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EDITORS’ NOTE After nearly a decade as the 
Executive Director of the Ojai Music Festival, 
Jeffrey Haydon was recruited to become the CEO 
of Caramoor Center for Music and the Arts in 
2012. Haydon previously held positions with 
the Chicago Symphony Orchestra, Fort Wayne 
Philharmonic and Aspen Music Festival. As part 
of the League of American Orchestras’ Orchestra 
Management Fellowship Program, Haydon 
worked with the Baltimore Symphony, Fort 
Wayne Philharmonic and Seattle Symphony. 
He also ran the Cultural Events performing arts 
series in Tacoma, Washington. Haydon earned 
a Bachelor of Arts in business administration 
through the Business Leadership Program and 
a minor in music from the University of Puget 
Sound. He also completed the Stanford Business 
School’s Executive Non-Profit Leaders in the 
Arts program in association with National Arts 
Strategies.

ORGANIZATION BRIEF Caramoor Center for 
Music and the Arts (caramoor.org) is a desti-
nation for exceptional music, captivating pro-
grams, enjoying the spectacular gardens and 
grounds, and sharing memorable moments 
with friends and family. It enriches the lives of 
its audiences through innovative and diverse 
musical performances of the highest quality. Its 
mission also includes mentoring early profes-
sional musicians and providing educational 
programs for young children centered around 
music. 

What is the mission for Caramoor Center 
for Music and the Arts?

At Caramoor we believe that music 
opens hearts and minds, igniting curiosity 
and joy within ourselves and each other. 
We invite audiences and artists to leave the 
challenges of daily life behind, cultivate 
their curiosi ty ,  and be inspired by l ive 
music experiences shared with others in 
this enchanted setting. This was the vision 
of Caramoor’s founders and still continues 
more than 70 years later. 

How has Caramoor evolved over time?
Caramoor was created by Lucie and Walter 

Rosen in the 1920s. They loved music, art, archi-
tecture, gardens, people and ideas so this was 
their creative oasis outside of  Manhattan. As 
more guests found inspiration from visiting, they 
decided to gift their 100-acre estate as an impor-
tant cultural destination to the public in memory 
of their son who was killed in WWII. From its 
beginning, Caramoor has attracted the leading 
artists of the day and continued to adapt the 
estate for public use. During the past 10 years, 
the trustees and senior management have led a 
renaissance in building Caramoor’s leadership 
base, strengthening its fi nances, and revitaliz-
ing its historic Italianate buildings and gardens. 

How critical has it been to build a 
leadership team with a common vision 
for Caramoor’s future?

Vision always comes fi rst because it attracts 
interested people and answers why they should 
support an idea. I’m impressed with how the 
Board and senior management united around 
a shared vision for Caramoor’s future, which 
galvanized a key group of legacy leaders and 
attracted a new generation of leaders. It is rare 
that new and past leaders work together effec-
tively and this has been an important ingredient 
in Caramoor’s current success. 

As you upgrade the property, how impor-
tant is it that some of the history is preserved?

Caramoor’s founders left a trove of docu-
ments and a legacy that continues to inspire 
us decades later. Caramoor was originally a 
home and every restoration and improvement 
we undertake needs to preserve the feeling of 
it being a home, since homes convey values. 
Recently, we discovered a booklet written by 
the founder in 1966 where she laid out a com-
pelling vision for Caramoor. As we carefully 
read her words, we were elated to realize how 
her vision has endured decades later and is just 
as relevant today as it was then.  

How broad is Caramoor’s target market?
With nonprofi ts, we need to look at our 

markets in a broad sense. Yes, we do have a 
core audience base, which is within a 45-min-
ute drive and extends further for our larger 
programs. However, we also look at our mar-
ket in terms of our impact on schools within 
a 90-minute drive through our education pro-
grams, where we demonstrate how music is a 
powerful tool in teaching other subjects. We 
also work closely with the music departments 

in area schools to bolster their important work 
and provide important connections for their 
students. Finally, Caramoor has an interna-
tional impact through our Rising Stars young 
artists programs. We select promising early 
professional artists for residencies at Caramoor 
where they are given time to focus on their 
craft, work with the world’s leading mentors 
and give performances. Our 25 years of alumni 
are among today’s most sought after musicians 
who infl uence the future of music around the 
world. 

How many performances are you put-
ting on each year and how do you secure the 
necessary funding to bring in top artists?

We produce over 125 events each year, 
which include concerts, education programs 
and events in our historic Rosen House, plus 
four Rising Stars residencies and several private 
events. While Caramoor is historically known 
as a summer destination, we now have public 
events year-round. 

Funding is always the biggest challenge, 
because even robust ticket sales don’t cover 
the full cost of these programs in this unique 
setting. Caramoor is an intimate place, which 
makes for a very memorable experience, but 
doesn’t allow for the scale needed to offset 
the costs of producing classical, jazz, Great 
American Song Book and American Roots 
programs. Part of what also makes an experi-
ence at Caramoor so special are the verdant 
gardens, Italianate architecture and historic 
home with its art objects. The reality today is 
that funds from corporations, foundations and 
government sources are less available so it 
is increasingly incumbent on individual philan-
thropy to ensure Caramoor thrives now and for 
future generations. 

 What is the value in making sure that 
young people are being exposed to music 
education?

Creativity is one of the most important 
skills needed today. Very few problems pres-
ent easy solutions. Music and the arts offer an 
effective way to develop the skills needed in 
future leaders by not only fostering creativity, 
but also discipline, independent thinking, team-
work and valuable connections. Increasingly, 
arts organizations have to think beyond just 
producing technically excellent and entertain-
ing performances, but to also deliberately fos-
ter deeper listening skills, which could have a 
transformational impact on the world.•
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EDITORS’ NOTE Klaus Heymann’s name is 
synonymous with making classical music avail-
able to a much wider audience than was the 
case prior to his founding in 1987 of Naxos, 
the CD label that undercut the major labels in 
terms of price, without compromising on qual-
ity. Heymann has received many awards recog-
nizing his acumen and the indelible stamp he 
has planted on the industry he represents. He 
led the fi eld in foreseeing the inevitable synthe-
sis of recorded classical music with the Internet 
as its vehicle for distribution. In 2002, Heymann 
pioneered the concept of subscription streaming 
services four years before the arrival of Spotify, 
having launched the industry’s fi rst streaming 
platform in 1996. In 2014, he introduced the 
latest version of ClassicsOnline.

COMPANY BRIEF Founded in 1987, Naxos 
Music Group (naxosmusicgroup.com) has devel-
oped from being known primarily as a classical 
record label into a global enterprise that owns, 
administers and/or distributes a large num-
ber of independent and major classical record 
labels, both physically and digitally. With its 
suite of digital subscription platforms, includ-
ing NaxosMusicLibrary.com, NaxosWorks.com 
and several others, Naxos remains a leader and 
innovator in the classical music industry. 

What was your vision in creating Naxos 
Music Group? 

Before Naxos, Marco Polo focused on 
works that had never been recorded before. 

In 1985, CD prices started to come down. 
When that happened, I thought there was 
a market for a label that would sell CDs at 
the price of an LP. That’s what we did and the 
fi rst things we recorded, we licensed. Then we 
started to make recordings of our own. I never 
had a grand vision though of what it would 
become.

The phone started ringing and people 
were asking where they could buy the CDs. The 
next thing was that we had to fi nd distributors 
overseas, but we had to go with outsiders, 

which didn’t work out, so we decided to set up 
our own companies. This is how we grew.

When did you realize this business was 
going to have longevity?

When we first launched, my concern 
was that the major record companies that had 
huge catalogs of older recordings would com-
pete with me and release those older record-
ings with famous names at the same price. 
Fortunately, they were so keen on exploiting 
these older records at full price, they didn’t 
do that.

I was always looking over my shoulder to 
fi nd out when they would compete, but they 
never did. First, we did 100 recordings and 
then another 100, and then I realized we had 
a future.

When they finally released their older 
recordings at budget prices, they were analog, 
not digital like ours, and it didn’t impact us.

In the early ’90s, I felt we had a future. We 
also had more opportunities then to record in 
Eastern Europe. Soon enough, the fi rst orchestra 
in the West asked us to record them.

The next big jump was in the mid-’90s when 
The New York Times indicated the Internet 
might be the future of music distribution. 

In 1996, we launched the industry’s fi rst 
streaming site called hnh.com. The next big 
break came about when bandwidth became 
cheaper in 2001 and we launched the Naxos 
Music Library, which was the industry’s first 
subscription streaming service.

I continued to stay informed on trends, so 
we always adapted to what was going on in 
the market.

How has this brand remained relevant 
over the years?

We tend to stay ahead of the market, which 
is not easy in an ever-changing environment. 
Also, the people running our various companies 
around the world think of themselves as entre-
preneurs, and they get very little micromanage-
ment. If they are profi table, I leave them alone. 
Because I’m still the decision maker, we are 
very fl exible. If someone makes a suggestion, 
we can try it and move on if it doesn’t work. We 
now distribute about 40 percent of all classical 
music online.

Are there certain markets that offer 
the greatest opportunities for growth?

The biggest market is China. Being based 
in Hong Kong, for many years we invested in 
Chinese composers and artists, but the market 

was dominated by piracy and we never got 
payback until a few years ago when the 
Chinese authorities decided to crack down on 
it. We now have deals with the online Chinese 
platforms.

North America was a struggle for many 
years, and we eventually moved from New 
Jersey to Nashville after not having much suc-
cess. The community there opened their arms 
to us. 

How do you continue to make classical 
music relevant for young people?

The traditional audience is greying and 
aging, but the young people generally listen 
online. By and large, our audience is younger 
today than they were during the CD days. 
Many young people listen to symphonic video 
game soundtracks, for instance, and get used to 
the sound of a symphony orchestra.

Do you ever have the urge to slow 
down?

I enjoy what I’m doing tremendously – 
classical music is my life. We’re successful and 
I make a comfortable living from it, and what 
else would I do? I have no intention of slow-
ing down. I could turn the business over to our 
senior executives who are quite strong. Giving 
my continued good health and exercise, I hope 
to hang on a few more years and continue to do 
what I’m doing. I hand more things now to my 
second in command than I once did. My major 
contribution is to deal with the most important 
artists and I can also spend time thinking about 
other things.

Were you intrigued by classical music 
at a young age?

My mother took me to my fi rst concert at 
the end of the war when I was nine years old, 
and I was hooked. It’s all my parents ever lis-
tened to. We got our fi rst record player in 1954 
and the fi rst record was a little 45 rpm disc. I 
used money I made as a caddy to buy my 
fi rst three LPs. I collected records and went to 
concerts, and I never listened to anything else. 
Nothing else excited me.

Even my conductors and artists refer to me 
as a walking encyclopedia of classical music.

Do you take moments to celebrate what 
you’ve built?

My wife and I sit down over coffee and 
talk about how lucky we are to be so successful at 
what we like to do. We appreciate what we have. 
People refer to me as a visionary but, basically, 
I’m a guy who has had a lot of luck.•

Klaus Heymann
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