
Going digital: the 
changing face of media

David Karlin, Bachtrack Ltd
November 12th, 2014



About Bachtrack 
The world’s largest website for live classical music

• Classical music, opera, ballet and dance 

• Over 200 reviews per month in 33 countries 

• Around 12,000 performances in the database 

• 120,000 unique visitors per month 

• Working with AEOS to list your orchestra’s concerts  

• Now in English/French/German, Spanish/Italian next year









Newspaper reviews of classical  
are getting shorter. And fewer.

• A typical classical concert review 
in a major UK newspaper is now 
300-400 words 

• Bachtrack reviews are 600-800 
words. Some online sites are 
longer 

• US and UK newspapers are 
reducing their number of classical 
music writers 

• The best online writers – paid or 
unpaid – are at least as expert as 
the newspaper journalists



(sources: World Bank, 
Audit Bureau of Circulations)

Internet use is growing. 
Newspaper use is shrinking.

Internet users as 
% of population



Your orchestra’s objectives 
(we respectfully suggest)

1. You want to play great music 

2. You want people to know that you play great music 

3. You want people to buy tickets to come to your 
concert hall to listen to the great music



On your website: be usable first. 
Be beautiful second.

• Make it easy for people to find what you’re playing:  
What / Where / When 

• Make it easy for people to buy tickets 

• Excite them with clips / interviews / articles related 
to each concert 

• If you have cool new stuff, make it easy to find



Ten website usability mistakes 
(in no particular order)

1. Website does not list the programme, or doesn’t exist 

2. Broken links or blank pages 

3. No link or information on how to buy tickets 

4. Too many clicks to reach the programme 

5. Not enough information on each page 

6. Too much space on page devoted to pictures 

7. Unclear typography and poor use of colour 

8. Concert time not shown 

9. Past events look the same as future ones  

10.Organisation by administration category (e.g. “which cycle”)





Make your website work on mobile. 
70% of people use smartphones1.

1. Smartphone use is now 70% in developed countries, tablet use nearly 50% (Bain and Company survey, 2014)



Web marketing isn’t 
just a pretty website

• Make sure people can buy tickets online 
• Make sure the ticket provider can give you data about where 

ticket buyers came from 
• Build your email list. Send them a newsletter once a month 

(and make sure you’re friendly to anti-spam filters) 
• Banners aren’t the only way to advertise. There are advertising 

networks (Google Adwords etc), editorials, sponsored search 
results and many others 

• Use social media to engage in conversation with your fans



Selling tickets:  
why web marketing wins

• You need to reach… 
• …the right audience… 
• …at the right time for them… 
• …in a way you can measure 

• With print: 
• It’s hard and/or expensive harder to select your audience 
• They see your material when you decide, not when they 

are ready to buy 
• You can’t measure results



Web marketing reaches new audiences 
Cultural tourism is growing

• The Internet reaches music lovers outside your city 
• Some facts: 

• Europe has over 200,000,000 cultural tourist arrivals each year 

• Spain is the no. 3 tourist destination, with 60,700,000 visitors in 2013 

• In Barcelona, 71% of visitors at cultural attractions are tourists 

• Within Europe, 70% are domestic, 26% rest of EU 

• Cultural tourists spend substantially more than standard tourists 

• In 2020, the elderly will be the majority in Western Europe 

• People will travel to your concerts – so publish what’s on!

Sources: Greg Richards (ATLAS): Tourism Trends, OECD: The impact of Culture on Tourism,  
European online travel trends, UNWTO World Tourism Barometer



Collaborate with your fans.  
Help them talk to each other and you.

• Get your people to post on social 
media 
• The right voice 
• Don’t be frightened to talk about other 

orchestras 
• Use the platforms your fans prefer: 

Facebook, Twitter, etc. They don’t want 
yet another platform on your website. 

• Encourage people to write about you. 
• Link to their reviews 
• Give them press tickets 
• Show contact details for the press 

officer promoting the concert



Social media example: Twitter hashtags 
People will tweet your concerts. Help them find each other.



Finding the right 
online voice

• The worst thing in the world is an online community with 
no content - so contribute. 

• Be authoritative – the best people to contribute are the 
artists themselves 

• Be natural, personal, enthusiastic. You love your music – 
make that love shine through.  
(https://www.youtube.com/watch?v=EUueB7IYDdI is a good example) 

• Think different: try to find things that are fun that people 
will send to each other.

https://www.youtube.com/watch?v=EUueB7IYDdI


Think different (1)
This Youtube posting from Gothenburg of Christian Zacharias’s response 
to a concert interrupted by a ringing cellphone won them 750,000 views 
https://www.youtube.com/watch?v=TAaU8yPXA1A

https://www.youtube.com/watch?v=TAaU8yPXA1A


Think different (2)
The Cleveland Orchestra and Chorus joined up with their local basketball 
team for intro music to the games. This is “O Fortuna” from Carmina Burana  
https://www.youtube.com/watch?v=r2Neo2T-Hw4

https://www.youtube.com/watch?v=r2Neo2T-Hw4


Title Text

• Your audience is 
moving from print to 
digital. Follow them. 

• Look for audiences 
outside your city. They 
will travel to see you. 

• On your website, be 
usable first. Be 
beautiful second. 

Thank you!

• Estamos pasando su 
audiencia a formato digital. 
Siga ellos. 

• Busquen audiencias fuera 
de su ciudad. Acudirán a 
verles. 

• En su website, dé prioridad 
a la facilidad de uso. La 
belleza viene despues. 

¡Gracias!


