Our task; add a youthful vibrancy to a brand suffering from customer perceptions that it was
awfully old hat. With research pointing towards an old-fashioned aura as a reason for poor

ticket sales, the CBSO asked us to induce some verve and spark into their communications.
So, by adopting a new effervescent identity supported by an idiosyncratic tone of voice, our image-changing advertising and direct

marketing worked their magic for the world-renowned orchestra. With a 43% jump in box office takings over the period of the campaign,
we demonstrated we were in tune with the CBSO's future requirements.






