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Introduction  
 

Smart companies will get out of the way and help the inevitable to happen sooner.
1
 

 

Thatôs thesis number 57 from the Cluetrain Manifesto, a book that proclaimed the end of 

business as usual. Orchestras, just like thousands of commercial and nonprofit organizations 

around the country, have generally been slow or reluctant to adapt to the changing media 

landscape.  

The changes we have seen are not simply hyped-up fads. Sure, Friendster is a goner, 

MySpace is losing its grip and even Facebook will likely disappear when something newer 

and flashier comes along. But as Amanda Maurer, the Chicago Tribuneôs social media 

producer, wrote on her blog, ñitôs not the sites we useðbut the techniques, ideas and skills 

that allow us to be successful.ò
2
 

So whatôs an orchestra to do? The following guide describes the current environment and 

outlines the strategies, tactics and tools you need to put together a new media communications 

plan for your organization. 

 

About this e-book 
 

In August 2008, I penned a special series for my blog Dutch Perspective on orchestras and 

new media (archived here). This series stemmed from an interest in online communication 

and months of reading, observing and experiencing orchestras in the new media environment. 

A presentation with the key findings soon followed (available on SlideShare). This e-book is a 

result of combining the blog series and presentation into a more definitive form. 

 

The objective of this guide is to serve as a living document that is specifically designed for 

orchestras, but can be used by nonprofits and corporations alike. A living document that 

encourages reader feedback, and one that will serve as a starting point for a conversation 

about the role of new media within orchestras around the world. 

 

About the author 
 

I am a public relations practitioner with a broad experience communicatingðon and offlineð

in the nonprofit environment. I am currently employed as public affairs associate at Chapin 

Hall at the University of Chicago, an independent policy research center. 

 

I joined Chapin Hall from the Chicago Symphony Orchestra, one of the world's premier 

orchestras, where I served as public relations coordinator and later as publicist. At the 

Chicago Symphony, I took on an active role in the organizationôs online communications 

strategy. I developed the CSOôs first online, multimedia press room; initiated the 

organizationôs Facebook and Twitter pages, reaching nearly 10,000 fans; built relationships 

with industry and local bloggers; and managed weekly dynamic Web content for the BP CSO 

Radio Broadcasts.  

 

http://mcmvanbree.com/dutchperspective/archives/category/special-orchestras-and-new-media/
http://www.slideshare.net/mcmvanbree/orchestras-and-new-media-presentation
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Let me be clear that I am by no means an expert on online communication and new media. In 

fact, you should probably be weary of anyone who makes such claims. I am simply passionate 

about the possibilities. What follows here are merely my own observations and any 

constructive disagreement and discussion is welcome and encouraged. 

 

For any feedback, comments or suggestions, please do not hesitate to e-mail me at 

dutchperspective@mcmvanbree.com or leave a comment on my blog Dutch Perspective. 

 

mailto:dutchperspective@mcmvanbree.com
http://mcmvanbree.com/dutchperspective
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The Changing Print Environment and the New Media 

Revolution 
 

 

Arts proliferation and participation 
 

We should begin this journey with the foundations. The past 30 years have seen a significant 

proliferation of arts organizations and activities throughout the country.
3
 A National 

Endowment for the Arts study tells us there are now more than 1,200 symphony orchestras, 

plus another 600 youth orchestras and roughly 120 opera companies. Moreover, in the last 20 

years, the number of performing arts groups has risen to an all-time high.
4
 

 

The study reports that these groups display enormous variety: some focus exclusively on 

modern and contemporary music, other cover the entire symphonic repertory. Others 

specialize in Baroque or Renaissance.
5
 This proliferation of the arts has significantly 

increased the number of options for patrons. 

 

In Chicago, a culturally rich city, the standard-bearers are the Chicago Symphony Orchestra, 

founded in 1891, and the Lyric Opera of Chicago, founded in 1954. But we can clearly see the 

more recent trend of specialized, niche organizations: Music of the Baroque (1972); Chicago 

Sinfonietta (1987); Chicago Opera Theater (1974); Light Opera Work (1980); and there are 

many more. 

 

Although the number and variety of arts organizations has increased, the percentage of adults 

participating in the arts has remained flat. According to the Survey of Public Participation in 

the Arts, from 1982 to 2002, the percentage of adults attending a classical music performance 

remained at about 12 to 13 percent of the adult population.
6
 Classical music does not seem to 

increase its base audience. However, the number of attendances per patron averaged 3.1 for 

classical music in 2002, higher than the 2.6 in 1992, which increased the total number of 

attendances by more than 20 percent from 60.3 million to 72.8 million.
7
 

 

More worrying is the fact that the number of people tuning in to performances via various 

media has dropped significantly from 1992 to 2002. Perhaps this can be linked back to a 

decrease in performing arts programming in the media and disappearing classical music radio 

stations, but the drop in the total viewing/listening audience amounted to nearly 25 percent.
8
 

 

Art in print, in proportion 
 

In 2004, the National Arts Journalism Program at Columbia University published Reporting 

the Arts II. This expansive work takes a critical look at the news and features coverage of arts 

and culture in the United States, comparing data with an identical study from 1999. 

 

First, letôs put arts coverage in proportion. At the Chicago Tribune, the daily Tempo section, 

which contains arts, culture, media and technology, represented only 5 percent of the papers 

pagination. This is in stark contrast to the revenue the arts bring to newspapers. Cultural editor 
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Steve Erlanger of The New York Times, which admittedly has the most prominent arts 

coverage, states in the report: ñThe arts section brings in 35 percent of the paperôs revenue. 

We know there is a large, interested audience out there.ò
9
 Clearly, something doesnôt quite 

add up. 

 

Why this disparity? Douglas Clifton of the Cleveland Plain Dealer compares news and arts 

with the sports pages: ñItôs an entire segment of readers who will either buy or not buy a 

newspaper based on their satisfaction with sports coverage. In other areasðincluding news 

and artsðthere isnôt this on/off switch.ò
10

 

 

But wait, thereôs more. Cultural participation is up, resource allocation is down. The study 

reports that ñwhile more American are participating in cultural activities than at any time in 

our history, and although the arts have evolved to unprecedented size and complexity, the 

resources that metropolitan newsrooms allocate to arts are generally flat or in retreat.ò
11

 

 

Art in print, in decline 
 

The Columbia study tells us that from 1998 to 2003, space dedicated to arts articles and 

listings went from an average of 5,489 column inches to 4,994 column inches. The number of 

feature stories was down by more than 30 percent and articles have also gotten shorter; at 

nearly half of the researched newspapers, stories were at least 20 percent shorter.
12

 

 

Over the past years, full-time classical music critic positions at many news organizations have 

been eliminated. These include, but are not limited to, the Los Angeles Times, Chicago Sun-

Times, Kansas City Star, Miami Herald, Seattle Times and Minneapolis Star Tribune. 

 

But as Justin Davidson wrote in a July 2008 article for Musical America, ñit would be an error 

to attribute this dispiriting attrition to a philistine attack on the arts, or to focus too much on its 

meaning for cultural pursuits. The de-criticization of American journalism is a symptom of a 

much deeper tragedy in civic life: the lunatic suicide of the press.ò
13

 

 

Itôs not just anecdotes. Statistics from the Newspaper Association of America show a decline 

in newspaper circulation numbers since the mid 1980s; from a daily circulation of over 63.3 

million in 1984 to a daily circulation of 50.7 million in 2007.
14

 

 
Another tell-tale sign of declining business for newspapers are dwindling advertising 

expenditures. Advertising expenditures in print decreased from $47.4 billion in 2005 to $ 34.7 

billion in 2008. Although undoubtedly put on the fast track by an ailing economy in 2008, the 

past five quarters have each seen an average decrease of nearly 15 percent; by far the sharpest 

decline since the Newspaper Association started measuring in 1971.
15

 

 

Shifting priorities 
 

In that same period, from 2005 to 2008, online advertising expenditures increased from $2 

billion to $3.1 billion. The past five years (2003-2008) have seen an average annual increase 
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of more than 20 percent
16

 (and this average even includes a decrease of 1.8 percent in 2008 

due to the worldwide economic meltdown). 

 

Sure, the gains in online advertising are not nearly enough to cover the loss of advertising in 

print, but it is a good indicator of shifting priorities. This shift is perhaps best highlighted by 

the fact that monthly unique visitor numbers for newspaper Web sites rose from 41 million in 

January 2004 to 75 million in January 2009. In active reach percentages, average numbers 

increased from 27.5 percent to 44.3 percent during that same period. We have now arrived at 

the point where newspaper Web sites have a higher active reach percentage than their print 

counterparts.
17

 

 

Some traditional print media companies have recently bowed down to this changing 

environment. Two major examples are the Seattle Post Intelligencer and the Christian Science 

Monitor. These two dailies stopped printing daily editions and shifted from print to Web-only 

strategies over the last couple of months (Christian Science Monitor now prints weekly). 

 

New media revolution 
 

In the last decade, the Internet has evolved from providing informationðstatic contentð

toward a more social and dynamic medium. Mary Madden of the Pew Internet project 

observed in an April 2008 keynote address to the Chicago arts community that ñthe Internet 

has moved from slow and stationary to fast and mobile.ò
18
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The Cluetrain Manifesto has already briefly been mentioned in the introduction as a book that 

proclaimed the end of business as usual. Written in 1999, the book examines the impact of the 

Internet on business. The fundamental idea is this: 

 

A powerful global conversation has begun. Through the Internet, people are 

discovering and inventing new ways to share relevant knowledge with blinding speed. 

As a direct result, markets are getting smarterðand getting smarter faster than most 

companies.
19

 

 

Digital marketing company iCrossingôs e-book What is Social Media? describes how the 

Internet has moved to more participation  (encouraging contributions), openness (no barriers 

to content and feedback), conversation (listening, not just broadcasting), community 

(gathering around a common interest), and connectedness (sharing content).
20

 

 

In his article for Musical America, Davidson concludes with some insightful pondering on 

what the Internet can mean for the arts: 

 

éan invigorated conversation about the arts, a built-in audience of readers who have 

been betrayed by the local paper and the beginnings of a strategy for surviving the 

implosion of traditional news.
21

 

 

Art and culture are not the only things that have evolved to unprecedented size and 

complexity. Everything has. In the 1990s, the number of brands on the grocery store shelves 

tripled from 15,000 to 45,000. There are currently 13,500 radio stations (4,400 in 1960), 

17,300 magazines (8,400 in 1960) and more than 82 television channels per home (5.4 in 

1960). And letôs not forget the billions of Web pages.
22

 

 

Organizations and their 

messages are getting lost in this 

proliferation of culture, brands 

and media. In 1965, 34 percent 

of adults could name a brand 

advertised in a television show 

they had just watched. Only 35 

years later, this number had 

shrunk to barely 9 percent.
23

 

 

Brian Reich and Dan Solomon 

offer sound advice in their book 

Media Rules!  

 

More than just realizing that they have lost some of the control over their audience 

they once enjoyed, organizations must embrace the relationships they have with their 

customers and work twice as hard to make sure the information customers are using to 

form their opinions comes from the organization. Customers want help, they want to 

be ledðand organizations can, and should, fill that need. You must be their steward.
24
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Richard Bailey, a public relations educator who blogs at PR Studies, argues that we have 

returned to something more traditional, where mass media sits alongside new forms of Web-

enabled social media:  

With the exception of one brief era, all human communications can be characterised as 

social media. Epic poetry, fireside storytelling and conversations have dominated our 

collective history. The exceptional era has been the industrial age, which introduced 

mass media (large circulation newspapers and broadcasting).
25

 

Back to the Cluetrain Manifestoôs thesis number 57: ñsmart companies will get out of the way 

and help the inevitable to happen sooner.ò Although it is extremely unlikely that professional 

journalism will disappear, seeing the decline in traditional arts coverage and the proliferation 

of culture, brands and media, the inevitable, it seems, is an increase in participation and 

conversation with your community. And new media is here to help. 
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The Starter Kit 
 

Monitoring the scene 
 

Sure, your task is daunting. You donôt know where to start. The best advice: just explore! It 

doesnôt take much to get a basic grasp of what social media entails. In fact, you probably have 

already browsed around YouTube or Flickr or created a profile in Facebook or LinkedIn. 

 

You donôt have to jump on every latest fad, but find out whatôs useful for you and learn what 

works best with your needs and what fits into your lifestyle. Then, when youôre comfortable, 

try to participate and engage. You will later find that the same counts for an organization: 

survey the environment, determine what you are trying to accomplish and then find the right 

tools that work for you. 

 

To make things easier, here is a preliminary list to help you monitor the scene: 

  

¶ Set up comprehensive Google Alerts 

Google Alerts are e-mail updates of the latest relevant Google results based on your 

choice of keywords. A ñcomprehensiveò alert is an aggregate of the latest results from 

multiple sources (news, Web and blogs) into a single e-mail.
26

 There is no easier, more 

basic way of keeping tabs on whatôs being said about your organization. Keywords 

can include your organizationôs name, a musicianôs name, your presidentôs name or 

your competitorôs name.  

 

¶ Set up a feed reader with relevant blogs and news feeds 

 Web or RSS feeds are the standard method of distributing 

dynamic content to subscribers. Dynamic content can 

include blog posts, newspaper or magazine articles, news 

releases, audio files and videos. Whenever you see the icon 

on the right you know you can click to subscribe to the 

content. 

 

Many people use a service to pull together a collection of RSS feeds, which is known 

as aggregation. There are Web-based services, such as Bloglines or Google Reader, 

and software-based services, including options for your desktop or in Microsoft 

Outlook and Internet Explorer. You should subscribe to: 

 

o Newspapers and magazines (you can even specify the section) 

o Industry blogs (classical music, public relations, technology etc.) 

o Industry podcasts (syndicated audio or video on various topics) 

o Search results (you can have your Google Alerts delivered in RSS) 

o Institutional news feeds (press releases, event information etc.) 

o Anything else that you find interesting (a cycling blog, a cooking blog etc.)
27

 

 

You can find blogs through specialized search engines like Technorati or Google Blog 

Search. Many of the results are blogs with little authority or influenceðpeopleôs 

http://www.google.com/alerts
http://www.bloglines.com/
http://www.google.com/reader
http://www.technorati.com/
http://blogsearch.google.com/
http://blogsearch.google.com/
http://blogsearch.google.com/
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personal online journalsðbut that is not to say you canôt learn from blogs with little 

authority. They often describe concert experiences, from first-time classical music 

patrons to long-time subscribers. Pay attention to whatôs being said and you can 

learnðan unscientific focus groupðabout your costumer service, artistic 

programming and general concert experiences.  

 

To get you started, hereôs the top 50 classical music blogs according to blogger A.C. 

Douglas, but also check out the collection of blogs at ArtsJournal.com and 

InsidetheArts.com. 

 

¶ Keep on monitor ing 

There are many other places where you might find your brand or organization. Here 

are some of the places you must know about: 

 

o Facebook and MySpace (the two giants of social networking; a great place to 

find people with common interests); 

o Twitter  (a micro-blogging platform with some of the most instantaneous 

content; a great place to find news or customer service issues before it hits the 

rest of the Web); 

o Flickr  and YouTube (two social content communities; a source of photos and 

videos); 

o Digg and Delicious (two social bookmarking/recommendation sites; a great 

source to find what stories are boiling up); 

o Yelp (an online city guide that allows users to rate and review your 

organization; a source for people making buying decisions); 

o Wikipedia  (a collaborative encyclopedia with nearly 2.8 million user-

generated entries; a source for independent information about your 

organization); 

o Last.fm (an Internet radio and music community Web site). 

 

Feel a bit overwhelmed yet? Go ahead and explore the sites, but rest assured the 

abovementioned sites and tools will all be highlighted in further detail in just a short bit. 

  

http://www.soundsandfury.com/soundsandfury/2008/10/sounds-fury-top-50-classical-music-blogs-3rd-quarter-2008-jul-sep.html
http://www.artsjournal.com/
http://www.insidethearts.com/
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Blogs  
 

Introduction 
 

A blog, short for Weblog, is a Web site with regular entries on any topic imaginable, an 

online journal. Besides the fact that really nobody needed this explanation, it is not a very 

useful definition. How should we define a blog then? Letôs look back at iCrossingôs 

description of social media and take those key elements to illustrate a possible, more elaborate 

definition: 

 

Blogs are a two-way street of conversations with feedback and discussions in which bloggers 

are thoroughly connected (via linking, tagging and sharing) with a community that gathers 

around a common interest. The openness of a blogging platformðthere are no barriers to 

content and feedbackðencourages participation  and contributions. 

 

Cameron Marlow at the MIT Media Laboratory explains ñwhat distinguishes weblogging 

from previous web media is the extent to which it is social, and one can say that the medium 

came into existence when the set of web journal writers recognized themselves as a 

community.ò
28

 

 

Marlow lists several linking and sharing 

features of blogging that are important in 

creating connectedness and communities, 

or in other words, features that enliven the 

blogosphere: 

 

¶ Blogrolls (a list of other blogs that 

the author reads regularly); 

¶ Permalinks (a link referring to a 

specific post instead of an entire 

weblog; allowing authors to have a 

concentrated conversation and 

respond to a specific post); 

¶ Comments (a reader-contributed 

reply to a specific post within the 

site); 

¶ Trackback (an automatic 

communication that occurs when 

one blog references another, brining 

attention to who is discussing your 

content outside the comment area 

on your blog).
29

 

 

Now that you have the basics down, you can ask the important questions: ñhow does our 

organization connect with bloggers?ò and ñwhy should our organization blog?ò 
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Why should our organization blog? 
 

The first question you have to ask yourself is ñwhy should our organization have a blog?ò 

Keeping up with the Joneses is not the right answer; there should be a strategic objective for 

starting a blog. If youôre not sure why and you canôt figure out a purpose or objective, perhaps 

you shouldnôt be starting a blog. It is okay to have a new media communications plan without 

an institutional blog, especially in the early stages of your strategy. 

 

A Northeastern University and Backbone Media study revealed 5 factors that should be taken 

into consideration before making a decision to blog: 

 

¶ Culture (does your organization have particular cultural traits worth revealing?); 

¶ Transparency (transparency is crucial to establishing credibility and trust); 

¶ Time (it takes a lot of time to set up, research and write a quality blog and engage the 

community effectively); 

¶ Dialogue (ability and willingness to engage in a dialogue with the community); 

¶ Writing Style and Personalization (bring a human side to the blog).
30

 

 

Blogging is not a quick fix for problems. If you are thinking about yet another way to get your 

marketing message out, another outlet to sell tickets, you shouldnôt blog. Sure, blogging can 

get the message out or boost ticket sales, but if you start out with marketing or promotions as 

a focus, you will never gain credibility or an audience. 

 

Think about it. Does your audience really want to hear about the XYZ Orchestra performing 

yet another Mahlerôs Ninth Symphony? No. You are already cluttering their lives with that 

information through too many other channels.  

 

But do your patrons want to hear what your musicians have to say about the supposed decline 

of classical music, or maybe even the anecdote from the artistic administrator on how 

Mahlerôs Ninth Symphony was unexpectedly scheduled this season? Perhaps. It depends on 

how you write and what kind of information you are willing to give.  

 

The most important thing to keep in mind is to add value. Valuable industry news and insights 

or conversations with notable colleagues or artists from around the country are just two 

directions to take. 

 

If you do decide to blog, here are some things to keep in mind: 

 

¶ Author (pick an interesting, authoritative voice); 

¶ Audience (remember for whom you are writing); 

¶ Topics (think about what your audience wants to read); 

¶ Comments (what is your policy on comments and how do you moderate). 
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Nina Simon, who authors the Museum 2.0 blog, writes: ñyou have to decide WHY your 

institution is starting a blog (and no, óall my friends are doing itô is not enough) and then find 

the approach that works for you.ò She lists four approaches to institutional blogging for arts 

organizations:
31

 

 

¶ Institutional Info Blog  (a straightforward blog that distributes news about the 

organization and perhaps answers to frequent questions) 

 

Example: the now inactive blog of the Metropolitan Opera in New York. Written 

mostly by Philipp Brieler, who is a managing editor in the editorial and media content 

department, the blog followed current productions and shared background information 

with a personal touch, often in the style of a magazine article. Sometimes, guest 

bloggers were invited to write, including mezzo-soprano Susanne Mentzer. 

 

¶ Community Content Blog (blogs that take the content and offerings of the 

organization and try to open it up to community input) 

 

Example: the Chicago Classical Music blog can be classified as a community content 

blog. The main blog entries are written by staff members of participating 

organizations, but there are also opportunities for patrons and the public to offer their 

view and take on the scene. 

 

¶ Specialized Content Blog (blogs that are typically linked to a special event, 

presenting news about that content) 

 

Example: musicians from the London Symphony Orchestra authored a blog during 

their most recent tour through the United States. The temporary blog was set up 

specifically for the purpose of documenting the tour. 

 

¶ Personal Voice Blog (blogs in which individuals or a small panel of staff offer 

personal commentary about their organization) 

 

Example: Brian Dickieôs Life as General Director of Chicago Opera Theater is a very 

casual, personal journal that highlights the day-to-day activities and travels of Dickie. 

 

These four examples are by no means the golden standard for each particular approach. They 

each have their own merits and faults. A quick indicator of whether you are taking the right 

approach for your organization is increasing readership and participation. In a later chapter, 

measuring results and what metrics to use will be discussed. 

 

A short note about one option we havenôt discussed yet: the internal blog. Generally accessed 

through the organizationôs intranet, an internal blog can serve several purposes and may 

encourage employee participation, free discussion of issues, collective intelligence and direct 

communication between various layers of an organization. Just keep in mind that anything 

internal might make its way to the exterior. 

http://blog.metoperafamily.org/metopera/
http://chicagoclassicalmusic.org/
http://lsoontour.wordpress.com/
http://briandickie.typepad.com/my_weblog/
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How does our organization connect with blogs and their authors? 
 

Consider this: how did your organization connect with your hometown newspaper and local 

journalists? There are many similarities (do your homework: know who they are and what 

they write and offer content and ideas with value), but there are also some important, subtle 

differences. Orchestra consultant Drew McManus and Australian blogging expert Darren 

Rowse have both written about connecting with bloggers. They advise the following steps: 

 

¶ Read (know who is writing and what they are writing); 

¶ Participate (become a genuine and active member; comment first, pitch later); 

¶ Build relationships (provide the same level of service you would provide a 

journalist); 

¶ Adapt materials (blogging is even more personal than mainstream journalism; 

personalize your pitch and remember you are working with a multimedia outlet).
32

 
33

 

 

The best start in the blogosphere is simply reading. As mentioned earlier, subscribe to RSS 

feeds. Once youôre familiar with relevant blogs in your industry, participate.  

 

As an organization, make sure you have a solid blogging and commenting policy in place; do 

not limit an employeeôs freedom to participate in online discussions, but make sure they 

understand your rules and basic legal issues (defamation, trade secrets, privacy etc.). 

 

As an employee, make sure you understand there are legal and ethical limitations to what you 

can or should say about your employer and understand your employerôs policy. Know that, 

even though you do not speak for them, you are always connected to your employer, willingly 

or not, and do not hide your identity. Always participate in full transparency and under your 

real name. 

 

Darren Rowse writes, as a general rule, ñcomment first, pitch laterò and adds ñbe genuine in 

these interactions, add value to the conversation happening on the blog and show that youôre 

not just there to ótakeô but to ógiveô.ò 
34

 

 

Participation will build relationships, but as Drew McManus notes ñbe careful to distinguish 

active participation from direct pitches.ò 
35

 Once you have established a relationship and 

determined the blogôs authority, reach and credibility, you are ready to pitch. Keep in mind 

that these direct pitches will only work if you provide the blogger the same level of service 

you would provide a journalist. And a well-read blog can garner more readers than a small 

circulation newspaper, so do not be afraid to offer a blogger an interview, or even an 

exclusive, if the fit is right.  

 

A bloggerôs needs are different than the traditional journalistôs needs. A later chapter attempts 

to explain how to adapt your press materials. 
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Podcasts 
 

Lastly, a brief note about podcasting. Just as Web or RSS feeds distribute blog posts to 

subscribers, they can also distribute audio and video files. These files are delivered for 

download or streaming via Web syndication, mostly through special software including 

iTunes or Winamp, but also through posts on Web sites and blogs. Many users will download 

podcasts to their portable media players to be played at a time of their choice.
36

 

 

Podcasts can perhaps best be described as on demand Internet broadcasts. There are many 

amateur shows, but organizations, radio and television channels have made their audio and 

video files widely available as well. Jason Heath, a ferocious blogger and podcaster, has a 

weekly podcast called Contrabass Conversations. The London Symphony and Philadelphia 

orchestras offer several podcasts. Other orchestras offer their program notes as podcasts. 

 

If blogs are an alternative to print media, podcasts are the alternative to radio and television. 

 

 
 

http://contrabassconversations.com/
http://lso.co.uk/podcasts
http://podcasts.philorch.org/
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Social Networking 
 

Introduction 
 

Social network sites are the embodiment of Web 2.0 

and social media; more than any other service they 

encourage participation, openness, conversation, 

community, and connectedness on the Internet. Just 

as telephone, fax and e-mail changed the way we 

communicate; social networking has revolutionized 

our conversations and social interactions. Once 

again, letôs refer back to iCrossingôs five key 

elements and attempt to formulate a working 

definition: 

 

Social networks are communities with a large 

degree of openness (public profiles) and 

connectedness (via linking, tagging and sharing in a 

network of publicly visible relationships) that spur 

participation , contributions and conversations. 

 

Sites like Facebook, MySpace and LinkedIn let users build a profile with photos and personal 

data such as education, employment or favorite movies, music and books. This profile serves 

as a base from which the users build a network of friends and contacts. 

 
How has social networking changed our communications? 
 

In an April 2008 keynote address to the Chicago arts community, Mary Madden of the Pew 

Internet research project argued that while MySpace and Facebook are popular services now, 

the behavior of its users is permanent. She added that online relationships work best when 

they complement an offline relationship.
37

 A study reported in the Journal of Computer-

Mediated Communication about social capital and social network sites confirms: 

 

Online social network sites may play a role different from that described in early 

literature on virtual communities. Online interactions do not necessarily remove 

people from their offline world but may indeed be used to support relationships and 

keep people in contact, even when life changes move them away from each other. In 

addition to helping student populations, this use of technology could support a variety 

of populations, including professional researchers, neighborhood and community 

members, employees of companies, or others who benefit from maintained ties.
38

 

 

An MTV/Nickelodeon/Microsoft study found that ñdespite the remarkable advances in 

communication technology, kid and youth culture looks surprisingly familiar, with almost all 

young people using technology to enhance rather than replace face-to-face interaction.ò The 
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study also reported that audiences want more control of what they watch and when they watch 

it, across all platforms; mobile, computer and television.
39

 

 

Caroline Vogt, Head of International Research, 

Microsoft Digital Advertising Solutions, adds 

that organizations need to provide people with 

ñcontent that they want to share. Their reward 

will be the loyalty of brand-savvy groups.ò
40

 

 

Social networks enhance a personôs life, 

accommodating constant connectivity, on-

demand content and an expanding social capital. 

Keeping that in mind, your approach to social 

networking should be based on the following 

three rules: add value; online relationships 

complement offline relationships; and provide 

content to be shared and syndicated. 

 
Word-of-mouth 
 

Providing valuable content to be shared and syndicated can result in a strong word-of-mouth 

campaign. According to the MTV study, ña clear majority of young people asked said the 

majority of website links (88 percent) they viewed and the viral video content they 

downloaded (55 percent) came from friendsô recommendations.ò
41

 

 

Word-of-mouth is one of the key strengths of social media. Statistics from the Chicago 

Symphony and London Symphony orchestras seem to confirm this statement. In March 2009, 

Facebook was the fifth largest third-party referral site to cso.org and lso.co.uk. In Chicago, 

Google had topped direct URL entry as the number one entry point to the site and even the 

mail.google.com domain entered the top ten of referrers. 

 

What does this all mean? First of all, search engine optimization (SEO) is increasingly 

important: Google referred nearly 45 percent of the visitors. Other search engines such as 

Live, Yahoo and AOL were also in the top ten. Primarily, this means optimizing content to 

match relevant and specific keywords; knowing what people search for. Equally significant, it 

means getting Internet users to link to the content on cso.org, or in other words, encouraging 

word-of-mouth. 

 

The high placement of mail.google.com is not surprising either. Of course, marketing efforts 

reach peopleôs e-mail inboxes. But another likely, and for us more important, factor is that 

people e-mail their friends and, for various reasons, direct them to the CSO page. 

 

While the Chicago Symphonyôs Facebook fan page had more than 8,500 fans in early March 

2009, referrals through the fan page alone surely didnôt place Facebook in fifth place. 

Facebook users share links and notes with their friends, who in turn share with other friends; 

another clear case of word-of-mouth. 
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Facebook 
 

Facebook started out as a closed network, only available to Harvard students. Later, other Ivy 

League schools were added and all other universities soon followed. When Facebook opened 

its door to any users over the age of 13, it really took flight. Currently, it has more than 200 

million active users.
42

 

 

Facebook didnôt start out very business friendly, but there had always been ways for fans of 

different organizations to express their fandom. The most commonly used way was Facebook 

Groups. Users could become a member of a specially created group to share comments, 

photos and discussion. Groups were mostly created by fans and seldom by organizations. 

 

Fans that start a group are obviously passionate about supporting your organization. Reaching 

out to these fans works very similar to reaching out to bloggers. According to Facebookôs 

own Insiderôs Guide to Viral Marketing ñthe key is Facebookôs stable and trusted platform, 

which gives companies the ability to connect with consumers and participate in the 

conservations theyôre already having with their friends about their favorite local spots, artists, 

films and brands.ò
43

 

 

Itôs the same mantra: monitor; know who is writing and what they are writing; participate; 

build relationships; and adapt materials. Share news and come up with ways to engage and 

provide the group with useful materials that can easily be integrated. 

 

However, sometimes you might find yourself on the wrong end of passion. One high school 

student who reluctantly visited a New York Philharmonic concert with his class started the 

group ñI Fell Asleep During The New York Philharmonic.ò Another disgruntled high school 

student in Chicago started the group ñSome Bitch Ass Chicago Symphony Bastard Stole My 

Fuckin Phone.ò  

 

How to respond to negative Facebook groups? If the situation warrants it, craft a response. Be 

creative. Perhaps engage in a conversation with the bored high school students and see if you 

can entice them in a different way. And definitely try to resolve the cell phone customer 

service issue. Perhaps the student will take the group down. Evaluate and respond, in 

proportion and appropriately, when needed. 

 

In November 2007, in an effort to enhance the site for businesses, Facebook launched 

Facebook Pages. Users can add themselves to your Facebook Page as fans, write on your 

wall, review your recordings, upload photos and join other users in discussion groups. 

Organizations can send updates to all their fans and add applications to engage Facebook 

users with videos, notes, links, Flash content, and more.
44

 

 

In early 2009, Facebook updated its design and usability and allowed organizationsô status 

updates to appear in their fansô news feeds. Fans can give a thumbs-up to indicate they like 

your content and leave a comment directly underneath each update. This stimulates more 

http://www.facebook.com/


 

 18 

conversation and participation. Facebook recommends bringing all your information to the 

table: 

 

The more content you bring to Facebook, the more success you will have in getting 

users to affiliate with your Page and spread your products to their friends. Facebook is 

designed to help users share information with their friends and colleagues. Regularly 

adding photos and videos, writing Notes, creating Events, and using other applications 

guarantees your Facebook Page will always have fresh, useful content. Youôll get 

more return visitors, which leads to more fans and customers in the long run.
45

 

 
Other social networks 
 

In the United States, MySpace and Facebook are the key players in the social network world. 

The two sites are ranked fifth  and ninth, respectively, in terms of world-wide traffic, and third 

and fifth, respectively, in terms of traffic within the United States, according to Web traffic 

site Alexa.
46

 

 

After the short-lived success of Friendster in the United States, MySpace was arguably the 

first widely-known social network. The MySpace community puts a heavy emphasis on music 

and a redesigned section called MySpace Music was launched in late 2008. MySpace profiles 

for musicians allow artists to upload their music for streaming audio. Over the past years, the 

community has discovered much new talent and many independent artists have found success 

on MySpace. MySpace was the first foray into social media for many orchestras and it is 

perhaps not surprising to find many profiles still there.  

 

Keep in mind, other services might eventually replace Facebook and MySpace. Orkut, Hi5 

and Bebo are other examples, although they are mainly popular outside of the United States. It 

might be worth to consider setting up shop on a social network service site that is popular in 

Asia, considering the continentôs new and vast interest in classical music. 

 
LinkedIn 
 

One social networking site that should not be forgotten is LinkedIn. This site, used by more 

than 38 million people, is a business-oriented professional network. A userôs profile consists 

of a summary of their professional history, expertise and accomplishments; an online resume.  

 

Users can find colleagues and other professionals to build up a network. LinkedIn can assist 

with finding potential clients, service providers and employees. Boards can be used to discuss 

specific industry issues with other professionals.
47

 

 

Prolific blogger Beth Kanter writes: ñLinkedIn can be a terrific place to develop professional 

contacts, grow your business, and promote your work and opportunities.ò
48

 

 

http://www.myspace.com/
http://www.linkedin.com/
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Tools of the Trade 
 

Tagging 
 

Tagging is one of the core elements of Web 2.0 and social media. Tags, usually a key word, 

can make content easily searchable and findable. Tags can make content social. The buzzword 

for this phenomenon is ñfolksonomy,ò which translates to ñuser-generated classification.ò  

 

YouTube advises their users to ñtag and title well. Tag and title your videos with relevant 

keywordsðthatôs how users will find your content as they navigate YouTube.ò
49

  Tags give 

an opportunity to content creators to categorize their content. Tags are important to keep track 

of conversations, current ideas and topics and follow your word-of-mouth campaign.  

 

How does it work? Hereôs an example. Blogger Beth Kanter created a special ñwearemediaò 

tag for bloggers who write about her We Are Media project. When bloggers write an article 

about the project, they add the tag to their post. This is an easy way for Beth to keep track of 

who is joining the conversation on her project, by simply searching by ñwearemediaò in 

search engines such as Technorati; and itôs an easy way for bloggers to call attention to their 

post and stimulate responses and conversation. 

 

The Web site Chicagoist uses a special ñchicagoistò tag in Flickr, an online photo depository, 

so that their readers can mark photos that might be interesting for Chicagoistôs readers. Photos 

tagged range from Lincolnôs deathbed to a photo of a bachelorette party on the streets of 

Chicago. Chicagoist editors frequently pick out a photo to feature on their Web site (with the 

appropriate credit to the photographer, of course) to go along an article or even be featured by 

itself. 

 

Twitterôs popular ñhashtagsò (the # symbol followed by a keyword) are easily findable in its 

search engine. Every Friday, many Twitter users participate in the Follow Friday concept by 

suggesting other users to follow and marking their tweets with #followfriday.  Simply search 

Twitter for #followfriday and you will find all tweets categorized for this purpose. 

 

Delicious, a social bookmarking site, is a service where users store, organize, search and 

manage bookmarks of Web pages. Each bookmark is accompanied by a tag or several tags, 

allowing other users to find links to similar articles or pages. The San Francisco Symphony 

hosted its first bloggers night in 2007. The orchestra invited area bloggers to cover a concert 

and bookmarked all the resulting blog posts on a special Delicious page with a special tag 

ñsanfranciscosymphonybloggernight.ò 

 

A slightly different take on social bookmarking are services such as Digg and StumbleUpon. 

These Web sites focus on news and a social recommendation system rather than purely 

personal bookmarking. Users can submit links and those links are voted upon with an up or 

down vote. The links and stories with the most up votes are featured on the home page of the 

service. These sites are a good way to keep track of emerging stories. 

 

http://www.delicious.com/
http://www.digg.com/
http://www.stumbleupon.com/
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Twitter 
 

Twitter is one of the most instantaneous, 

direct social media services. Similar to 

Facebookôs status update functions, Twitter 

allows users to post short messages (up to 

140 characters; based on the limitations of 

cell phone text messages) in a public feed. 

The process is also called micro-blogging. 

 

Twitter has often been criticized for its 

inconsequential chatter, but as Stephen 

Baker wrote for BusinessWeek in 2008 ñthe 

key question today isnôt whatôs dumb on 

Twitter, but instead how a service with bite-

size messages topping out at 140 characters 

can be smart, useful, maybe even 

necessary.ò
50

 

 

Users demonstrated just how significant and instantaneous Twitter can be during the 2008 

Mumbai attacks in India, when they sent out vital information and eyewitness accounts while 

events were unfolding. Other events have been similarly reported, even before mainstream 

media arrived at the scene, including the spectacular plane landing on the Hudson in New 

York in early 2009. 

 

Colin Carmichael, blogging at the Social Media Group, suggests you should ñtrack your 

name, your brands, your competitors, anything you need to know about before it hits the órest 

of the webô.ò
51

 Even if youôre not ready to jump in the conversation yourself, you can monitor 

what is being said about your organization. 

 

How do you monitor Twitter? On Twitter Search you can keep track of trending topics and an 

independent site called BackTweets allows you to search your organizationôs URL in Twitter, 

even if they are shortened by services such as TinyURL that provides short aliases for 

redirection. 

 

In just a little over a month of active participation, from February 2009 to March 2009, the 

Chicago Symphony Orchestra added more than 500 followers of the organizationôs Twitter 

feed. How has the CSO used Twitter? By monitoring tweets, we learned about breaking 

stories in the industry and found out what fans, patrons and the media were saying about the 

Chicago Symphony. 

 

Monitoring is the first step. The second step is increasing involvement and engagement, being 

accessible and creating conversations. Comcast, Blue Cross Blue Shield and Starbucks are 

among many corporations who not only use Twitter to keep an eye on customer service 

issues, but also resolve those very issues in public. 

 

http://twitter.com/
http://search.twitter.com/
http://backtweets.com/
http://tinyurl.com/
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Besides patrons, colleagues and fans, followers can include journalists, papers, magazines, 

blogs and bloggers. Twitter can serve as a creative way of building relationships with media, 

getting the attention and generating story ideas. (Keep in mind that some reporters might not 

like to be pitched on Twitter!). 

 

When your organization sends out an update, a number of followers (some have 50 followers, 

others have 2,000 followers. Comedian Stephen Fry has 375,000 followers!) will potentially 

see the update and follow through on a link you provide. Twitterôs strength is rapid word-of-

mouth. If your content is interesting to others, they might ñretweetò your update. This 

significantly increases your potential and you can easily triple or even tenfold the possible 

impressions and click-throughs. 

 

In early March, the Chicago Symphony Orchestra posted a tweet about Bernard Haitinkôs 

80th birthday and provided a link to free music downloads from a Dutch radio station. This, 

of course, is valuable content for the classical music audience. The CSOôs possible reach was 

556 followers, but in a short time eight other Twitter users retweeted the link, which increased 

the possible reach to nearly 3,500 followers. This is a small-scale example; you can imagine 

the opportunities when your content goes truly viral. 

 
YouTube 
 

YouTube consistently ranks among the top visited Web sites globally. According to a Pew 

Internet study, in December 2007, 70 percent of people ages 18-29 had visited video sharing 

Web sites and nearly a third of the people in that age category had visited such sites the day 

before. 
52

 

 

The top video has accumulated nearly 120 million views. Another video posted on March 28, 

2009 had already received more than 350,000 views a week later, making the weekôs list of 

most watched videos. The title of the video? ñMeet the YouTube Symphony Orchestra.ò 

 

Announced in December 2008, the project called the YouTube Symphony Orchestra was a 

major initiative by the Google-owned company. YouTube called for ñprofessionals and 

amateur musicians of all ages, locations and instruments to audition for the YouTube 

Symphony Orchestra by submitting a video performance of a new piece written for the 

occasion by the renowned Chinese composer Tan Dun.ò
53

 

 

Winners were announced in early March and will perform at New Yorkôs Carnegie Hall under 

the baton of renowned conductor Michael Tilson Thomas in April. Other famed collaborators 

include musicians from the London Symphony Orchestra and pianist Lang Lang. A video 

mashup of the concert will be posted on YouTube the following day. 

 

On a smaller scale, Chicago Opera Theater recently hosted a contest for fans to win a 

subscription to its season. All that fans had to do was post a video telling the world why they 

deserved to win the subscription. Winners were picked by a simple metric: the videos with the 

most ñfavoriteò designations by fellow YouTube users. A creative, innovative way of getting 

fans involved. 

http://youtube.com/
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Flickr 
 

What YouTube is for video sharing, Flickr is for image and photo sharing. While many 

people use Flickr for personal photo depositories, there are great opportunities for orchestras 

to strategically use the service. Perhaps most intriguing is the opportunity to tell a digital 

story. Why not tell the story of your orchestraôs history, education outreach campaign or 

touring adventures in Europe through images? 

 

Follow the tagging advice mentioned earlier to make it easy for people to find your images. 

Title, tag (including people and locations) and annotate your images to create a story. Flickr 

also invites comments and discussions about posted images. 

 

In January 2008, several museums and archives released images under a ñno known 

restrictionsò license for the Flickr: The Commons project. Participating organizations upload 

collections of photos that, for example, have expired copyrights, are in the public domain or 

are given out by the institution if they own the copyright but are not interested in exercising 

control. Participating museums and archives include the Library of Congress and the 

Smithsonian Institution.
54

 

 
Wikipedia 
 

Wikis, Web sites that allow users to 

contribute to or edit its content, are 

fully embracing the Web 2.0 

approach, operating on the 

philosophy that the more users 

participate, the better the content. 

The collective intelligence 

empowers the community. The best 

known wiki is Wikipedia, which 

takes the number seven spot in 

global traffic ranking according  

to Alexa.
55

 

 

Although wiki pages can make no guarantee of validity due to its open process (and 

vandalism frequently occurs), a large community polices, edits and cleans the pages at a 

remarkable rate. Employees of orchestras should tread carefully in the world of wikis and 

Wikipedia. After several scandals involving corporations and politicians favorably editing 

their own encyclopedic entry and even Wikipedia founder Jimmy Wales messing with his 

entry, community members and users are very weary of edits by employees or affiliates. 

 

Most orchestras will have a dedicated page on Wikipedia. But what if you see an apparent 

error on your orchestraôs page? Spelling and grammar mistakes, vandalism and spam or 

incorrect dates, titles or names can be fixed by employees or affiliates, but never 

anonymously! Transparency is key. Keep in mind that your IP number will be logged and it is 

http://www.flickr.com/
http://www.flickr.com/commons/
http://wikipedia.com/

