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THE ROLE OF RESEARCH IN THE ARTS

The work of art is
responsible to
none; the house
Is responsible to
everyone.

— Adolf Loos,
1870-1933




LET’S AGREE

* Audience surveys are valuable.
= Connect with audience
= Deepen your knowledge
= Keeps communication open
= Can provide substantial data over time
* Track changes and trends

= Power of data expands when linked to other
sources
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STRUCTURE OF
AUDIENCE SURVEY

ation

ARTS BEHAVIOR

SOURCES OF INFO

DECISION-MAKING

DEMOGRAPHICS

CONTACT INFO

PSYCHOGRAPHICS

* Relationship (e.g. subscriber)

Frequency of arts usage
Reactions to event

How learned about event
Media sources about arts
Online usage

Role in decision

Others involved

Timing

Purchasing behavior/preferences

Age
Gender
Race/Ethnicity

Name

Email




ARTS BEHAVIOR

* Relationship

* You
» Other arts organizations

* Frequency

* You
» Other arts organizations

 Passion
« Favorite arts genre/organizations/ venues



~ SOURCES OF INFORMATION

 Arts events/activities

 You
* Others
 General

* On line engagement
* Websites
« Social networking
 Blogging (commenting)
* Twitter
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DECISION-MAKING

* Who decides

* Who influences decisions

* Advance planning vs. impulse
* Buying habits, preferences

* Criteria for making the decision
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DEMOGRAPHICS

* Age

* Gender

* Marital/Family status

» Race/ethnicity

* Income

* Employment

* Educational attainment
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PSYCHOGRAPHICS? HUH?

* Go beyond demographics

« Put flesh on the bones
« Learn who they are when they’re not with you

* Aid in segmenting audiences

* Fine-tune marketing strategies

* Improve targeting of media (and ROI)
* Deepen engagement

» Elevate the customer experience
 Build conversion and loyalty
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WHAT PRE-CON SURVEY TELLS US

THE "X's" RUN IT

6%

m Silent Generation
(1925-1945)

B Baby Boomer (1946—-
1964)

W Generation X (1965—
1979)

® Millennials/Generation
Y (1980-2000)

31%




WHAT PRE-CON SURVEY TELLS US

WOMEN RULE!

18%

m Male
m Female

82%
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 WHAT PRE-CON SURVEY TELLS US

Non-parent

Single

Spouse

Parent of an adult

Parent a minor

FAMILY NEEDS DIFFER

27%

3% are lucky
parents of
31% both minor

24%

9% have a
willing partner
to do whatever
the heck they
want

51%

20% need
babysitter

Multiple response.

X

30%

40%

60%
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* WHAT PRE-CON SURVEY TELLS US

THEATRE IS TOPS

Live theater (Drama)
Gallery/Exhibition art
Live theater (Musical)

Live music: Non-symphonic
Live music: Symphonic
Other

Film

Dance: Non-Ballet

Dance: Ballet

Spoken word/poetry
Choral

22%

0% 5% 10%

15%

20%

25%
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" WHAT PRE-CON SURVEY TELLS US

7%

73%

20%

THE ARTS IS MORE THAN A JOB -- MAYBE

W 3-4 times a year

B More than 4 times
a year

= Twice a year or
less




WHAT PRE-CON SURVEY TELLS US

ENGAGED BEYOND THE CALL

Frequent ticket-buyer %28%
Regular donor/contributor RN 24%

Occasional visitor [N 21%

Volunteer/board member I 11%

Subscriber/member N 8%

"Wannabe" F 8%

0% 5% 10% 15% 20% 25% 30%
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* WHAT PRE-CON SURVEY TELLS US

WOW, HOW DISPERSED YOU ARE!

8%

6%

40%

60% live in
just 14
(31%)

zip codes

3% 3% 3%

B 55406
W 55410
W 55418
W 55419
W 55105
W 55104
W 55408
W 55107
W 55108
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Using Creative Queries to
Unlock Audience Insights



What is your favorite snack?

0% 1. Candy bar
0% 2. Chips
0% 3. Popcorn

4.

0%

Vegetables




e
When | attend an arts event or activity, | usually want
the experience to be . ..

0% 1. An escape
2. Educational
3. Thought-provoking
4. Transformative
5. Social

0% 6. Predictable
V4
3
9
1

0%

0%

0%

0%

0% Rejuvenating

0% . Tweetable
Fun

0. Worth talking about
T =

0%




e
If you had more free time, would you attend arts

events or activities . ..

. More often
. About the same

1
2

0% 3. Less often
4

. Not at all




S
If you had more money, would you attend arts events

or activities. ..

0% More often

0% About the same
Less often

Not at all

0%

s wnh =

0%



S
Do you attend arts events/activities most often for

business or pleasure?

0% 1. Business

0% 2. Pleasure
0% 3. Both equally




Have you performed or created any art yourself, for
any reason and in any form, even if just for your own
personal pleasure, in the past 3 years?

0% 1. Yes
0% 2. No




How likely are you to use the Internet to get information
about an arts event or activity before deciding to attend?

0% . Very likely

0% Somewhat likely
0% Neutral

0% Somewhat unlikely

o &~ W bh =

0% Not at all likely



How likely are you to use the Internet to share information
about an arts event or activity after you attend?

0% Very likely

0% Somewhat likely
0% Neutral

0% Somewhat unlikely

o &~ W bh =

0% Not at all likely



Have you ever downloaded a podcast?

0% 1. Yes
0% 2. No




e
When you travel by air, how often do you take your
laptop with you?

0% Always

0% Most of the time
0% Occasionally
0% Almost never

0% Never

o a kb~

0% Seldom travel by air



e
Which of the following methods do you use most
often to listen to music when you are driving?

CD

Cassette tape
MP3

Radio (regular)

0%
0%
0%
0%
Satellite radio

Other

Don’t usually listen to music while driving

0%
0%

N o 0ok~ w0 bd =

0%



e
How many total hours would you say you spent
doing volunteer work, of any kind, each month on
average, in the past year?

0% 1. 3 hours or less
0% 2. 4—-10 hours
0% 3. More than 10 hours



S
In the past 3 years, have you participated in any of the
following political activities? (Select all that apply)

0%
0%
0%
0%
0%
0%
0%

0%

1.
2.

3.
4.
S

~N O

Circulated petitions

Hosted coffees, teas or other gatherings for a
candidate

Donated money to a campaign

Volunteered at a phone bank for a candidate
Served as a voting registrar, judge, etc. at a
polling place

Voted for a candidate for any public office
Signed or circulated an online petition for a
political organization

Not participated in any political activities l




strengthening arts participation

On-Line Survey Tips
Explain purpose, give deadline, offer

iIncentive at beginning

Put long lists of responses in 2-columns to
minimize scrolling

Make “Skip Logic” your friend

Email through the integrated distribution tool
to track response, send reminders

Stay within 10-15 minutes (usually)
Direct back to your OWN website

Use manual data entry for paper version
Segment surveys



Create a Habit

* Prioritize (for actionability)
« Systematize

* Replicate

* Internalize
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“Power” Links

American Factfinder, U.S. Census Bureau
* WWW.CENsUs.gov

Community Tapestry Lookup, ESRI

 http://www.esri.com/data/esri_data/tapestry.html

PRIZM/My Best Segments, A.C.Nielsen/

Claritas
* http://www.claritas.com/MyBestSegments/Default.jsp?I
D=20&SublD=&pageName=ZIP%2BCode%2BLook-up

Values and Lifestyle Segmentation, Strategic

Business Insights

 http://www.strategicbusinessinsights.com/vals/ustypes.
shtml
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