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at a glance

w  London's Royal College of Music
(RCM) needed to implement a
ticketing solution that would
integrate with its existing CRM
solution to manage ticket sales and

collect patron information.

w  RCM sought a solution that would
update all information collected in

real time across of®ces.

w  The organisation selected’he
Patron Edge' because of its
seamless integration withThe
Raiser's Edge' , allowing for
streamlined daily operations and

targeted marketing capabilities.

Blackbaud software and services
used at Royal College of Music:

w  The Patron Edge*
w  The Raiser's Edge'

/

Case Study
Blackbaud Cultural Solutions: CRM Integration

Royal College of Music Implements The Patron
Edge for Streamlined Ticket Sales and Complete
CRM Integration

The Royal College of Music (RCM) is one of the world's leading conservatoires. Founded
in 1882, the RCM trains gifted musicians from all over the world for international

careers as performers, conductors and composers and other signi®cant leadership roles
within the arts. Many of the graduates are at the very forefront of the international

music scene. RCM professors are musicians with worldwide reputations, accustomed

to working with the most talented students of each generation to unlock their artistic

potential.

the challenge

The RCM admits that its previous system for selling tickets was somewhat haphazard. "We
simply didn't have a system for selling tickets,' says Ceri Herd, Audience Development Of®cer.
“Paper tickets were just handed out, either in advance or on the door of each performance,
and would be given out on a ®rst come, ®rst served basis until they had all gone,' Ms Herd

remembers.

In addition, up until January 2006 it was the RCM's policy to charge only for selected opera
performances, with the majority of performances being free to attend. As such, very little
revenue was generated from ticket sales. "As well as not bringing in any signi®cant revenue, we
were ®nding that the tickets themselves were perceived as having no real value because they
were free. People would often take more tickets than they needed, then not reliably attend

the performances, so shows that appeared to be sold out often had rows of empty seats,' says
Ms Herd. RCM students were free to take unlimited numbers of tickets for their friends and

families, which served only to compound this problem.

With no visitor information being collected through ticket sales, the RCM was also unaware of
who was attending their performances, why they were attending and what their relationship
was with the RCM. "Direct marketing would have been a wild stab in the dark,' remembers Ms

Herd, and as such, the RCM did virtually none.

The RCM Friends scheme has been managed by the Development Department usihg

Raiser's Edge' for a number of years, collecting a wealth of information on the RCM's
supporters. However, without a dedicated Box Of®ce to share this information with, or the
required systems to manage it, this information was available for Development's use only. As
such, auditorium staff were completely unaware when major donors or Friends were attending
performances just as, because of the lack of admissions records being collected, Development

were unaware how often, if ever, their most generous supporters were visiting the RCM.
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"The integration

means that
Development and Box
Of®ce do not need to
pass information back
and forth between

each other b a

change in one system
passes seamlessly back

to the other.'

the solution

The RCM wanted to implement a system that would allow them to formalise the ticket sale
process, giving them much stronger control over ticket allocation, generating revenue and also
allowing them to collate a bank of information on their audience members, which could then
be used for marketing purposes. As users dfhe Raiser's Edge' , the RCM was also keen to
®nd a solution that would make use of the information already contained within this existing

Customer Relationship Management (CRM) system.

In addition, the RCM made a decision to start charging for their concert tickets; a decision that
they knew would be unpopular and widely opposed. As such, it was of particular concern that
whichever system was implemented to manage these ticket sales be reliable and user-friendly,
leaving staff free to tackle the opposition, objections and additional challenges that the new

ticket allocation process would inevitably present.

The RCM selected’he Patron Edge' , Blackbaud's comprehensive ticketing, marketing and

CRM solution, to tackle these issues.

the results

The Patron Edge was implemented in September 2005 and work immediately began to
formalise the ticket allocation process, getting staff and students used to the idea of having

to come to the box of®ce and registering to receive a ticket. "We introduced ticket pricing in
January 2006 after a Gala event that we charged for. Now we charge for high-pro®le concerts,
with staff and students all entitled to one free ticket per show B and even that is subject to
availability,' says Ms Herd. "This free ticket assigned to staff members and students holds much
more value than it had previously, with all recipients knowing that tickets should be returned in

advance if not required,' adds Ms Herd.

Initially there was a slight drop off in numbers of concert attendees, but this recovered quickly.
“We started charging for tickets in January 2006, and have only recently increased our prices,
yet our revenue has continually increased, indicating that overall ticket sales have increased
also', says Ms Herd. “An overall picture of our ticket sales will become clearer as time goes on,
as there were no records of ticket sales kept at all prior t®atron Edge implementation in
September 2005, she adds.

The RCM's marketing capabilities have been transformed through their use @he Patron

Edge, but more particularly through its seamless integration withThe Raiser's Edge. The RCM
was the ®rst UK organisation to implement the integration between the two systems, and have
found that, in addition to the enhanced marketing capabilities, their day to day operations have

become much more streamlined.

“The integration means that Development and Box Of®ce do not need to pass information back
and forth between each other b a change in one system passes seamlessly back to the other,'
says Ms Herd. "Development need to know when Friends are attending events and they used
to have to request this information from the Box Of®ce, but now they are able to access this
information through the Patron Edge and Raiser's Edge integration. In the same way, Box

Of®ce staff can now view whether a patron is a supporter, or even a major donor, allowing



them to build up a complete view of the patron in real-time B saving huge amounts of time

The Implementatlon for both parties as they are no longer generating and providing reports back and forth to each

of The Patron Edge other,’ she adds.

has allowed us to raise Unable previously to undertake any signi®cant direct marketing initiatives, The RCM is now

professional Standards’ equipped to record attendee information for all events, even free ones, through allocating
tickets formally through the Box Of®ce. "We even offer attendees to non-ticketed events

and SImUItaneOUSIy the opportunity to join mailing lists, allowing us to gather even more information on those

our Staff’ students attending our performances,' says Ms Herd.

and customer’s "The implementation of The Patron Edge' has allowed us to raise professional standards, and

expectations.' simultaneously our staff, students and customer's expectations,' says Ms Herd. "We now have
dedicated Box Of®ce staff who are experts in everything performance-related, whereas prior to
implementation all ticket allocations and queries were handled by the relevant departmental
receptionist, on top of their existing job responsibilities. Ticket allocation processes have been
streamlined for staff, but also for customers and clients who now expect this high standard.'

she adds.

In addition, the implementation of The Patron Edge has allowed bookings to evolve, and

the RCM are now able to charge for a range of merchandise. “Charging for tickets through an
ef®cient Box Of®ce is now embedded in the RCM culture,’ says Ms Herd. "Within two years, all
the RCM students will always have known the Box Of®ce system, eliminating opposition from
those who remembered the days of unlimited free tickets. Modernising our ticket allocation
process proved a struggle at times, but with the assistance of the robust, consistent and user-

friendly Patron Edge, all have now accepted it,' she says.
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