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Actively involved in the process, understanding the plot, the play, listening 
to the chord structure, taking in all that is presented.

BRAND
INFLUENCE

65% 
READERS SAY ADS 
INFLUENCE THEIR 
PURCHASING DECISION. 

97%
READ 
PERFORMANCES 
MAGAZINE 
WITH OVER HALF 
READING IT BOTH AT THE 
VENUE AND AT HOME.

92%
READERS
SAY PERFORMANCES 
MAGAZINE ENHANCES 
THEIR ARTS EXPERIENCE.

ENGAGEMENT

Performances Magazine offers an “out of 
home” print media platform that speaks 
directly to tastemakers, reaching them 
while they are emotionally engaged, open 
and available to receive messages in an 
immersive and experiential environment.
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  Audience Survey 2015, LSC Consulting, Los Angeles, CA, January 2015
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It does not matter what you see, you walked away moved, 
emotionally stirred by what was on stage.

THE 
AUDIENCE

37%
ADULTS IN CALIFORNIA 
ATTENDED A LIVE 
PERFORMING ARTS 
EVENT. 

57%
AGE 35-64

THE OFFICIAL THEATER PROGRAM

Performances Magazine is the official theater program of the 
performing arts in Southern California reaching more than 4.9 
million audience members annually at more than 20 performing 
art venues throughout Southern California.
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https://www.arts.gov/impact/research: 50 STATES OF ARTS PARTICIPATION, 2022
 Audience Survey 2015, LSC Consulting, Los Angeles, CA, January 2015

MALE : FEMALE RATIO
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PARTNERS
90% 
AMERICANS SAY THEY ARE MORE LIKELY TO TRUST AND BE LOYAL TO A 
BRAND THAT BACKS PHILANTHROPIC CAUSES.* 

$47B
ENTERTAINMENT IS A LUCRATIVE BUSINESS IN SOUTHERN CALIFORNIA. 

HALO EFFECT

Appearing in Performances Magazine demonstrates your 
support of the arts and creates trust in your brand.* 

Placement in Performances Magazine aligns your brand 
with the most iconic arts organizations and venues in the 
country; and, allows you to speak directly to creative, affluent 
influencers.

I wanted to follow up with some statistics re: what an incredible value Performances is... What I have found is 
that, as opposed to most other ad buys, Performances reads as luxury cultural branding.”  
—Sandra, The Odyssey Theatre

P
R

IN
T

  
 l
 
l

  
  

  
  

  
D

IG
IT

A
L 

  
l
 
l

  
 l

  
  

  
 R

E
A

C
H

  
 l
 

  Audience Survey 2015, LSC Consulting, Los Angeles, CA, January 2015
** 2013 Cone Communications Social Impact Study - The Next Cause Evolution
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An active, interactive and experiential environment.

DIGITAL
ENGAGEMENT

ENGAGEMENT

Performances Magazine is now offering a digital 
program-an alternative platform for audiences 
to experience theater. Performances+ interactive 
program captures audiences while they are 
emotionally engaged and immerses them in an 
interactive experiential enivornment that drives your 
message and traffic directly to you.

BENEFITS 

Performances+ interactive program 
reimagines the way audiences 
experience theater in a way that 
prioritizes hygiene in the Covid-19 
era that demands for safer physical 
touchpoints.

Performances+ interactive program 
is the digital companion to 
Performances Magazine —helping 
to reduce material waste and our 
environmental footprint.

AD ENGAGEMENT TO 
TARGETED AUDIENCE 
WITH MEASURABLE 
PERFORMANCE

INCREASE BRAND RECALL 
AND STAY TOP OF MIND

DRIVE TRAFFIC, GROW 
ONLINE SALES + BUILD 
BRAND AWARENESS

CONTACTLESS 
+ SAFE

ENVIRONMENTALLY 
FRIENDLY + 
ECOLOGICALLY 
RESPONSIBLE
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69%
ADULTS THAT VIEW OR 
LISTEN TO THE ARTS 
THROUGH MEDIA

22%
ADULTS WHO USED 
SOCIAL MEDIA TO POST 
INFORMATION OR 
OPINION ABOUT THE 
ARTS

 

11%
ADULTS WATCHED OR 
LISTENED TO THEATER 
PRODUCTIONS VIA 
ELECTRONIC OR DIGITAL 
MEDIA*

PERFORMANCES+

Performances+ Interactive Programs 
enhances the theater experience for 
25 performing arts venues throughout 
Southern California.  

SHOW POST AD
Tailor your 
marketing message 
with a call to action 
that is specific to this 
targeted audience.
 

VIDEO/ADVETORIAL 
POST
Educate the 
audience about your 
product/service with 
short-form video 
content.

CAROUSEL AD
Capture the attention 
of the audience with 
premium positioning on 
the carousel ad rotator.

EVENT POST 
Promote your  
upcoming show  
to an arts loving 
audience.

POP-UP BANNER
Pop-up ads have 
a higher return on 
investment. The 
audience must close 
the pop-up ad before 
going on to view show 
content.

https://www.arts.gov/impact/research: 50 STATES OF ARTS PARTICIPATION, 2022
* https://www.arts.gov/impact/research: ARTS PARTICIPATION IN 2022 (NATIONAL AVERAGES)

“Art is the most effective mode of communication that exists.”  
—John Dewey, Art as Experience, 1934

DIGITAL 
MARKETING
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Align your marketing message with the Los Angeles performing arts community 
in a formatted email blast sent directly to an active and targeted audience.

DIRECT
MARKETING
80K
SUBSCRIBERS

100K+
AVERAGE HHI. 

480K
TOTAL CAMPAIGN OVER 
SIX BI-WEEKLY E-BLASTS 

TARGETED  
MARKETING
L.A. County
Theater goers / Performing arts patrons
SoCalPulse subscriber audience*

FORMATTED AD SPACE
Large, clickable show-art hero image accompanied by a 
description (~100 words) and link to direct ticketing.

*SoCalPulse.com subscribers are an active audience of local and visitors looking for things to experience, see and do in L.A.
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performances
ticket blaster

LOS ANGELES 2023/24

REQUIREMENTS
Image: Single photo must be 1000 pixels wide and between 650 pixels in height. Image 
should be submitted in JPEG format (.jpg), 150 dpi and RGB and no larger than 150kb
Copy: 75-100 words of copy (subject to editing for grammar and style).
URL: Provide preferred link for show or ticket information.
Files: Logos, flyers, PDFs and press releases are not acceptable.

DIGITAL DELIVERY
All copy and image materials must be submitted one week prior to scheduled blast date.
E-mail copy and image to your PERFORMANCES Magazine account manager, Walter Lewis 
at walter.lewis@californiamediagroup.com.

3 MONTH CAMPAIGN INCLUDES

• Six bi-weekly eblasts to 70k subscribers, targeted 
consumers and concierge

• Large, clickable show-art hero image

• 100 word description

• Link to direct ticketing

• Total campaign 420k emails

RATE: $2400 NET PER MONTH

This formatted email blast is powered by SoCalPulse.com and sent 
directly to its Los Angeles subscriber audience—an active audience 
of locals and visitors looking for things to experience, see and do 
in L.A. An additional targeted audience of affluent, performing arts 
goers is also included—doubling your marketing reach.

CAMPAIGN REACH      420K+  
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PERFORMANCES MAGAZINE and PERFORMANCES + INTERACTIVE THEATER 
PROGRAMS are the official house programs for these outstanding organizations:

THE
REACH

LOS ANGELES INTERACTIVEPRINT

BROADSTAGE
THE EDYE

CENTER THEATRE GROUP
AHMANSON THEATRE

KIRK DOUGLAS THEATRE
MARK TAPER FORUM

LOS ANGELES OPERA
DOROTHY CHANDLER PAVILION

DANCE AT THE MUSIC CENTER
DOROTHY CHANDLER PAVILION

JERRY MOSS PLAZA

LOS ANGELES PHILHARMONIC
WALT DISNEY CONCERT HALL

LOS ANGELES MASTER CHORALE
WALT DISNEY CONCERT HALL

PASADENA PLAYHOUSE

PASADENA SYMPHONY
AMBASSADOR AUDITORIUM

LA MIRADA THEATRE 

A NOISE WITHIN

THE WALLIS ANNENBERG CENTER
BRAM GOLDSMITH THEATRE
LOVELACE STUDIO THEATRE
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SAN DIEGO INTERACTIVEPRINT

CCAE THEATRICALS
CALIFORNIA CENTER FOR THE ARTS

OLD GLOBE
OLD GLOBE THEATRE

WHITE THEATRE
DAVIES FESTIVAL THEATRE

SAN DIEGO SYMPHONY
COPLEY SYMPHONY HALL

THE RADY SHELL

LA JOLLA PLAYHOUSE
MANDELL WEISS THEATRE
MANDELL WEISS FORUM

POTIKER THEATRE

SAN DIEGO OPERA
SAN DIEGO CIVIC THEATRE

PRINT CIRCULATION 120,000 PER MONTH
DIGITAL CIRCULATION 10,000 PER MONTH

PRINT CIRCULATION 65,000 PER MONTH
DIGITAL CIRCULATION 15,000 PER MONTH

ORANGE COUNTY
INTERACTIVEPRINT

SEGERSTROM CENTER
BROADWAY SERIES
PACIFIC SYMPHONY

DANCE SERIES
PHILHARMONIC SOCIETY

PRINT CIRCULATION 68,000 PER MONTH
DIGITAL CIRCULATION 28,000 PER MONTH

SOUTH COAST REP ^

SEGERSTROM STAGE
ARGYROS STAGE

PRINT CIRCULATION 20,000 3x PER YEAR
DIGITAL CIRCULATION 5,000 3x PER YEAR

^ South Coast Repertory Theater sold separately
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4.9M+
ANNUAL READERSHIP

#1
MOST WIDELY CIRCULATED 
ARTS PUBLICATION IN 
SOUTHERN CALIFORNIA.

Scan for Digital Program

RENÉE AND HENRY SEGERSTROM CONCERT HALL:

In Conversation with 
Kristin Hannah
February 5   |   IN CONVERSATION

SAMUELI THEATER:

Schumann Quartet
February 16   |   CHAMBER

Jeremy Jordan
February 22–25   |   CABARET

February 2024

FC 529 SCFTA Combo C1 0224.indd   1 1/8/24   11:25 AM


