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OPERA America’s Annual Field Report (AFR) is based on the Professional Opera Survey (POS) that member opera companies 
complete each year by submitting details of their annual financial, performance and attendance activity. The 2007 AFR 
covers the fiscal year that ended during calendar year 2007 and includes data reaching back to 2003. This data provides a 
summary of key facts and trends in the United States and Canada. As in 2006, the 2007 AFR reports mixed results from the 
field with strengths in some areas offset by challenges in others. 

Highlights of the 2007 AFR:

•	 The AFR Constant Sample Group increased in 2007. The 2006 AFR included 56 US and 11 Canadian companies. 
	 The 2007 report contains 11 additional US companies and one more Canadian company. 

•	 Across the field, revenues were being generated at a faster rate, on average, than expenses from 2003 to 2007. In 
	 FY07, 68% of companies from the AFR’s constant sample group reported balanced budgets or surpluses. 

•	 In the US Constant Sample Group (US CSG) (companies that reported consistently for five years): 

	 ◦	 The percentage breakdown of income from earned sources, contributions and released assets remained 
		  extremely consistent from 2003 to 2007. 

	 ◦	 Performance activity indicators – productions, performances and attendance – increased steadily from 
		  2003 to 2007.

	 ◦	 Level 1, 3 and 4 company budgets grew at roughly twice the rate of inflation from 2003 to 2007, while 		
		  Level 2 company budget growth, on average, lagged behind inflation over the same time period. 

	 ◦	 The largest percentage of contributed income for all US company levels came from individual donations. 
		  In general, the smaller the company, the greater the reliance on individual gifts.
	
•	 In the Canadian Constant Sample Group (CA CSG):

	 ◦	 Companies reported, on average, 27.3% revenue growth since 2006, and 58.1% revenue growth since 
		  2003, with net income in four of the past five seasons.

	 ◦	 Canadian companies posted dramatic increases in box office revenue from 2006 to 2007 and from 2003 to 
		  2007.
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Analysis Introduction

112 of the 136 US and Canadian professional company members completed OPERA America’s 2006-07 Professional Opera 
Survey.  Of those 112 companies, 80 reported consistently from 2003 to 2007, comprising the 2007 AFR survey group.

The 2007 AFR is divided into several sections:

•	 An Overview of the Opera Field looks at key statistics from the 79 US and Canadian companies that comprise the 		
	 2007 AFR (excluding The Metropolitan Opera).

•	 Constant Sample Groups (CSG) are comprised of companies that have reported consistently for five years, and 
	 include a review of trends in revenue and expenses; key balance sheet measures; productivity measures; and pro-
	 duction, performance, attendance and pricing activity. The figures presented are averages based on the number of 
	 companies in each of the constant sample groups. There are six CSG analyses:

•	 The US CSG contains 67 companies, excluding The Metropolitan Opera because of its size, with FY07 budgets rang-
	 ing from $126,000 to $61,500,000.

	 The 67 companies are then analyzed by levels that are based on the lesser of their operating expenses or unre-
	 stricted revenue for the year.

		  Level 1 CSG -- $10 million and above --  12 reporting
		  Level 2 CSG --  $3 million to $9,999,999 --  21 reporting
		  Level 3 CSG --  $1 million to $2,999,999 --  15 reporting
		  Level 4 CSG --  Under $1 million --  19 reporting 

•	 The Canadian CSG (CA CSG) includes 12 companies, with FY07 budgets ranging from $260,000 to $34,000,000 
	 (Canadian Dollars).

•	 Given its size, The Metropolitan Opera must be analyzed separately. Its annual operating budget accounts for 
	 roughly one-third of the financial totals in this survey. The Met’s inclusion in the US CSG averages would distort 
	 the data in a way that presented trends based largely on its own activity rather than that of the general field.

Not every company reports balance sheet information in the POS, and the 2007 balance sheet trends reflect three fewer US 
companies and one less Canadian company than the total numbers in their respective constant sample groups. 

Four-year trends are adjusted for inflation. The annualized consumer price index in the US from 2003-2007 was 3.03%; 
Canada’s annualized inflation rate for the same period was 2.07%. 



2007 Annual Field Report     5     

Identifying Best Practices

Research is important for understanding the health of an opera company and for developing short- and long-term 
strategies. But, research must be conducted and analyzed properly to be valuable. The AFR presents an overview of 
the field’s activity. While it offers a detailed look at levels within the opera field, the data and trends are averaged 
from groups of companies that may have little in common operationally beyond their budget size. Thus, the trends 
of a group may not reflect the trends of an individual company. OPERA America has data on professional companies 
dating back more than two decades, and OPERA America frequently conducts 10, 15 and 20-year trend analyses for 
trustees and general directors using carefully selected comparative organizations.  

A complete OPERA America Benchmarking Analysis includes the following information:

Financial & Operational Analysis
•	 Budget Growth 
•	 Endowment as % of Total Expense
•	 Liquidity Indicators 
•	 Artistic Expense as % of Total Expense 
•	 Artistic Expense Growth Rate vs. Total Expense Growth Rate 
•	 Program Margin (% of Artistic Budget Covered by Ticket Sales) 
•	 Artistic Expense per Available Seat 
•	 Artistic Expense per Production 
•	 Artistic Expense per Performance 
•	 Personnel vs. Non-personnel Expenses 
•	 Ticket Income/Contributed Income/Other Operating Income as % of Unrestricted Income 
•	 Development Productivity 
•	 Sources of Contributed Income 
•	 Individual Contributions per Attendance 
•	 Marketing Productivity 
•	 Box Office Income per Attendance 
•	 Ticket Prices 
•	 Capacity Utilization 
•	 Subscription Renewal Rates 

City Profile
•	 City and Metropolitan Area Population  
•	 Median City and Metropolitan Area Age, Education Level and Income  
•	 Cost of Living Averages 
•	 Cultural Assessments -- Number of Higher Education Institutions, Number of Performing Arts Organizations
	 and Cultural Vitality Rankings 

Repertoire Analysis 
•	 A useful tool for determining how repertoire is being shaped by companies that share a similar budget 
	 size and demographic.

For more information on commissioning a benchmarking study, contact Larry Bomback, LBomback@operaamerica.org. 
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Overview of the Opera Field

This overview is a five-season snapshot of the total activity reported by the 79 companies that comprise the 2007 AFR. The 
CA CSG section reports Canadian company activities in Canadian dollars (CAD). However, the CAD has been converted to the 
US dollar (USD) -- based on yearly exchange rates -- for the purposes of the table below in which Canadian and US company 
data have been combined. 

54 of the 79 surveyed companies reported a surplus for the year. In FY07, the median revenue and expense among the 79 
companies was $2.47 million. The average company budget size was over $7.63 million. The disparity between the figures 
reflects the larger companies’ domination of the survey sample. 
 
Permanently restricted net assets increased by nearly 40% since 2003, and 67% of these assets were held by the twelve 
Level 1 companies.  

The 79 North American companies presented more opera in FY07 than in any of the previous four seasons. However, since 
2003, while the number of performances increased by more than 6.5%, total attendance rose by only half that amount.  
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United States Constant Sample Group

The 2007 US CSG includes 67 companies that completed the POS each year from 2003 to 2007 (excluding The Metropolitan 
Opera). FY07 budgets of the US CSG ranged from $126,000 to $61.5 million. The median budget size was just over $3 mil-
lion. Individual level analyses provide a more focused look at companies of different budget sizes, since trends for each of 
the levels may vary from those of the US CSG.

US CSG Operating Activity

In general, US opera companies raised money at a quicker pace than they spent it from 2003 to 2007. As a result, the US 
CSG’s average net loss closed dramatically over the past five seasons.

Revenue generated from the box office grew 9.1% since 2003, the result of higher average ticket prices rather than in-
creased attendance.

Operating income from investments more than doubled in five seasons, the combined result of new endowments at several 
smaller companies and superior returns on existing endowments during the bull market from 2003 to 2007.  

As always, individual giving was the largest source of contributed revenue in FY07, although companies did see a decline 
in individual giving from 2006 to 2007. Foundations, on the other hand, increased their average gifts to US companies by 
more than 25% from 2006 to 2007. Public support represented 7% of an average company’s contributed income from 2003 
to 2007. 

The percentage of net assets released in any given year was fairly consistent from 2003 to 2007. These released assets 
included grants and contributions from any source, as well as endowment draws for operating purposes, future season 
tickets sales and other small earned income categories. Released assets may have also included funds designated for special 
projects or capital campaigns. This line tends to bounce up and down, reflecting companies’ unique activities each year and 
idiosyncratic internal accounting methods. 
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Personnel expenses, on average, increased just slightly ahead of in-
flation, while non-personnel expenses increased at more than twice 
the rate of inflation from 2003 to 2007.  On average, over 74% of 
opera company payrolls were allocated to artistic staff in FY07; 
42% of non-personnel expenses went toward production and singer 
training costs.  Total production expenses posted the greatest an-
nual increase over the past five seasons even though the average 
company still produced about five performances of four productions 
during a typical season.

The breakdown of personnel and non-personnel expenses remained 
remarkably consistent from year to year with the average com-
pany allocating about 64% of budget to payroll and 36% to direct 
expenses. 

Broadcasting expenses in FY07 were nearly four times those of 
FY06, and returned to levels not seen since FY03.

Among US companies, both development and marketing depart-
ments grew at roughly the same pace from 2003 to 2007 (a little 
over 20% in five seasons’ time); however, during this same period, 
development productivity rose by more than 5% while marketing 
productivity declined by more than 9%.  

Program coverage, the amount of artistic expenses covered by the 
box office, showed a slow five-season decline consistent with lower 
marketing productivity ratios.
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US CSG Financial Position

The balance sheet contains the history of an organization’s financial activity, and key balance sheet indicators measure an 
organization’s financial position or strength. 

Total net assets, the accumulation of company surpluses and deficits since inception, rose from 2006 to 2007 and over the 
four-year period, with particularly robust growth in board designated net assets.

Working capital increased 305% from 2003 to 2007, but this statistic largely reflected trends of Level 1 companies. Invest-
ments, which include both endowment funds and other investment vehicles, were up nearly 20% from 2006 to 2007, due to 
both market gains and permanently restricted gifts received in FY07. 

US CSG Performance Activity 

With the exception of subscription renewals, all other performance activity indicators increased from 2006 to 2007. Single 
ticket sales increasingly covered annual losses in subscriptions, resulting in similar levels of attendance over the past five 
seasons. During that time, companies increased their highest subscription and single ticket prices at an average rate that 
was more than twice that of inflation. 
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Level 1 Constant Sample Group

In 2007, OPERA America defined the minimum budget size for a Level 1 company to be $10 million. The 2007 Constant 
Sample Group included 12 Level 1 companies (excluding The Metropolitan Opera), with budgets ranging from $11.5 million 
to $61.5 million. 

Level 1 CSG Operating Activity

In FY07, Level 1 companies showed unrestricted net income for the fourth consecutive season and were the only US CSG 
level to show unrestricted net income in any of the past four seasons. In both 2006 and 2007, seven of the 12 Level 1 CSG 
companies reported surpluses. Expenses and income grew at roughly the same rate from 2006 to 2007, but over the past 
five seasons, revenue generation outpaced spending by 35%.  

22% of Level 1 earned income in FY07 was the result of investments, versus 13% in FY03. Box office income accounted for 
68% of earned income in FY07, down 10% from FY03. The Level 1 CSG was the only CSG to report box office income as its 
largest single revenue source; from 2003 to 2007, on average, box office income nearly equaled total unrestricted contrib-
uted income.

While corporate giving to Level 1 companies increased from 2005 to 2007, accounting for 7% of private support in FY07, it 
has not returned to FY03 levels when 9% of private support came from businesses. 
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After significant cuts between 2004 and 2006, non-personnel ex-
penses for singer training programs in 2007 returned to levels not 
seen since 2003, even though personnel expenses for singer trainer 
programs steadily increased over five seasons’ time. 

The Level 1 CSG reported a sharp increase in development produc-
tivity from 2006 to 2007 and a narrower rise since 2003. Converse-
ly, marketing productivity saw a small decline from 2006 to 2007, 
exacerbating a steeper decline since 2003. 
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Level 1 Financial Position

The significant rise in both unrestricted and board designated net assets over five seasons has contributed to greater work-
ing capital, which, in FY07, covered nearly two and a half months of operating expenses on average. Investments showed 
another year of strong growth from 2006 to 2007.  For the average Level 1 company, these assets increased by $15 million 
since 2003. 

Level 1 Performance Activity

The average number of main season performances increased by two from 2003 to 2007, but the resulting rise in attendance 
– about 6,000 additional tickets were sold – was not enough to keep venue capacity levels on par with prior seasons. The 
subscription renewal rate plummeted 11% in 2007 after remaining fairly consistent since 2003. 
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Level 2 Companies

In 2007, OPERA America defined Level 2 companies as those with operating budgets between $3 million and $10 million. 
The 2007 Level 2 Constant Sample Group included 21 companies with median expenses of $6.1 million.

Level 2 CSG Operating Activity

Level 2 companies in the CSG posted their fifth consecutive unrestricted net loss in 2007 as revenue and expense increased 
at virtually the same rate over the studied time period. Like their Level 1 colleagues, investment income became an increas-
ingly important revenue source for Level 2 companies from 2003 to 2007. Investment income, which grew at a double-digit 
rate over the past seasons, supported 5% of operating expenses in FY07, up from 1% in FY03. 

Box office revenue was down over 5% from 2006 to 2007, after increasing 15% from 2005 to 2006. Individual contributions 
posted a decline from 2006 to 2007. However, during FY07, foundation and government support soared, covering the loss in 
individual giving.  
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Over five seasons’ time, Level 2 companies grew at a rate that did 
not keep pace with inflation, and significantly lagged behind other 
US Constant Sample Group levels. Departmental allocation percent-
ages remained largely unchanged since 2003. 

Across the field, Level 2 companies allocated the largest percent-
age of their budgets to development departments. Accordingly, 
Level 2 development productivity over the past five seasons has 
risen more dramatically than in any other US constant sample 
group.
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Level 2 Financial Position

The accumulated annual deficits of Level 2 companies are reflected in the declining amounts of unrestricted net assets 
since 2003. Still, the average total net asset value of Level 2 companies continued to rise because of long-term gifts 
booked to temporarily- and permanently-restricted net asset categories. The spread between the total net asset value of an 
average company and its annual budget has narrowed significantly since 2004, when that gap posted its widest spread over 
the past five seasons. Investments surpassed an important threshold for the first time in 2007, amounting to more than the 
total average expenses of a given season.

Level 2 Performance Activity

The numbers of productions, performances and total attendance have declined from 2003 to 2007. With fewer performances 
year after year, the resultant rise in the percentage of paid venue capacity was to be expected. Average ticket prices held 
steady from 2006 to 2007.
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Level 3 Companies

The Level 3 Constant Sample Group included 15 companies with budgets between $1 and $3 million. Both the average bud-
get and the median budget were just under $2 million. 

L3 CSG Operating Activity

Total average revenue and expenses for Level 3 companies grew at a four-year rate that was roughly twice that of inflation. 
However, with expenses outpacing revenues on an annual basis, Level 3 companies reported an unrestricted net loss for 
the fifth consecutive season in 2007. Still, the majority of the companies in the Level 3 CSG reported balanced budgets or 
surpluses in FY07.  The magnitude of the deficits of only six companies in FY07 accounted for the most recent net loss. 

In 2007, growth in other areas of earned income made up for a lackluster season at the box office. Within contributed 
revenue categories, foundation giving rose noticeably in 2007 while public support declined considerably. Still, the 30% rise 
in total contributed revenue from 2003 to 2007 was the largest such percentage increase among any of the constant sample 
groups. Over the past five seasons, Level 3 companies were more reliant on individual gifts than any other constant sample 
group.
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Three of the 15 companies surveyed reported broadcasting and 
internet expenses in FY07, compared to one company in 2003, and 
this is the reason behind the noticeable percentage increase in 
that line since 2006. 

The marketing departments of Level 3 companies have grown the 
least of any constant sample group level over the past five seasons, 
even though Level 3 companies allocated the greatest percentage 
of their budgets to their marketing departments during this same 
time period. Oddly enough, the Level 3 CSG was also the only US 
CSG to show any noticeable growth in marketing productivity over 
five seasons, despite posting the lowest dollar-for-dollar ratios in 
any given year.
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Level 3 Financial Position

While the total net assets of Level 3 companies have grown significantly since 2003, accumulated deficits resulted in 
diminished net assets that were, on average, lower than their annual budgets. 

Level 3 Performance Activity

Level 3 companies reported increases in the numbers of productions, performances and main season total attendance from 
2006 to 2007 as well as from 2003 to 2007.
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Level 4 Companies

Level 4 professional companies have operating budgets under $1 million. The Level 4 Constant Sample group featured 19 
participants -- up from 13 in 2006.

Level 4 CSG Operating Activity

In 2007, Level 4 companies posted a deficit for the fourth straight season, although the budget gap has narrowed drastical-
ly since 2004. Level 4 companies posted the largest percentage increase in budget growth of any level from 2003 to 2007. 

In 2007, a significant one-year drop in earned revenue -- the result of a decline in box office income and in other revenue 
streams that correlate with attendance, including concessions, merchandise and parking revenue -- was offset on the con-
tributed side; there was a noticeable rise in corporation and foundation giving in FY07. Nearly half of the CSG companies 
generated investment income greater than $1,000 in FY07, and two of the companies had significant investment portfolios 
atypical of their peers.  One of these companies posted a six-figure loss in FY06 resulting in the negative average invest-
ment income line that appears in the table below. 
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From 2003 to 2007, Level 4 companies consistently allocated more 
and more of their annual budgets to marketing, development and 
education department activities, and less and less to general and 
administrative. 

Despite slight growth in development productivity from 2006 to 
2007, since 2003, there has been a significant drop in both devel-
oplment and marketing productivity. 
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Level 4 Financial Position

The average Level 4 company balance sheet has shown rapid declines in unrestricted net assets since 2003. This trend was 
possibly the result of accumulated debt from year to year, a decrease in box office revenue and a reliance on individual con-
tributions -- a large percentage of which increasingly appeared to be restricted. Working capital, although still positive, has 
also shown a decline since 2003. Like all US CSGs, Level 4 CSG balance sheets have shown significant growth in investments 
from 2003 to 2007.

Level 4 Performance Activity

Level 4 performance activity increased from 2006 to 2007, extending a trend from the prior four seasons. In 2007, Level 4 
companies filled 74% of their venues’ seats with paid ticketholders, up from 61% in 2003. While that rise is promising, of 
all constant sample groups, this still amounted to the lowest overall percentage of capacity filled. A dramatic increase in 
ticket prices in 2004 has held steady since then.
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Canada

Twelve companies with budget sizes ranging from $250,000 to over $34,000,000 comprise the 2007 Canadian Constant 
Sample Group. The average budget size of these companies was $5.24 million, and the median budget size was $2.2 million. 
As in past reports, all Canadian companies were analyzed as a single group. 

CA CSG Operating Activity

The CA CSG reported net income for four of the last five seasons. Because not a single Canadian company in the sample re-
ported a loss in 2007, the CA CSG recorded its greatest average surplus since 2003. Aided in large part by hefty government 
subsidization, Canadian companies, on average, grew twice as fast as US companies from 2003-2007.

In total, Canadian companies covered 47% of expenses with earned revenue in FY07, compared to 41% in 2003. The Ca-
nadian CSG was equally as reliant on box office income as the US CSG was from 2003 to 2007. However, while the US CSG 
relied on private support as a primary source of contributed income, the Canadian CSG saw the largest percentage of its 
contributed income from public sources from 2003 to 2007. In fact, public support totaled nearly 40% of contributed rev-
enue in 2007; provincial grants exceeded federal funding as the largest component of such support. Additionally, while the 
US CSG tended to be more reliant on foundation giving and less reliant on corporations, the Canadian CSG received greater 
contributions from corporate sources and fewer foundations gifts over the past five seasons. 

Box office revenue grew significantly over both one- and four-year periods. The deficit shown in investment income in 2007 
was due to the largest Canadian company transferring a sizable sum of cash into its endowment fund rather than receiving 
income from it. 
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Education departments grew significantly from 2003 to 2007 as 
well, but the majority of those increases were on the personnel 
side.  In fact, in 2003, the percentage breakdown of education 
non-personnel and personnel expenses was nearly equal. By 2007, 
personnel expenses had risen to the point where they accounted 
for 77% of the total education budget. Across all departments, 
Canadian personnel expenses grew 20% faster than non-personnel 
expenses from 2003 to 2007. In every US CSG level, non-personnel 
spending outpaced personnel spending.  

Contrary to the trends in the US CSG, Canadian development pro-
ductivity decreased as marketing productivity increased from 2003 
to 2007. The increased marketing productivity over five seasons’ 
time was also reflected in the rises in program coverage and box 
office revenue from 2003 to 2007.
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CA CSG Financial Position

CA CSG total net assets increased in FY07 for the fourth consecutive year. Total net assets continued to be affected by the 
large negative position of one company. If that company were to be excluded from the calculation, the average total net 
assets for FY07 would be $24,029, and average working capital would improve to ($230,112). 

CA CSG Performance Activity

Canadian companies have shown growth in the numbers of productions and performances, attendance, percentage of capac-
ity sold and subscription renewal rates over both one- and four-year periods. 93% of the seats in the Canadian CSG were 
occupied by paying patrons in the 2007 season -- a 42% increase since 2003. 
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The Metropolitan Opera

The Met’s earned revenue grew at a slower rate from 2003 to 2007 as compared to the rest of the field, but contributed 
income grew twice as fast over the same time period. Revenue growth rates have steadily outpaced the growth of expenses 
since 2003. As a result, The Met narrowed its annual deficit in FY07 from $10 million to $1 million.

When averaged over five years, 68% of The Met’s total income was received at the box office. By comparison, the US CSG 
excluding The Met, only recorded 37% of its income from the box office. Even though it accounts for less than 1% of The 
Met’s revenue, public support for The Met increased by 12.3% from 2003 to 2007, compared to 7.7% public support growth 
among other Level 1 companies. Unlike any other constant sample group, The Met actually posted more box office revenue 
than total unrestricted contributed revenue in FY07. 

The Met, like the US CSG, saw growth in development productivity while marketing productivity declined from 2003 to 2007, 
although the trajectories were far more pronounced in both directions. Increased ticket sales from 2003 to 2007 helped 
keep program coverage consistent over this time period despite larger artistic budgets. 
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The Met has shown massive growth in its temporarily restricted net assets consistent with the aforementioned rise in devel-
opment productivity. The Met also appears to be closing accumulated deficits and its net assets are now worth more than 
one and a half times its expenses. 

While the number of productions has varied from year to year, the number of performances has remained steady at The Met 
since 2003. This, combined with a healthy subscription renewal rate and strong attendance, has allowed The Met to lower 
some of its ticket prices since 2003 while not negatively affecting the overall box office income line. 

*

* The Metropolitan Opera Guild produces the majority of education 
* and community programs for The Metropolitan Opera.
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Conclusion

In most respects, 2007 was an encouraging year for the opera field. 68% of surveyed companies reported balanced budgets 
or surpluses, and since 2003, revenue growth in the US and Canadian Constant Sample Groups outpaced that of expenses. 
With the exception of Level 2 companies, income generated at the box office increased greatly, and individual giving -- the 
primary source of contributed revenue for most companies -- grew significantly. For most companies, FY07 ended on or be-
fore August 31, 2007. Essentially this coincided with the culmination of one of the greatest bull markets in recent history, 
one that began in 2003, the other book-end of this Annual Field Report. 

After the market reached an all-time peak in early October 2007, a downward spiral commenced that has returned the 
market to inflation-adjusted levels not seen since the late 1990s. FY08 and, more importantly, FY09 professional company 
member data will inevitably reveal at least some of the financial and operational effects caused by the economic turmoil. 
The 2007 Annual Field Report and Professional Opera Survey indicate companies’ particular strengths and weaknesses as 
they entered and continued to operate within an unprecedented economic period:

•	 Level 4 companies showed negative unrestricted net assets in both FY06 and FY07, implying that their expenses 
	 grew too quickly for the rate at which they generated income.

•	 Spending money to generate contributions appeared to have paid off. This was particularly true of Level 3 and 
	 Level 2 companies, where increased budget allocations within development departments have yielded noteworthy 
	 average increases in development productivity. Unfortunately, the same cannot be said for marketing departments. 
	 Double-digit declines in marketing productivity over five seasons were all too common among surveyed companies.   

•	 The Metropolitan Opera’s practice of keeping the highest-priced tickets fixed while reducing the lowest-priced 
	 tickets appeared to have been a smart move. Interestingly, The Met’s lowest-priced ticket ($15 in FY07) was lower 
	 than the average of any of the constant sample groups in any year in this report. In 2007, The Met filled its hall to 
	 90% capacity, yielding a modest 4.2% gain in box office revenue. Filling those previously-empty seats may have 
	 been the catalyst behind the company’s 30% growth in other sources of earned income, including concessions and 
	 merchandise, from 2006 to 2007.  

•	 Level 1 Companies also reported gains in attendance, box office revenue and other sources of earned income, 
	 although venue capacities were much lower. 

•	 In 2007, Canadian companies granted significantly fewer complimentary tickets. This decision had little effect 
	 on attendance. In fact, opera-goers simply paid for those seats in greater numbers than in prior seasons. In 2007, 
	 venues averaged 93% capacity with 50% growth in box office revenues since 2006 and 78% growth since 2003 
	 despite consistently low-priced tickets. 

Across the US, the breakdown between contributed and earned revenue remained roughly 50-50. Since 2003, the US CSG 
reported growth in every income source -- most significantly investment income. The current economic climate may not 
allow for such sustained reliance on investment income in future seasons, forcing opera companies to layoff staff, reduce 
benefits and cancel performances and productions. For the health of the field, innovative and alternative ways of generating 
new earned and contributed revenue will be necessary to avoid having to make tough decisions. 
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Financial Position Terminology

Balance sheet measures and ratios are used to track the overall health of an opera company. The following mea-
sures are included in the Annual Field Report.

Total Net Assets
This is what an organization owns after paying off all of its liabilities or all that it owes. Total net assets should 
grow at least as fast as operating expenses each year. This tends to indicate that an opera company is building its 
total capital. 

•	 Unrestricted (UR) net assets have no donor imposed restrictions, are available for use by a company and 
	 generally include fixed assets. 

•	 Temporarily restricted (TR) net assets represent gifts for future periods or for specific projects. Growth in 
	 temporarily restricted net assets indicates that the organization is funding projects in advance of imple-
	 menting them.

•	 Permanently restricted (PR) net assets are restricted by the donor in perpetuity. Permanently restricted 
	 net assets are most commonly endowment. Increases may be caused by increases in the market value of 
	 existing investments or by new gifts from donors. 

Working Capital 
Working capital consists of the unrestricted resources available for operations. It is a fundamental financial build-
ing block of an organization. Adequate working capital provides financial strength and flexibility to an organi-
zation, the ability to meet obligations as they come due and the ability to take more risks. Working capital is 
calculated as unrestricted net assets less fixed assets. (For Canadian companies, the calculation is total net assets 
minus fixed assets.) If an organization has unrestricted investments, they will be included both in working capital 
and in total investments. Working capital can be related to the size of an organization’s operation. An increase in 
the ratio over time indicates growth in financial strength at least in proportion to growth in operating size. 

Investments
Invested capital includes monies usually invested long-term. This includes both investments reported on an orga-
nization’s balance sheet and separately incorporated endowment funds. It approximates reserves and endowment, 
and it may be unrestricted, temporarily restricted or permanently restricted. Income from investments is available 
for operations or to support specific purposes. Invested capital that provides a significant revenue stream increases 
the strength and sustainability of an organization. Investments may be related to the size of an organization’s op-
eration. An increase in the ratio over time indicates investment growth at least in proportion to growth in operat-
ing size.

Fixed Assets
Fixed assets includes all land, buildings, equipment, any capitalized production elements (sets, props, costumes) 
and other fixed assets owned by the organization. Fixed assets are generally unrestricted but may be temporarily 
restricted.
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Productivity Measures

Productivity ratios measure how many dollars are generated by each dollar spent on revenue generating activities. 
Expenses include both personnel and non-personnel costs. Examples of two of these productivity ratios -- market-
ing and development -- are provided below. 

The marketing productivity ratio measures how many dollars of program revenue are generated by each dollar spent 
on marketing and public relations. It is calculated as:

Marketing Productivity = Total box office revenue ÷ Marketing expenses 

The development productivity ratio measures how many dollars of contributed revenue are generated by spending 
a dollar on development. This calculation includes restricted and unrestricted contributions because development 
expenses include expenses for any capital fundraising such as for a permanently restricted endowment. It is calcu-
lated as:

Development Productivity = Total contributions (including unrestricted, temporarily and permanently restricted) ÷ 
Development expenses 

The program coverage measure tracks what portion of artistic and production costs are covered by box office rev-
enue. It is calculated as:

Program Coverage = Total box office revenue ÷ Artistic, production and artist training expenses
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Companies in the US CSG 

Level 1
The Dallas Opera
Florida Grand Opera
Houston Grand Opera
Los Angeles Opera
Lyric Opera of Chicago
Michigan Opera Theatre
New York City Opera
San Diego Opera 
San Francisco Opera
The Santa Fe Opera
Seattle Opera
Utah Symphony & Opera

Level 2
Atlanta Opera
Austin Lyric Opera
Baltimore Opera  
Boston Lyric Opera
Central City Opera
Florentine Opera Company
Fort Worth Opera Company 
Glimmerglass Opera
Lyric Opera of Kansas City
The Minnesota Opera Company
Opera Colorado
Opera Company of Philadelphia
Opera Pacific
Opera Theatre of Saint Louis
Orlando Opera Company 
Palm Beach Opera
Pittsburgh Opera
Portland Opera
Sarasota Opera
Tulsa Opera
Virginia Opera

Level 3
Chautauqua Opera  
Chicago Opera Theater 
Dayton Opera 
Des Moines Metro Opera
Indianapolis Opera

Kentucky Opera
Lyric Opera San Diego
Madison Opera
Nashville Opera Association
Opera Boston 
Opera Omaha
Opera Theater Pittsburgh 
Pensacola Opera
Sacramento Opera
Syracuse Opera

Level 4
Amarillo Opera, Inc.
American Opera Projects
Ash Lawn Opera Festival
Boheme Opera New Jersey
Center for Contemporary Opera
Chattanooga Symphony & Opera
Fargo-Moorhead Opera
Lake George Opera
Long Beach Opera
Mobile Opera 
Musical Traditions
Music-Theatre Group
Opera in the Heights
Opera North
Pacific Repertory Opera
Piedmont Opera
Shreveport Opera
Townsend Opera Players
Tri-Cities Opera Company

Companies in the Canadian CSG
Banff Centre, Theatre Arts
Calgary Opera
Canadian Opera Company
Edmonton Opera
Manitoba Opera
Opera Atelier
Opera de Quebec
Opera Lyra Ottawa
Pacific Opera Victoria
The Queen of Puddings Music Theatre Company
Tapestry New Opera Works
Vancouver Opera



2007 Annual Field Report     31     



2007 Annual Field Report     32     

330 Seventh Avenue, 16th Floor
New York, NY 10001

Phone: 212-796-8620
Fax: 212-796-8631

E-mail: Frontdesk@operaamerica.org
Web Page: www.operaamerica.org


