
Insight 2010
Welcome and Introduction

Supported by



Symposium : (1) A meeting or 
conference for discussion of a topic, 
especially one in which the participants form 
an audience and make presentations 

(2) A party for drinking and discussion in 
ancient Greece; syn (together) + posion
(drinking)



Expectations?

� Give and gain

� Learn from one another: everyone is an expert 

� AL will learn from today’s discussion; it will inform our work

� Practical applications 

� We will all leave having learnt something new
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(�n's �t') n.

1. The capacity to discern the true nature of a situation.

2. The act or outcome of grasping the inward or hidden 
nature of things or of perceiving in an intuitive manner 



DIKW
Hierarchy

Data: 
Facts/ statements

Information: 
Adds context, relativity

Knowledge: 
Adds HOW to use it

Wisdom:  
Principle

WHEN to use

DIKW is the proposed 
structuring of data, 
information, knowledge 
and wisdom in an 
information hierarchy 
where each layer adds 
certain attributes over 
and above the previous 
one. Data is the most 

basic level; 
Information adds 
context; Knowledge
adds how to use it; 
and Wisdom adds 
when to use it.



70% of our audience only attended once last year

So… we should offer more and better incentives to 
encourage this large group to come back 

The benefits of Insight…
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But that’s relatively high in London; 78% of ALL 
audiences only attended once

So we should try reviving work popular with our 
audiences – there’s less risk than we thought 
of alienating regulars

We now plan to revive 20% work, maximising 
exposure and advocacy, lowering costs to reinvest

The benefits of Insight 2…



Audience 
Development

Knowledge

Information

Data

Audiences London Role

>> Evaluate, inform policy and practice >>

Action-research, consultancy, collaborate

Interpretation, training, discussion 

Context, analysis, benchmarks

Primary research



Co-operative Knowledge Bank

� Client research (one-stop-shop)

� Collaborative research

� “bank” findings, information back with interest

� Custodians not owners

� A safe-house

� Ensure access for sector

� Realise the asset: adding meaning, putting it to work

� Add value: benchmarks and partnerships



Information banked with AL in 2009

� We analysed 15,000 e-survey responses

� We talked to 9000 people about their views & experience 
of arts and culture

� We cover 2 million households in our Snapshot London 
data-sharing project

� We worked with 60 research clients in arts and heritage

� We helped develop 50 strategies for audience 
development

� We now have 39 arts venues participating in Snapshot 
London

� We’re working with 21 visual arts organisations in 
supporting them to exchange data



What’s changing in London?

� Audiences

� Practice

Where are we now?



Snapshot London

� Began in 2003, and now has 39 organisations participating

� 32 of these are in Inner London; in 7 Outer London

� The system we use captures box office data automatically

� It identifies unique bookers, transaction information and 
booking behaviour

� Snapshot now contains data for over 7 million bookers

� We produce benchmarks annually, across the whole dataset 
and by artform

� As an example of how we can use this data, we looked at 
the 07/08 benchmark in terms of booking time, drive 
distance, Pareto Law, Mosaic group and type and venue 
crossover



Snapshot London and venues



2008/2009 selected benchmarks

When do they book?

� 22% booked on the day

� 17% booked up to a week before

� 19% booked between a week and a month

Where do they engage?

� 35% attend within 5 miles of their home postcode

� A further 24% attend within 5-9 miles of their home 
postcode
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How often do they attend?

� 79% single attendance; 10% twice; 4% three times
� ���
�	����������������������������



Arts Audiences: Insight
ACE produced this 

segmentation of the English 
population, with a focus on arts 

attendance and participation

� 2 groups are highly engaged, 
attending and participating 
(est 9% English adults)

� 7 groups have some 
engagement (est 70% English 
adults). Of these:

� 4 groups attend and 
participate (est 60%)

� 3 groups participate only 
(est 10%)

� 4 group not currently engaged 
(est 23% English adults)



Are we getting better 
at building audiences? 



Changes over time

Isolated 31 organisations with data from 2004/05 to 2008/09

+16.6%
(adjusted for inflation)

£120,165,695Income generated

+8.7%6,347,268Tickets sold

+7.2%1,6555,955Total households

+5.5%6,499Total events

% change
from 2004/05

2008/09 
Snapshot figures

So all the trends we’re seeing are good!



Recession Impact
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And, we’ve managed to weather the recession!
Society of London Theatres are suggesting no dip in income 

from their members

The museum sector is also reporting visitor increases for 2009 -
up to 20% in some cases where entrance is free



But are audience profiles changing?



Mosaic 2009

London Snapshot 08/09

Most Mosaic types have an average increase 
(04/05-08/09), except for…
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Who are those two big players in Snapshot?

� Liberal Opinions:
Young, professional, well educated 
people who are well read, 
cosmopolitan in their tastes, liberal in 
their views and have a keen interest 
in the arts. Neighbourhoods can 
contain a high proportion of the 
country’s students living in term-time 
accommodation

� Alpha Territory:
The most wealthy and influential 
individuals in the UK  who have risen 
to positions of power in the private 
and public sectors

Snapshot 08/09



But are their profiles changing?

Do we need to think again about older 
audiences?

� Significant increases in proportions of older people 
attending/participating

� Existing audiences: baby boomers been developing a 
lifetime habit

� Potential audiences: these audiences are likely to be 
aspirational, and to have experienced a change in 
circumstances

� Participation is key

� The offer for this age group is not joined up across London



Are attendance habits changing?
Are we driving up frequency?



Meeting the retention challenge

� 78% of attenders only go once a year across the whole Snapshot 
London data set

� There are indications that “infrequents” are a distinct segment
� Small improvement = big impact

3 “addressable” reasons people lapse:
� Changes in lifestyle – 47% “Lifestyle Lapsers”
� Lack of right kind of info – 25% “Trophy Hunters”
� Lack of timely info – 17% “Passed me by”

3 segments to leave:
� 16% “Trip or Treats”
� 14% “Popular and unperturbed”
� 16% “Knowledgeable niche”

(Audiences London’s findings from research with London Theatre Consortium)



How are we responding?

� Better co-ordination: 
- Ni10 and 11 - working locally to engage attenders across 

boroughs (see the DCMS website for details here)
- ACE National Campaign - working nationally to join up 

findings and approaches to audience development (see the 
ACE website for details here)

� Developing and supporting collaborative projects for faster 
learning, lower risk, greater impact 

� Understanding and using social networks in a way that 
meets the needs of micro-segments

� Longer-term, more facilitative community engagement



Sources and Resources

Audiences London can signpost you to all the following - mainly free -
resources and explain how and where to use them.

TGI (Target Group Index) arts data
Taking Part: DCMS population survey cultural attendance/participation
Arts Audiences Insight : ACE population survey and segmentation
Active People : continuous national survey re sport and culture
Audiences London primary, collaborative research (various)
Snapshot London : AL’s combined venue data-set 
www.audienceslondon.org/snapshotlondon
CultureMap : AL’s mapping website - www.culturemaplondon.org
Resources (eg older people, digital benchmarking) 
from www.audienceslondon.org
and www.audienceslondon.wordpress.com



www.audienceslondon.org

info@audienceslondon.org

020 7407 4625


