
CASE STUDY

Art gallery gets plan to attract locals, visitors
IntegratedMarketingCommunica-

tionsattheUniversityofTennessee’s
CollegeofBusinessAdministrationisa
senior-levelmarketingelectiveforun-
dergraduatestudents.Studentsareasked
toworkinteamstodevelopareal-world
integratedmarketingcommunications
planforanareaorganization.Lastspring,
studentsworkedwithTwistedVessel
ArtGallerytoenhanceitsperception
amongKnoxville-arearesidentsandto
increaselocalpatronage.

Company:TheTwistedVesselGallery,
locatedinthehistoricOldMillDistrict,
isownedandoperatedbyceramicartist
SteveGamza. Thegalleryshowcases
Gamza’sworkaswellasworksinclay,
glass,wood,paintingsandjewelrycre-
atedbynationallyrecognizedartists.

Whilethegalleryhasalwaysenjoyed
astrongnationalclientelewhohaveei-
thervisitedthegalleryorareawareof
itsfeaturedartists,Gamzasoughttoin-
creaseawarenessamonglocalresidents
andvisitorstothePigeonForge/Knox-
villearea.

Studentswerepresentedwiththetask
ofdevelopingamarketingcommunica-
tionsplanthataddressedpotentiallocal
demandinanefforttoincreaseaware-
nessofthegallery.

Students:DavidGarrett,Virginia
Hoover,ErinMaloney,John-Michael
Riggs,LaurenWiseundertheleadership
ofcourselecturer,ScottRader.

Approach:Duringthecourseofthe
semester,studentsanalyzedthegallery’s
strengths,weaknesses,opportunities
andthreats,andconductedin-depth,
ethnographic-styleinterviewstoun-
derstandthetargetmarket’svaluesand
needs.Theteamanalyzedexistingmar-
ketingandbrandingefforts,assessing
whatTwistedVesselGallerywassaying
andhowitwaspresentingitselftothe
targetmarket.Theteamanalyzedhow
existingloyalcustomersfeltaboutthe
galleryanditsofferings,andhowchar-
acteristicsofthosecustomerscouldbe
usedtoassessthelocalmarketforunique
art.

Recommendations:Throughextensive
research,thestudentteamdiscovered
thattheidealtargetmarketforthegal-
leryincludedwealthierretireestypically
livinginupscaledevelopmentssuchas
RarityBay,TellicoVillageandLakefront
Estates.Withhigherdiscretionaryin-
comes,thedesiretodecorateretirement
homesandamplefreetimetoexperience

the“finerthingsinlife”suchasart,this
marketsegmentwasdeterminedtobe
mostlucrativeforthegallery.

Theteamincorporatedfourseparate
tacticswiththeobjectiveofincreasing
targetaudienceawarenessby10percent
inthefiscalyear.Thefourtacticswere
anintegratedeffortincludingeventmar-
keting,aWebsiteredesign,artdisplaysat
communityclubhousesandanexclusive
“membership”affinityprogram.The
firstthreetacticsweredesignedtoat-
tractnewcustomers,whiletheaffinity
programwasintendedtoretainthem.

Theeventmarketingrecommenda-
tioninvolvedascheduleofperiodic
“openhouse”eventsatthegallery,witha
focusonmaintaininganupscaleimage
throughoutinvitations,signage,refresh-
mentsanddisplays.

AproposedWebsiteredesigntook

advantageofdesigncharacteristicsthat
appealtothetargetaudience,including
modelingthesiteafterexistingsitesin-
tendedforthesamedemographic.

ExtendingatacticthatTwistedVes-
selGalleryemploysatthePigeonForge
WelcomeCenter,theteamadvisedthe
gallerytoplaceartdisplaysatcommuni-
tyclubhousesinthetargetedretirement
communities.

Theteamalsodevelopedaunique
“HarborLeagueSociety”membership
programcomprisedoffellowartlovers.
Societymemberswouldreceiveinvita-
tionsforexclusiveopenhouseevents,as
wellasnotificationsofworkfromnew
artistsandspecialpromotionaloffers.

Theteamemphasizedaconsistentup-
scalelookandfeeltomarketingmateri-
alsandcommunications,alongwithcon-
sistentmessagingcreatedtoappealtothe
valuesanddesiresofthetargetmarket.

“Withthiskindofproductandtarget
market,thecustomerwantstobeup
closeandpersonaltotrulyappreciate
it,”explainedteammemberVirginia
Hoover.

TeammemberJohn-MichaelRiggs
added,“Wewantpeopletoexperience
theart.That’sourprimarymessageinall
marketingcommunications.Thatisalso

whyweemphasizetheeventmarketing
effortsanddisplaysattheclubhouses.
EventheWebsiteencouragesthemto
comein,versusbuyonline.”

Results:Attherecommendationof
studentsinthecourse,TwistedVessel
Galleryimmediatelyacquiredahighly
recognizabledomainnameforitsWeb
site.Thegalleryalsoleveragedthere-
searchandrecommendationsofthestu-
dentteamsbyexpandingandimproving
itsWebsitetobetteraccommodatethe
targetmarket;registeringtheirgallery
inhighlytargeted,art-orientedonline
databases;andenhancingtheirlogoand
touchpointswithpotentialcustomers.

GalleryDirectorStephanieBrichetto
noted: “Thestudentteamsprovidedus
withmanygreatsuggestions,particu-
larlywithregardtoourInternet-basedef-
forts. Inspiteofatighteconomy,weare
abletoimplementalotoftheirideas.”

Specifically,thegalleryisconsidering
targetingretiredcommunities,apoten-
tiallylucrativesegmentofartbuyersrec-
ommendedbythestudents.

■
Case Study is provided by theUniversity
of Tennessee College of Business
Administration. Formore information
contact Cindy Raines at craines1@utk.edu.

TWISTED VESSEL GALLERY
Address:3335OldMillSt.,PigeonForge,
Tenn.37863
Phone: 865-453-4945
E-mail: twistedvesselgallery@mac.com
Web: www.twisted
vesselgallery.com
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