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Case Objectives and Use

This case targets undergraduate and graduate courses in the principles of marketing, marketing strategy, and nonprofit marketing.  Its purpose is to give students an opportunity to develop a marketing strategy, with special emphasis on promotion, for the Broach Theatre.  It fits best towards the end of the course as it allows students to pull together many concepts they have studied.  Instructors can use this case as a basis for group work, including presentations.

Case Synopsis

This case focuses on The Broach Theatre, a nonprofit performing arts theater located in the historic section of downtown Greensboro, NC.  The theater offers plays for both adults and children and operates out of a small 162-seat facility that was until 30 years ago a Salvation Army shelter.  

As the Broach approaches the end of the 2005 season, its 18th year, Director Stephen Gee worries that his loyal audience is aging and he must do something to attract a younger audience and fight strong competition from another, newer theater located nearby.  

The Broach has done very little marketing or promotion, and Gee realizes it needs a revised marketing strategy.  He is considering applying for a grant in order to employ a consultant to develop the new strategy.
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