
Beth: Hello, this is Beth Brodovsky, and welcome to Driving Participation. Today I am here 

with Cathy Cahill, who is the president and CEO of The Mann Center for the Performing 

Arts, and Kelly Schempp, who is the vicepresident of audience development and integrated 

marketing, and I wanted to bring them on today so that we have an opportunity to talk with 

an organization that doesn’t just have to survive on fundraising alone. One of the really 

interesting things about arts organizations is they have to sell tickets and bring people in the 

door. So, Kelly and Cathy, thank you so much for joining me today.

Cathy: It’s our great pleasure to be here. We look forward to our conversation.

Beth: Cathy, you have been running this organization for a little bit while you’ve had a 

very interesting journey through the arts so why don’t you share a little bit about how you 

wandered into this world.

Cathy: Well, very simply put, I was a trained professional classical cellist. I wanted to play 

the cello more than anything, and I got my undergraduate degree in cello performance here 

ironically in Philadelphia and fell into, for a lack of any other word, fell into arts administration, 

which in the early 80s was in its infancy. It didn’t even have a proper title, per se, and I 

ended up going to Drexel University here in Philadelphia again to get a master’s degree in 

something at the time called arts administration, and there were only four programs nationally 

in the entire nation that even focused on this or knew what the word meant and one of them 

was here in Philadelphia. The other two were in New York and the other three were actually 

in California and New York. I just fell in love with trying to figure out what it was behind the 

scenes that it took in my world, which was the orchestral world to get the music on the stand 

as it were for the player. What was involved? How do you get an audience? How do you 

get engagements? How do you decide who is going to be performing with you? What’s the 

repertoire you’ll be playing? Who were the publishers? Who made music available? Sort of 

all the pieces of the puzzle that as a performer you take for granted. You just show up and it’s 
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all taken care of and your expectation is that you perform at your highest level and so I just 

was, it was just pure dumb luck and I have been blessed to be in this field. I still love it every 

day. My world has changed over time. I’ve been in the performing arts business now close to 

30 years, whether it was with chamber music festivals, whether it was with major orchestras or 

in this case, great summer music festivals, but for me it’s always about the music when all is 

said and done, and I guess the gift that I have is that after all these years, I really appreciate 

what it means to be on both sides of the footlights. I know what it means to be a player sitting 

on that stage and what are those demands and what are the expectations and what are the 

satisfaction components that make that artist feel really special and that their experience 

was second to none, and I also have a great appreciation of what it takes for the team on the 

other side of the footlights to make hopefully that evening, that performance, that experience 

a resounding success.

Beth: That’s so great, and it’s such a gift to both your job and for the people that you work 

with to know that you really do know where they’re coming from.

Cathy: It’s wonderful that when we have the great Philadelphia Orchestra on our stage here at 

the great Mann Center, were in music school together.

Beth: Really?

Cathy: So when I get up on the podium and I welcome everybody and say we’re so glad 

to have them back. I look out and I see friendly faces. Actually one of the clarinetists in 

the clarinet section was my driver because he was a student when I was running the Grant 

Park Music Festival in Chicago, and he was a fantastic staff member and the evenings after 

concerts we would take the soloists and the conductors out, but we needed a driver because 

we had a park district van in those days. It was a Chicago park district program, and Paul 

drove it, and I used to invite him in to dinner all the time and say, “Well, you can’t sit out 

there in the car. Come in and eat,” and when I got to Philadelphia, and I saw him in the 

orchestra, he came up to me and said, “I just have to tell you that I had the best dining 

experience in Chicago. I ate and drank more things than I could have ever have imagined,” 

and we’re buddies now. So it’s just delightful whether it’s those connections that you have the 

privilege of having over time or new friends that you make when you’re in each new setting. 

So I’m a lucky gal.



Beth: That is awesome. Kelly, how about you? How did you end up doing this type of work?

Kelly: So I always had an extreme interest in entertainment. So my career, I started out 

playing a variety of roles. I actually started out in finance in the beginning with a business 

background and a marketing background, of course, and just decided that I just love people 

and loved entertainment. I really just switched gears and switched roles and I tried out a 

variety of different things in the beginning, sales, and ended up at Disney for several years 

doing marketing and promotions and working at the Disney Channel, Disney XD and Radio 

Disney, and the music industry for families and entertainment and through my connections 

there and my affinity for the Mann and its brand and what it does in its mission, I ended up 

here.

Beth: I bet all CEOs wish that their marketing people started out as finance people. 

Kelly: It’s a really good set of skills to have. That’s all I can say. You know in our business it’s 

hard to find people who know how to raise the money, and it’s hard to find people who know 

how to count it.

Beth: I bet.  

Kelly: It’s true. We’re blessed.

Beth: Why don’t you talk a little bit about what the Mann Center is just so the people have 

the context for what you’re trying to do here. 

Cathy: Sure. The Mann Center for the Performing Arts, that’s our formal name, is located in 

West Parkside at 52nd and Fairmount. Excuse me, 52nd and Parkside in Fairmount Park. It 

is an outdoor premiere performing arts center. We have capacity of 14,000 people that can 

fill us and then we’re sold out, quote unquote. Within that, we have a major pavilion that 

seats 4,500 and then the rest bleeds out onto our lawn and into our seats. The Mann was 

built in 1976 for the Bicentennial. It was important at the time because the organization, its 

actual predecessor and really the originating institution was called The Robin Hood Dell, and 

for some of the older listeners here, they certainly will remember the Robin Hood Dell and 



that was a venue on the east side of the city over the Strawberry Mansion area, and it was 

basically your classic band shell for lack of any other words. So in those days, and this is in 

the late 1920s, early 30s, no self-respecting city would not have a free concert series for their 

citizenship and so this band shell had basically a seating area with some lawn and some seats 

and an orchestra would play concerts and the orchestra in the day was called the Robin Hood 

Dell Orchestra. What it really was was the members of the Philadelphia Orchestra, but as I 

say in disguised meaning. In those days orchestras, whether they were the NY Philharmonic, 

the Philadelphia Orchestra, the Chicago Symphony or whomever, they were not 52-week 

institutions, meaning they were only employed generally between say September and maybe 

May if you were lucky, because that was when the subscription season happened and then 

as musicians they went off and they had to fend for themselves and find other work. So the 

Robin Hood Dell Orchestra was really the same players. They just came over, they played in 

the outdoor band shell, they played classical music with superstars, and it was a program that 

was seriously underwritten by philanthropists, but also the city of Philadelphia. So the history 

here is somewhat unique and only in Chicago is the only other institution that I know of in the 

country who has the same model or had I should say, the same model. Chicago still does. We 

do not anymore, which was if you paid a small token membership fee to the nonprofit, your 

contribution was matched by the city, and they allowed the citizens in Philadelphia to come 

to concerts for free. So you would clip out of the Inquirer a coupon, literally that said “Good 

for one free ticket to the Robin Hood Dell,” and then subsequently The Mann, and you would 

mail it in to the park district and they would mail you back free tickets, and so the program 

was subsidized with heavily public sector funding in the city and by these individuals who 

supported the membership program and so generations of Philadelphians came and flocked 

to the Dell.

Beth: My dad did.

Cathy: Yep, right, and I hear these stories from grandparents, and I went with my 

grandparents. I mean there are so many wonderful anecdotal stories of how meaningful 

basically this free concert series was and I’m using “free” putting it in quotes with my fingers, 

and it built audiences for the future for what are now the elderly patrons of the Philadelphia 

Orchestra and are elderly patrons who still love the orchestra as we love the orchestra. So that 

was the history and then when the American Bicentennial was being thought about for the 



city as a real sort of international accomplishment, they decided that it was time to build a 

proper covered pavilion because the band shell was uncovered so if it rained, rain dates were 

prominent during its many, many years at the Dell because if it rained, you had to then go 

hopefully the next day and if it rained the next day, so much for that, and you were done; the 

concert was canceled. So they built this world class pavilion with a seating capacity of 4,500 

with a cover so there’s a roof so that no matter what the show can go on, and, at the time, 

what was quite unique about The Mann, because it is summer in Philadelphia and it’s hot and 

humid, they put air conditioning on the stage, which at that point …

Beth: Really?

Cathy: It would cool down the players. It’s just run around the very front lip of the stage, 

so where the violins and cellos are basically, but it was a monumental accomplishment at 

the time. Now it’s not so uncommon, but in the day it was, and so in 1976 the then-Robin 

Hood Dell West, is what it was actually called, was opened, and it was the Robin Hood Dell 

West for a few years until the leaders of the city determined that it really should be named 

in honor of a very important man named Frederick R. Mann, M-a-n-n. That’s two ns, and he 

had been the leader and the force behind the series at the Dell and then he was also a city 

commissioner, and he was instrumental in getting The Mann built by the city. The city paid for 

it in 1976, so the then-leadership thought it’s time to honor Freddie for all of his contributions 

to making the series as successful and as internationally acclaimed as it was for being a 

leader and ensuring that a proper venue was ultimately constructed to meet the best state 

of the art standards of the day and they changed the name to The Mann Music Center and 

many, many people know it of course as The Mann Music Center as well. So about 10 years 

ago or so, no actually more than that now, my predecessor took a look at the programming 

mix and determined that we weren’t just doing music. We were doing other forms of artistic 

presentation, so the name was changed to The Mann Center for the Performing Arts. Basically 

everybody calls it The Mann, and that’s how we refer to it.

Beth: So what kind of things, what’s the range of what you have going on today because I’m 

assuming that my dad went to the Robin Hood Dell. We used to joke, my mother used to 

joke that he used to go because that was the one quiet place he could go to take a nap, but 

he loved classical music. Nobody else did, so he could go and be left alone for a little while 



and thoroughly enjoyed it, but there’s a much broader range of the type of entertainment. So, 

Kelly, what kind of things are you doing now and how does that affect the different audiences 

you need to communicate with?

Kelly: So The Mann has very unique programming. We have anything from wonderful 

orchestral programming and classical nights that are purely classical in nature to pop 

rock shows that draw a completely different demographic, and we actually not only have 

the pavilion that Cathy mentioned, but also our Skyline Stage, which draws a completely 

different audience, that indie rock audience, so marketing can be quite a dichotomy at 

times between trying to reach that traditional audience for the classical all the way through 

traditional marketing means. Maybe it’s print, you know, television, radio, things that really 

reach that certain audience and then the indie rock audience through some of our other 

audience engagement and grass roots marketing and social media channels and really doing 

a thorough marketing mix of and really depending on the show, every show is different. You 

know I don’t have one set formula for any show that works. It really depends on the content in 

the programming. 

Beth: So, you have to you know every day of the week attract people to come and show up. 

What I love about you is you have what I call the marketing trifecta of a nonprofit. You’ve 

got to get people to show up, you need to get them to stick around and then you’ve got 

to inspire them to give back. So to build the kind of participation that you need to sustain 

yourselves, what kind of participation are you looking for? What does that word mean to you 

here?

Cathy: Well, I’ll jump in first and then I’ll turn it over to Kelly. Participation from my point of 

view is actually a broader term than just an audience. We have a board of directors. They 

are our volunteer board. Anybody that is on a board of a not for profit is a volunteer. In the 

commercial world, in the corporate world, there are paid individuals that sit on boards. That 

is not the case for not for profits. Members who serve in board leadership roles on boards 

and on councils are all there as volunteers and they actually contribute to the well-being of 

the institution. So that’s one group to participate who are critically important because at the 

end of the day, your board of directors have the fiduciary responsibility and to set policy 

for the organization. If you do not have a strong board of directors who understand their 

role and are actively fundraising and being your ambassadors and champion at every level, 



your institution is going to be challenged. So you’ve got board participation and you have 

volunteer participation. We have a large group of wonderful individuals who love to support 

The Mann and they come and they support us at our concerts and they work as ambassadors 

on site. They host events and fundraising events for us. They’ll come into the office and they’ll 

help with things like mailings and other things that are just very important that we don’t have 

enough staff resources for. So our volunteers are very important. Then you also have ushers. 

In our case we have ushers at the theater. The ushers, some of them have been coming since 

The Mann was opened I kid you not. Stories of this artist and that artist.

Beth: I have friends that met and got married because they were ushers here.

Cathy: So we love those stories, and so our ushers are basically volunteers, and again, they 

come and they put up with some very challenging situations. You can have a rock show where 

the place is sold out and it’s a fairly colorful crowd, I might say, and then the next night is an 

orchestra show. So they have to be able to really sort of understand the demands of what 

those audiences require for our services on site. Then you have staff. To find really qualified 

staff for your administration, that’s another form of participation. Yes, you’re paying them, 

God willing. Probably not paying them enough because most of them could go out into the 

for profit sector or if they’re in the development world can go into say higher education or 

health care and make a lot more money. So there’s this level of participation level also from 

your staff that you have to absolutely hopefully inspire, recognize, and you probably can’t pay 

them what they’re worth most of the time, but you can find other ways for them to feel that 

their participation matters and most of them come and work for you because they love your 

product and hopefully love the experience of working with a great team. I’m blessed. I have 

a great team. When we have a success at The Mann, it’s a team sport. It is absolutely a team 

sport, and when we have a failure, the buck stops with me. So we have both. So participation 

for me and then of course there’s the audience and then there’s your donors and our donors 

tend to come from the pool of our audience, which makes sense. They come, they get 

engaged, they like the experience, they think it’s important to sustain, they see The Mann as 

an important specific asset, they see it as an incredibly important educational leader. I’ll come 

back to that later in our remarks. They can possibly see it as a place that they want to bring 

their friends because they love a particular genre of music. I have board members who love 



the orchestra and wouldn’t be caught dead at a rock and roll show. I have members on my 

board who love rock and roll and don’t really like orchestra shows although we keep trying to 

encourage them to experience that. So we get a different spectrum. They also are important, 

because at the end of the day, if you don’t have an audience, you don’t have an organization. 

So there’s a combination of all those factors and then you have your corporate supporters 

and you have your foundation supporters and you have your public officials who support you 

through government support and then you have special events. We do a golf outing every 

year that’s highly successful and we have individuals who love to play golf and they know that 

the proceeds coming from that help to support our education program and that’s the whole 

cohort of people who participate with the golf. They may never come to a sit down dinner 

for a gala, but they love to play golf and they know that their support is supporting a worthy 

organization so the list of participation is large in my book.

Beth: Right. So you’ve got all of these different audiences. Where do you begin at the 

attraction level to find and bring these people into your matrix as I call it? To move them 

along this life cycle that you mentioned from you know finding us to showing up at an event 

or a show or however they start out with you. What would you say is the first step here to 

attracting the right people?

Kelly: I think it’s producing your quality consistent product and really knowing someone that 

when they step foot on The Mann they’re going to not only enjoy the show and enjoy the 

artist and sure that’s a driving factor, but know that they’re going to deal with the staff that 

Cathy talked about, who is fantastic and a true family at The Mann and that they’re not only 

going to have that wonderful “OK, well, I came in, everybody was friendly and courteous and 

I saw an artist in an spectactically you know acoustically sound pavilion, I heard the show, 

I enjoyed it, but I also walked up to the top of the hill and I saw a spectacular view of the 

city and the skyline and it just felt,” or maybe, “I came for movie night and I experienced 

something that I really can’t experience in other places, something very unique to The Mann,” 

you know. With our view of the city and the lawn and maybe I had a picnic on the lawn and 

under the stars and I watched the orchestra rip a score from Godfather while Godfather 

played and introduced it to new audiences. So I think that’s sort of the participation. There’s 

just a variety of factors and I think that without a team and The Mann doing it so well together 



that really makes it that love and brand infinity that we were talking about the life cycle earlier. 

That sort of first time. I come from The Mann. I’m not sure what to expect. I’m delighted that 

this is something different. It really kind of stands out and then you know I come next time 

and I bring family and friends and it’s a different audience and now I’ve been introduced to 

the orchestra and I hadn’t seen that before because I was a Lord of the Rings fan and now I’m 

coming back for Gershwin and I’m enjoying it with my family and friends and next time I’m 

advocating and maybe becoming a donor. So it’s that life cycle that we love to see from first-

time buyer to advocate.

Beth: You know, it’s so much fun to talk to people who work in an organization that I 

actually have personal experience with. I do so many of these shows with organizations all 

over the country and to talk to people and to listen to you talk about how you’re creating 

this experience and to know that I’ve absolutely felt that and even just in the little things. 

Philadelphians and people that live in the suburbs don’t tend to like to come into the city. 

People that live in the city don’t like to have to unpark their car, but the littlest thing at The 

Mann is it’s so easy to get, your staff that works in the parking area is amazing and you just 

know, “I’m gonna be able to get home. I’m gonna be able to get out of here.” It’s those 

little things that make you say, “This is worth going to again because they made it easy for 

me,” and I can see how somebody would say, “This time I came for this even,t and now I’m 

gonna try something totally different because the whole experience is very cohesive.” It is 

an experience. I have tons of memories of being a young person, newly married with no 

money and only enough money, you have no money for entertainment when you’re young. I 

remember, it’s been a long time, you know being able to spend $8 for a ticket, have a picnic 

on the lawn with like our best friends and have just a really great evening out and it felt more 

like an experience. There are many other things that you can do, so much more than going to 

see a movie.

Cathy: Well, that’s the story we love to hear and accessibility is a top priority for The Mann, 

consistency in the experience so that you can be confident, whether you’re bringing family or 

your friends that the experience you’re gonna have is consistent with our brand so that even if 

it’s raining and God forbid, it does rain in the summer, that we are still able to take care of you 

in an appropriate manner.



Beth: I sat in the rain many times.

Cathy: We’re giving out ponchos, plastic ponchos, because …

Beth: Really?

Cathy: Uh huh, for free and you know people, when we were handing them out this past 

summer because we really had a rainy summer, we’re like, “Oh boy,” people were like, “You’re 

giving these out for free?” and we’re like, “Yes,” because we want that experience and, if just 

that poncho makes you think that, “Hey, they actually cared about me,” which we do, that’s a 

good thing, and tickets are still very accessible depending on where you sit. If you’re sitting 

in the front row seat and you want to pay top dollar because you want to be up close and 

personal with the orchestra or the artist, that’s your choice in the gold circle, or you can be on 

the lawn for $15 or more or whatever it is. There are different prices for different shows, but 

it’s still the best bargain in town and to Kelly’s point to your own experience. There’s nothing 

else like it. Where are you gonna go sit under the stars and enjoy world class music at an 

affordable price? It’s only at The Mann and so we think that unique selling point, as long as we 

can be consistent with you and you know that your brand experience is going to be positive 

and that you can then recommend to your friends. Would I recommend The Mann after my 

experience? We are now very focused on that. We do a set of surveys after each concert. We 

get live …

Beth: Really?

Cathy: Oh yeah. After every concert. We’ve been doing it for a number of years. We measure 

it. We are actually using a net promoter score program that Disney uses and we are about 

6.37 against 7. Seven is almost unheard of. Nobody gets a 7, so we’ve come a long way 

where we were in the beginning not so high, and we get feedback instantly the next day 

and we are able to take that information, good, bad or indifferent to the key stake holders 

on the campus. So if the hot dogs were cold last night, we’re able to get feedback to our 

concession area. There were complaints about the hot dogs at x, y, z location, or there was an 

issue with a security officer that was not knowledgeable enough about a question that they 

asked or we get feedback, it was a great experience. Loved the music. We have a new state 



of the art lawn sound system we just put in and we put in two giant video screens that are 

HD, high definition, that are so bright you need your sunglasses. They’re on the back of the 

pavilion so now you’re on the lawn, you are up close and personal as if you were on the stage 

with the artist. The feedback about that has been tremendously positive so we’re monitoring 

constantly what our patrons are experiencing and learning from that and then taking that into 

account with our master planning and strategic planning about how do we need to change 

course appropriately if there’s an issue. So we’re right now doing a major, major study of the 

pavilion, as I said. Oh, I didn’t mention this. We’re celebrating our 40th anniversary this year 

but 40 years means she’s 40 years old.

Beth: Exactly!

Cathy: Right so there’s probably a little nip and tuck here and there that’s probably in order. 

So we are literally studying what are the next big steps for the campus so that when you 

come with your family and friends and guests, that you have a state of the art experience 

with a customer experience feeling that you’re in the most competitively attractive desirable 

location.

Beth: So, Kelly, what are you doing to move people from going to that “I showed up. I 

found the first concert because it was maybe somebody that I knew and I liked and they just 

happened to be at The Mann,” to somebody that comes back? I’m always very interested in 

what’s that tipping point to get people engaged and involved to move along the journey with 

you.

Kelly: So there’s so many factors that contribute to that. You know, everything from simply 

having their contact info and target marketing them strategically for similar genres and what 

you think will be of interest to them, reaching out to them through our social platforms so now 

you can through emails and things beyond just email blast you know and making sure that 

we’re reaching the right people for the right shows. Reaching out to broader audiences, the 

experience. I mean there’s just so many contributing factors that 

Beth: Do you find you get, do people usually give you an email address? 



Kelly: Absolutely.

Beth: When they buy a ticket?

Kelly: They do.

Beth: Really?

Kelly: They do. We have a large database and everything is up and so it’s very easy. People 

who are receiving our information want to receive our information, which is positive, and 

as Cathy said, we use our survey data and it really does influence our trends. So not just 

in exactly we can see what percentage of people have heard about us from a wonderful 

billboard they saw on I76 or what percentage of people heard about us through a campaign 

we might have done with one of our radio partners, maybe WRTI, and then we can use those 

avenues and feedback we got to make a move very quickly. So it’s all really about moving 

quickly throughout the season and adjusting accordingly. So you know, a plan is an action 

and then we have wonderful customer feedback and I think we are pretty proactive at making 

good decisions and learning you know that program was really successful. You know or it 

might even be on some of the other platforms. Yelp or Ticketmaster that you hear these 

survey responses and when they’re negative we move very quickly on that, and when they’re 

positive we’re happy to hear it, and move forward with that as well. So it may be people 

saying, “We love Lord of the Rings. Can you bring it back this season?” Then we think about 

that and strategically when we plan our programming.

Beth: And are you now trying to be like a presence? You’re using social so you’re actually 

having this conversation with your members, your constituents, the people that come so 

do they get the sense you’re listening to them and making these decisions based on their 

feedback? How are you sharing that?

Kelly: I hope so! I hope so.

Cathy: You know, we’re all bombarded with so much information all the time. Right? The 

surveys are anonymous so it’s not like somebody writes us and says, “Hi, it’s Cathy Cahill and 



I had a problem with x, y or z,” or “I’m Kelly Schempp and I left last night and it was the top 

of the news.” We don’t know who they are because it’s a whole formula. Anyway, so how do 

you communicate back what you’re doing? That’s now when she’s sending out an email blast, 

those people, by the way who are surveyed, we have their email addresses. All the surveys 

went out to a block of emails. We just don’t know who responded because we want it to 

be anonymous, but then when the next email blast goes out and we learn from somebody 

that, we do something called a pre-concert announcement. The day of you get a show 

announcement that says, “Tonight weather looks iffy. Don’t forget to bring your umbrellas. 

Concert time is 8 o’clock.”

Beth: So for everyone that has a ticket to that event there’s like a little …

Cathy: Yeah, they get an email that day from us reminding them.

Beth: Like if you were hosting a party?

Cathy: Exactly.

Beth: That’s lovely.

Cathy: That’s been very successful for us. So now that we know we have new video screens in, 

so the next time she’s communicating to the lawn patron that we have an upcoming show, she 

can say, “We have state of the art lawn screens for you to enjoy tonight’s performance,” so we 

can start to take some of the stuff that we’re learning and position that in her communications 

back to people. It may not say, “I heard that you wanted lawn screens and now we’ve got 

lawn screens.” I don’t know if that’s a good example.

Kelly: That’s a good example.

Beth: That is a good example, I think.

Kelly: Because it’s not, it’s not as obvious. You’re correct. It’s all very strategic in nature and 

sort of the behind the scenes you know and then you come out. It’s just as if you go anywhere 



and you experience something wonderful. You never see how hard people work to load in 

equipment.

Beth: Right, but it does really communicate the value of collecting that data with the purpose 

of doing something with it, that understanding what people are saying and there’s a lot 

of value in getting that feedback even if it’s in a mass scale to both help you operationally 

decide what you need to be changing and approving as you hit the stage and also you know, 

what do you need to be communicating back to build that cycle of engagement to make 

people know that you’re listening and growing and based on what they’re saying.

Cathy: Well it’s really interesting so when I first got here 7 years ago, it’ll be 8 over the 

summer, we hadn’t had any market research done in a long time and I was asking for the 

market research and they looked at me like I have three heads. So I’m like, “OK, I guess we 

don’t have any,” so we endeavored for about two years to do a very comprehensive study of 

our marketing trends and one of the things, and you’ll appreciate this story, and this is before 

Kelly’s time, too, I was told we couldn’t program anything on the weekends here, and I was 

like, “What are you talking about?” because I came from summer festivals where weekends 

were considered very desirable, and they’re like “Oh no, no.” Every, quote everybody, goes 

down the shore, and for the people in the Philadelphia region, that’s the expression when you 

go to the beach.

Beth: Right.

Kelly: People not from Philadelphia, you don’t know, it’s down the shore. 

Cathy: What is that? When I lived in New York, and I would say down the shore and they were 

like “What? It’s called going to the beach.” So I was like, “Really. Everybody in Philadelphia 

goes to the beach, goes down the shore. I’m like really?” so that was what I called something 

that had to be understood as true because if that is the case, then I’m sure the heck not 

gonna program on weekends because no one will be here. So we did a whole lot of research. 

That was one of the questions and we learned that in fact that wasn’t the case. That was more 

of a mirror marketing experience, meaning the people we were talking to were the people 

who went down the shore. We were looking at ourselves. 



Beth: The problem is there’s nothing left here for those of us that don’t.

Cathy: Correct, so I call that one of our Mann myths and I know how to really figure out is 

that the truth or is it a Mann myth and it turns out it was a Mann myth. Then I was told we 

couldn’t program anything around Fourth of July weekend because of all the activity on the 

Parkway. Well, a couple years ago we did R. Kelly on July 3, and everyone was like “Oh my 

God. It’s gonna be a bust. You’re gonna lose all this money.” Well, it was a huge success and 

people came flocking, so we have some Mann myths and marketing research and testing and 

challenging issues and taking a hard look at some of those things, which is not comfortable 

for some people. They like to stay where they are, change is hard, has actually helped us 

make informed decisions. Do we make every decision accurately and correctly? No. We 

study just as an example an organization called Pollstar, which actually publishes all the ticket 

sales for shows across the nation. So we can look at a market and if a show is coming to our 

attention and it did great at Wolftrap and sold out in Hollywood Bowl and our experience was 

that we lost money, we couldn’t sell enough tickets. So we’ve had to learn that just by looking 

at data doesn’t mean it’s OK for the Philadelphia market. Right? So you have to do a little bit 

more homework and testing to figure out what is this market going to bear.

Beth: I love that perspective and it’s such a good message to put out to people because I see 

in all the organizations that we work with both ends of the spectrum. People telling me, “You 

know it can’t be purple because my bedroom was purple when I was a kid and it gave me 

nightmares,” so there’s like an organizational decision based on personal, and that happens 

because people, one of the things that we see all the time is, “We can’t email ‘x’ often 

because that’s too much,” and it’s because it’s too much for them, or we can’t ask for a gift 

more than once a year because I don’t like to be asked for a gift more than once a year.

Cathy: Mirror marketing.

Beth: That’s a great term. I never heard of that before. I love that, but I also think it’s 

important if you’re telling people we’re not gonna make that decision just because that’s what 

you think, to also tell them we’re not gonna be making the decision based on what the data 

says, that there’s some middle ground that I think will probably help people release a little 



bit of their hold on this is what I’m comfortable with if you know that it’s not gonna swing the 

pendulum all the way to the other side, to the data says this so we’re doing it. That’s it. What 

you say doesn’t matter.

Cathy: Correct. So it’s like anything. I think common sense has to play into it and you hope 

that you have experts sitting at the table around you if you have enough resources to make 

informed decisions and if everybody had a crystal ball and could figure this out perfectly, no 

not for profit would be struggling, so the truth of the matter is there is no perfect answer. You 

have to bring your best judgment to the table, using whatever vehicles, tools, resources that 

you have, whatever that decision is. So for example, one of the groups on my board were 

constantly trying to figure out how to engage them more to use that, and so we did a board 

survey this year, and we asked a lot of careful questions and for those who didn’t respond we 

followed up and got their responses and took into account and we have changed the way 

we do business now, both times when we hold our board meetings, the content in our board 

meetings, the way we are communicating with our board and it has been transformative, but I 

didn’t know about that until we started to ask the question “What do you want?”

Beth: And that really makes a difference. So the last piece that I want to get into before we 

wrap up is is that third jump. How do you move somebody from a regular participant from 

somebody that has shown that they’re gonna show up and that they love what you’re doing 

from a consumer standpoint to a donor? What’s been working for you?

Kelly: I think that we have a wonderful team here, involvement that does an excellent job, 

really cultivating relationships and that’s a really important piece of the puzzle and growing 

those relationships and growing referrals of some of our advocates already and are Mann 

members who love the experience and can share it with their friends and colleagues, but 

I also think that some percentage of it ties into the programming, you know. I’ve seen 

personally some new donors come on when the content and the shows do really, really well 

and there’s an interest there and that’s a great opportunity for us to say, ‘Did you know about 

The Mann?” Here we are, and here’s these wonderful educational programs and festivals we 

put on to reach the underserved community in Philadelphia and with your support we can do 

that, so beyond what you see on the popular stage, there’s a whole other behind the scenes 



story that we love to help you help us out. 

Beth: That’s lovely, and I think that that really is it. We’re all talking in nonprofit 

communications right now about storytelling and about connecting people with not just 

what you do, but why you do it, and I think that’s really lovely. Cathy, if people are in the 

situation where they need to do more communications than just fundraising communications 

or they need to do this level of attraction and creating programming, what advice would you 

give them as sort of maybe the first place to start or wherever they are right now? What’s 

something that they could look at that maybe would be new?

Cathy: Well, it really depends on the organization you’re talking about. If you are a 

performing arts organization, your mission is going to be geared to presenting some kind 

of art form, whether it’s theater, music, art, opera, you name it, ballet, dance, whatever. If 

you are a not for profit that is a social service, you’re really focused on serving underserved 

communities, whether you’re helping with food pantries or you’re helping them with 

homelessness or after school programs for children at risk, etc., etc., you have to go back 

to your mission. What is the point of what you’re doing and why are you doing it? We just 

underwent a major year and a half exercise, I’m not kidding, which was a big big undertaking 

on top of all your regular work, but it was critically important to do and we did a whole 

strategic plan and we involved a whole constituent of stakeholders inside and outside the 

organization to help us better understand the landscape of the community we’re serving. 

We revisited our mission statement, which had gotten really old and very stale and we really 

revisited it and there was a lot of discussion and that was very exciting for all the stake holders 

by the way. That’s when they really get engaged. Then we did, which we never had before, a 

visiting session on what was our vision for the institution so we have a vision statement now 

and we also did a values assessment. What are our values? What do we value? So we have 

a mission, vision and value set of parameters. They guide our work collectively every day 

and if something comes to our attention that’s not in mission, there are a lot of things that 

can distract your organization to take a left turn when you need to stay on the straight and 

narrow and on the right side and it’s a real challenge for not for profits not to chase funding 

because there’s so many prescriptive funders now and particularly in certain communities that 

it has to be new and it has to be different and it has to da da da da da, and so you still have 



to chase the money and you start to get off mission. You have to be really careful not to get 

mission creep as I call it because that can really distract an institution and leave it sort of really 

floundering. So once you understand mission, vision and values and hopefully it’s a collective 

process because it shouldn’t be the CEO sitting at their table writing on the back of a napkin. 

They will not get by it. OK. So once you go through that very important process, which I 

found very invigorating and exciting, then you start to look at what are the possibilities out 

there. So for us for example, Kelly mentioned our Skyline Stage. We just put the Skyline Stage 

in three years ago and it was again driven by the fact that we were committed to finding 

younger and newer audiences. That’s part of our statements and we wanted to engage them 

in a different manner. It’s a very different experience to go to the Skyline Stage where there 

are no seats, by the way, and it’s at the top of the hill with a spectacular view of our center 

city. It looks like Oz in the distance when Dorothy wakes up from her poppy splendor and 

she’s looking and there’s Oz twinkling in the background. That’s exactly, I get goosebumps, 

of how it looks when you’re at the top of The Mann and we recognized it. We wanted to get 

young people into The Mann, and we had to get new people into The Mann because if we 

wanted to have a future, we had to get them in. So the Skyline Stage was an experiment to 

see if that was possible. It’s had some successes. It’s had some not successes, but we have to 

stay the course and then continue to evaluate is it meeting what we wanted it to do. Last year, 

56 percent of the people who attended Skyline Stage were first-time attendees to The Mann. 

That’s an exciting opportunity to now to your point earlier. You’ve got to get them in. You 

better have something in our case, something on the stage that engages them. They better 

have a first class experience. They have to hear from us after the fact what did you think? 

What did you feel about? Now they’re on our list. Kelly can tell you like artist X. We have artist 

Y coming. Last year we did the first cycle in the main house of Lord of the Rings, which is big. 

You’ve heard Kelly mention if you’re a Lord of the Rings junkie like I am and it was a big risk 

for us, but we sold 7,500 tickets. It was a home run. We are now doing, we haven’t announced 

it, but I’ll do it for the sake of discussion here, we are going to be doing the second of the 

trilogy because everybody said, “Well, you’re gonna do the second of the trilogy, of course.”

Beth: You can’t leave us hanging.

Cathy: We can’t leave you hanging so we’re going to do that. So you’re gonna get a 



communication if you were a purchaser from Kelly at some form or another that’s gonna say, 

“You loved the Lord of the Rings last year. Get your seats now. It’s back by popular demand,” 

or however she’s going to position it. So it’s really all about understanding mission, vision 

and values, taking it there and then to the next step of how you translate that and for us, 

part of our mission was to ensure that we continue with an orchestral season, but that builds 

an audience for the future. So in our case, you’ve got the great Philadelphia Orchestra 

performing at the Kimmel Center during subscription season doing wonderful classical music, 

some of which would not appeal to our audience at The Mann, and we can do things at 

The Mann for 14,000 people that they can’t do in the Kimmel Center, and so when we now 

bring other visiting orchestras, we’ve had the Pittsburgh Symphony, we’ve had the Baltimore 

Symphony, we’ve had the Russian National Orchestra, when we bring in other visiting great 

orchestras as well, international and national caliber, they know that we are a very innovative 

program, that we do not need to do what they’re doing in their subscription houses back 

home. We can do something different, so movie nights are an example. So to whoever is 

listening and they’re trying to figure out what they should be doing, you’ve got to get back to 

your core basics and that will give you the platform and frankly the blueprint with innovative 

staff and innovative connectors around you to help you every day challenge yourself. Am I still 

doing what we agreed on as an institution? And if it’s not working, then you’ve got to get real 

and go back to the drawing board.

Beth: I think that is such great advice especially because you know it’s so easy to have the 

mission creep as you say and what I find is you work with people for years, you know the 

boards for years and you almost get the more piling on and then when it’s time to revise the 

mission, what people want to do is they want to do a new mission that now encompasses 

everything, but that often has the opposite effect, narrowing in. I call it narrowing the cattle 

chutes so that you really know when you’re speaking to somebody, you want to be between 

here and her to stay aligned with what’s right for you and the other thing I liked what you said 

was you know how you partner with the Kimmel Center, you work with other organizations, 

how you bring in these because you now really know what is unique and special about you 

and you’re not trying to be those other people. Other organizations are now not threatened 

by you and they’ll play with you and …



Cathy: Collaborations for us is something we haven’t talked about today. Collaboration is a 

very important part of our day to day, again goes back to our mission, vision and values and 

Kelly mentioned that we do festivals. We’ve launched festivals now for the last three years 

and these are anywhere from 6-8 month festivals where we are focusing on a particular either 

historical or musical centerpiece and we therefore then go out into our community and we 

do free programs in churches, in neighborhoods and community centers and schools. This 

year we’re partnering with the zoo and the library on a festival that we’re doing. Next year 

we hope to be partnering with some of the science institutes here and some other schools. 

We are taking The Mann out of The Mann and again back to mission, vision and values in 

a strategic way. We’re not chasing the funding. This is part of making The Mann accessible 

and making sure that we are out there in the community, saying that we’re not an ivory tower 

sitting over in West Parkside. We are an accessible inclusive and welcoming institution, and 

so that was a new direction that we embraced, but it was part of mission, vision and values 

again. It wasn’t mission creep. There’s a funder over there that wants to give me some money 

to go out in the community. No. We found the funders who were interested in what we were 

doing because it was part of what we wanted to do and how we wanted to manage. You can’t 

be everything to everybody and I say that routinely to our team and our board and we’re all 

in agreement and alignment. We’re a $15 million institution. We’re not $150 institution. We’re 

not the Smithsonian and we’re not the Kennedy Center, but we are unique and special here so 

we know within our bandwith, we have a very small, but mighty team. People think because 

we have a big product we have an army of people. We really don’t . We really don’t and so we 

have to measure the bandwith what we can accomplish with the team that we have because if 

we get too over-extended, then we can’t do what we need to do well, and so I’m always the 

one saying, “If we’re not going to do it well, we’re not doing it.” We’re just not doing it, and 

that’s hard sometimes to say no. 

Beth: This was wonderful. Thank you so much for both of you sharing your knowledge and 

your experience with both me and the whole nonprofit community. So I truly, truly appreciate 

your time. If people have questions, how can they get in touch with you?

Cathy: Well, if you want to learn about our season just in itself and all the wonderful things we 

do, we have a very rich website and you can go to MannCenter.org. That’s M-a-n-n-C-e-n-t-e-r.



org, one word, MannCenter.org or you can email me at CCahill, that’s C-C-a-h-i-l-l, C as in cat, 

C as in cat, a as in apple, h as in happy, i as in ice, l as in love, l as in love @MannCenter.org.

Beth: And Kelly? Do you want to share your contact information as well?

Kelly: Surely. I can be reached via email at KSchempp@MannCenter.org so that’s K - S as in 

Sam, c as in cat, h as in Harry, e as in elephant, m as in Mary, p as in Peter, p as in Peter.

Beth: And we will put links to The Mann’s website and their programming and contact 

information to everyone on the show notes page. Thank you so much again. I truly appreciate 

your time.

Cathy: We appreciate being with you and your listeners and hope that you will go on 

MannCenter.org. Find our about our wonderful season, sign up and learn all about The Mann, 

come to the concerts, become a member and get engaged. We love to call The Mann, “what 

summer sounds like.”

Beth: I love that. That’s lovely.


