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Initiatives and the Virtuous Cycle

1

ECONOMICS

•

Segment of patrons are not unitary price elastic

•

Majority of performances are at or sufficiently close to full 

capacity

•

Seeking recurring revenue to mitigate volatility (i.e., 

annuitization)

•

Corporate sponsor outreach 

•

Larger venues (e.g., Zankel vs. Weill)

•

New revenue streams with high margins (e.g., Conductor 

Workshop)

•

Board expansion broadens networks, increases board fees, 

provides division of labor which allows for greater 

specialization and productivity  

•

Economies of scale and scope

•

Cost/Risk mitigation (e.g., Google Grant up to $120K)

BRAND

•

Premier Chamber Orchestra

•

Unique offerings

•

Affinity associations (e.g., 

Morgan Library, Fashion Week)

•

Visibility (e.g., international 

tours) 

•

Community outreach (e.g.,  

Larchmont and Schools)

TALENT

•

Platform of choice

•

Pipeline from prestigious 

conservatories

•

Main feeder into 

prominent musical 

organizations

•

Diverse pool 

Chamber Orchestra of New York

Economics

Talent

Brand
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