it may concern

Language Editing — Masters dissertation — S. Marshall

I have reviewed the dissertation entitled “Exploring social media as a marketing medium for a
Symphonic orchestra” in terms of spelling, language, and grammar and have made

recommendations to the author concerning the changes necessary.

R. Taylor

CEO

Chief Executive: Rod Taylor MBA BSc DTM (British) Reg No. CK 88/21843/23
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