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Quiz 

1. What % of people who booked for London’s largest opera house 
also booked at the largest dance house? A) 15%  B) 43%  c) 62%  

2. What is the average number of ticket reservations per person at 
any of London’s major 40 performing arts venue (non-commercial) 
since 2009 (6 years)?  A) 3.8  B) 10.4  C) 16.2 

3. What is the average number  of ticket reservations per person at  
London’s biggest opera house  since 2009 (6 years)? 
A) 2.4  B) 6.2  C) 13.1 

4. How many households in London have attended London’s at least 
one of London’s major 40 performing arts organisations? 
A) 21%  B) 35%  C) 54% 

5. What is the most important motivation for arts attendance among 
the population? To… 
A) be entertained  B) learn something new  C) relax 

  



Quiz 

6.  What percentage people say that they usually frequent venues 
they know?   A) 23%  B) 43%  C) 63% 

7.   What % of population say that they feel out of place at arts 
events?   A) 14%  B) 24%  C) 44% 

8.  What % of less engaged people say that they feel out of place at 
arts events?   A) 9%  B) 19%  C) 59% 

9.  What % of people say they recommend arts and cultural activities 
to others?   A) 33%  B) 63%  C) 83% 

10.  What % population say social media is important to the way they 
communicate?  A) 29%  B) 49%  C) 69% 



Answers 

1.  A  15% booked for opera and dance house 

2.  A  3.8 is the average number of vsitis over 6 years to any venue 

3.  A  2.4 to the largest oprera house 

4.  B  35% households in London  

5.  A    To be entertained 

6.  B   43% visit venues they know 

7.  A  14% people feel uncomfortable   

8.  B   19% less engaged feel uncomfortable 

9.  B  63% say they recommend arts activity 

10.  A   28% social media important  

 





NGO supporting 800 cultural  
organisations to understand,  
and grow audiences 
 
Give-and-gain model:  
Give data and knowledge 
Gain bigger picture 
 
Local-UK-local 
	  

	  

The Audience Agency  



Competitive Advantage: 
co-operative, give-and-gain model 

Free services and resources 
Brokered knowledge  
Training & mentoring 
Action research 
Collaborative audience initiatives 
Shared intelligence: national data warehouse 
 



Primary Research team 

Data team 

Learning & 
Participation 

Data Scientist 
Products & Projects Head of Digital 

Helping organisations share audience insight 
 



Purpose = balance 

Money… 
survival & freedom 

Public value & Social change 

Why do we need audience development? 

Quality of Art 
& Experience 
(Programme) 



TAA Definition: audience development 

…a planned, organisation-wide approach to 

extending the range and nature of 

relationships with the public by focusing on 

their needs. It helps a cultural organisation to 

achieve its social purpose, financial 

sustainability and creative ambitions.  



Managing a cultural “triple bottom line” 

•  An organisation-wide plan 

•  Audience at the centre of everyone’s thinking 

•  Agree social, financial and quality goals 

•  Find strategies for balancing them 

•  Recognise different audiences with  
different needs (segmentation) 



Audiences 

£ 

Social 
Cultural 

Programme 

Audiences 

Financial 

Social 
Cultural 

Programme 

Goals 



Audiences 

High revenue 
targets 

Positioned as 
accessible Programme 

National Theatre 

Strategy: 
Travelex sponsored 
ticket scheme  





Audiences 

Bar 
generates 
high % £ 

Engage 
South 

London 

Emerging 
artists, 

emerging 
work 

BAC… “Agile” part of DNA? 

Strategy: “Scratch”  
agile arts  
development 



Audiences 

£ 

Local 
ownership+ 
co-design 

Quality 
participation 

& output 

Creative Barking & Dagenham 

Strategy: 
Intensive Community Connectors/ Curators programme 



Community Connectors in Barking and Dagenham: 
curators, brokers, organisers, ambassadors 



Evolution of Audience Development? 

Special or discreet  
“projects” 

Separate Marketing +/ 
Education Strategy 

Organisational strategy  

 

Inter-Organisational 

 



Working together for audiences  
Good for us, good for them 



Collaboration 
To share ideas or resources, 

Or to work together for shared or complementary aims 



Reasons to collaborate in the cultural sector 

•  Part of an eco-system for audiences 

•  Not (often) in competition with each other 

•  Competing for “leisure euros” and time - shopping, 
sport, gaming, restaurants etc. 

•  A collection of small, under-resourced enterprises 

•  Fragile infrastructure 

•  Difficult to manage change 



Benefits of inter-organisation collaboration  

•  Economies of scale (££ savings) 

•  Increased visibility  

•  Complete offer 

•  Easier navigation 

•  Joint advocacy and impact 

•  Better intelligence and insight  

•  Augmented learning from experimentation 



Working together for audiences 

Some new myths in the UK:  

•  Collaboration (always) builds audiences 

•  Collaboration saves time, effort and money  

Experience:  

•  Collaboration can help build audiences 

•  Requires commitment and additional resources 

•  ROI gains are long-term  

•  Personal relationships vital 

•  Broker required 



“Place” 



South Bank… transformed 
 
8 cultural organisations worked 
together with and the city to develop 
an art-led vibrant “cultural quarter” 
with social vision 
  
 



South Bank Organisations  

Audiences 

£ 

Social Cultural/
Artistic 

Audiences 

Increase 
secondary 

spend 

Make South 
Bank a 

desintation 

Increase 
range work 
& profile 

 Many Strategies inc: 
collaboration among 

venues, shops & 
restaurants 



 

Manchester: cultural sector collaboration leading 2nd city 
campaign.  Huge investment “culture as game-changer”. 

“Home” in Manchester…  



Hofesh Schechter 
Uprising 

Collaborative audience development 
Dance Escalator Project “reverse marketing”  
London’s 3 dance spaces collaborate to build new audiences 



Working together for audiences - success factors  

•  Common goals  

•  A common language 

•  An understanding of degree of competition 

•  Needs facilitation 

•  Evidence and insight 



Working together for Insight 



Insight 

An accurate and deep understanding 
- Oxford English Dictionary 

"A non-obvious understanding about your customers, 
which if acted upon, has the potential to change 
their behaviour for mutual benefit” 
- Institute of Direct & Digital Marketing 

Audience Insight (not metrics) 



Design with vision, optimise with feedback 



Shared insight 

The Audience Agency gives the sector insight… 

•  Affordable primary research - shared 

•  Population research for all 

•  Standard national survey 

•  Aggregating data sets “Big data” 



Shared insight 

Supports individual organisations:  

not just who your audiences are, who they COULD be? 

 

Supports collaboration:  

what is the opportunity, what is the “case” 

 



Shared insight programme 



•  Collect, share and USE audience data 
•  Context: benchmarks 
•  Full market/ population understanding 
•  Big Data, Open data 
•  Free to participate 
•  All UK “households” tracked 
•  EU good practice data sharing 
 
www.audiencefinder.org 
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•  713 organisations…. 
•  Automated, live ticketing data 
•  Standard survey 
•  Web stats – traffic and profile 
•  Audience data + population data 
•  10 x audience types 
•  Dashboard based 
•  Tools and support 

H
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•  Audience opportunities 
•  Advocacy 
•  Evaluation and reporting 
•  Inform audience plans 
•  Feasibility 
•  Case for collaboration 
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Metroculturals 
Commuterland  
Culturebuffs 

Experience 
Seekers 

Dormitory 
Dependables 

Trips & 
Treats 

Home & 
Heritage 

Up Our 
Street 

Facebook 
Families 

Kaleidoscope 
Creativity 

Heydays 

 
 
 

  
  

 
 

 A segmentation of the UK population based  
 on people’s cultural habits and preferences.  

 
 10 distinct profiles, linked to household  
 and located by postcode. 

 
 Helps us understand spectrum of audiences,  
 plan to meet needs, and find new ones. 











So who ARE my 
audiences? 



… who COULD they 
be? 



Audience Finder Tools 









Audience Finder Tools 



St Barbe Museum: Leveraging investment 

Audience Finder is “a marvellous tool for 
cutting through the swathes of data which 
delight and confound us in equal measure…” 

Lindsey Cook, Marketing Director 



Audience Spectrum Group 



Audience Finder Tools 















Audience Finder for  

Audiences 

£ 

Social Cultural/
Artistic 

Audiences 

Realistic 
financial 
targets 

Understand 
your 

community 

Perceptions 
of quality 



Cambio de Mendalidad? 

•  Have a plan! 

•  With/ for your whole organisation 

•  Work with other organisations  

•  Share some data… today! 

•  Get an audience development agency 



Thanks 
theaudienceagency.org 

audiencefinder.org 

adeste.eu 



Thanks 
theaudienceagency.org 

audiencefinder.org 

adeste.eu 


