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Selected Case Studies

The Audience Experience Does Not
End with the Final Curtain...

A nationally-renowned performing arts organi-
zation was seeking to expand its audience
through offering free dress rehearsal tick-
ets...nowever this was not resulting in conver-
sions to ticket sales.

A strategic research program with attendees
uncovered that the performance experience
does not end with the final curtain, but contin-
ues long afterwards as audience members
relive the experience through online music and
videos.

Journey mapping was used to identify end-to-
end audience touch points and expectations
and actions for each touch point that would
enhance the overall audience experience and
especially help those new to ballet feel part of
the extended ballet community. This resulted in
attracting many new audience members in
addition to being very much appreciated by
long-term ballet patrons.

Generating Greater “Share of Wallet”
Among Affluent Women Investors...

A major financial services firm identified that wom-
en were underrepresented among its client base
of affluent investors (($500K+ Net Investable As-
sets), both in terms of share of wallet from existing
women clients and also in new client acquisition.

Research with high net worth women and the
clients’ FAs uncovered that:

e Investing is serious business to affluent wom-
en investors, for themselves and for their
family

o New widows want to work with FAs who can
help them become secure in their investing
and confident about the future

e Communications needs to portray affluent
women as how they see themselves: knowl-
edgeable, determined to succeed and confi-
dent

Armed with this knowledge, our client revised its
communications to depict the lifestyle and needs
of affluent women investors at different life stages
while training its FAs in their very special needs.
This resulted in both a larger client base fueled by
new investors as well as increased business from
its existing client base.
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Exploring the Unconscious to Cre-
ate Branding That Speaks to Deep
Human Needs...

A major Property and Casualty insurance com-
pany needed to positively and meaningfully
differentiate itself from its competitors in order to
gain significant share of wallet.

The foundation for the qualitative portion of this
research was Hylstan Archetype Methodology®
which explores underlying consumer needs and
motivators.

The research uncovered that people feel help-
less and want to “feel protected in facing the
storm” when a Property and Casualty incident
occurs in their lives and rely on their Agents as
their protectors.

Findings from this research directly drove the
creation of a new iconic brand logo that still
stands today despite multiple acquisitions of our
client company.




