
deSingel: using a sophisticated website to develop audience loyalty and organisational 

efficiency 

Overview 

This case study looks at how the deSingel international arts campus is using its website in order 

to increase loyalty, affinity and give the organisation a competitive advantage.  

Background 

deSingel is a large-scale multidisciplinary arts campus that presents and produces 

contemporary art (including theatre, dance, music and architecture) from Belgium and around 

the world, aiming to make this work accessible to the broadest possible audience. 

deSingel sees itself as a mediator between artists and the public, and aims to maximise the 

effect of public funding it receives for the benefit of its audiences. 

Origins of the project 

deSingel carried out detailed audience research to help the organisation understand and 

communicate better with customers. This research revealed a diverse yet sophisticated 

audience – with a core of highly educated attenders aged 35 to 65, working in the media and 

creative professions, or studying. The study showed that the profile of the audience varied 

depending on the artistic medium. Theatre-goers tended to be younger and more progressive 

whilst the classical music lovers were more traditional in approach, with dance fans somewhere 

in between. 

deSingel was already working on building more personalised relationships with audience 

members using a Customer Relationship Management (CRM) system. The marketing 

department was already using a segmented approach to its communications, with mailings sent 

to customers based on their interests. For example, people who had already attended many 

classical music concerts were invited to rehearsals of famous musicians. 

However, deSingel believed their relationships with the audience could be developed further by 

better exploiting digital technologies. The organsation aimed to move from ‘push’ forms of 

marketing (the organisation disseminating promotional information to passive customers) 

towards ‘pull’ forms, where audience participation and co-production is encouraged. The 

website was seen as key to this process. 

Objectives 

The primary objective in redeveloping the website was to provide audiences with rich 

information on deSingel’s international contemporary programme, allowing users access to 

different levels and types of information to suit differing needs.  

The website was designed to encourage users to stay longer on the site and engage with the 

rich content available, thereby having a virtual visit to deSignel. 



The website also aimed to drive users to make real world visits by giving them the resources 

needed to familiarise themselves with the organisation and providing guidance on the 

sometimes challenging artistic programme.  

Increasing interactivity for the audience, developing a dialogue between the organisation and its 

customers, establishing more intimacy with the organisation by bringing deSingel ‘into the living 

room’ and build a community of users around de Singel were secondary goals.  

deSingel also aimed to increase awareness of its programme and connected artists – both in 

the Flanders region and abroad – by making the site fully trilingual in Dutch, French and 

English. 

Process 

www.desingel.be was made by integrating several different software systems and sources of 

information which were already used in various different departments of the organisation. 

Internal planning was key in this process, to coordinate the systems and make sure the relevant 

departments were involved.  

The website now contains information on around 4,000 performances, concerts, introductions, 

talks, and other events. The site also allows access to a database of artists and works, created 

as a related resource, with information on around 10,000 artists, 4,000 works, and also brief 

descriptions of 700different arts professions and their role within projects (eg choreographer, 

director, musician). 

The website is also integrated with other sophisticated IT systems. The ticketing and CRM 

system now has information on 110,000 patrons and potential customers. A digital database 

with 7,000 pictures, 700 programme brochures, 100 registered introductions, press releases has 

also been created and is drawn on as a resource for website content. 

deSingel’s challenging programme demands in-depth information to inform the audience’s 

decision to attend. The more challenging a work is, the higher the perceived ‘risk’ to a potential 

visitor. To reassure the audience, the programme brochure for each concert, performance or 

exhibition is available on the website three days in advance for free. 

The website also has a popular forum – initially, deSingel tempted users to take part in this area 

by offering the chance to win free tickets in a prize draw.  

Resource implications 

It is difficult to estimate the true cost of setting up the website, due to the way it was developed 

from a range of different existing and developing internal resources and systems.  

Staff from across the organisation now work to update the website. However, much of this 

updating happens automatically through integrated IT systems, so information is fed to the 

website at the point where staff perform the task in the normal way. For example, information is 

shared between the box office system and the website. It has now become routine to load 

content already produced for other functions on to the website – for example, promotional 



materials are also automatically loaded on the website at the point that they go to press, and 

introductions to concerts are recorded and uploaded soon afterwards.   

Outcomes 

One of the main plusses of the website has been the creation of the forum, which allows 

deSingel to receive direct feedback from customers. During the weekend of 29 and 30 

September 2007 there was a theatre performance by the Dutch company Toneelgroep 

Amsterdam. ‘Roman Tragedies’ was six hours long, covering three Shakespearean tragedies. 

Following the performance, the forum received 43 posts to say what a fantastic experience it 

was. In this way, staff at deSingel are able to quickly gauge audience response, which can then 

be used to inform future programming decisions. This is particularly useful for ‘difficult’ work, 

where ticket sales could otherwise seem to show that a particular type of work is unpopular.  

On the forum, people interact not only with deSingel but also with each other. The potential of 

this in creating affinity between deSingel and its customers, and between the customers 

themselves seems huge and probably very beneficial in terms of loyalty and recommendation. 

The tactic of using free tickets to tempt users to participate in this area has been very effective – 

and at minimal or no cost to the organisation, as these free tickets may have remained unsold 

anyway, thereby leveraging spare capacity to develop relationships.  

deSingel’s patrons often download and print out the brochures in advance of turning up to the 

event; this allows users to plan in advance and acts as an added reason / reminder to attend.  

Key success factors 

Integration: because the website is automatically fed information from other systems, and staff 

routinely upload content produced for other purposes, the cost of refreshing the site content is 

minimal.  

Providing as much information as possible: by giving the audience access to in depth 

information on the programme in an easy-to-navigate way, deSingel supports audience 

members to take risks in their choice of what to attend. The site allows audiences to prepare for 

and follow up on visits, thereby tailoring the experience to their personal needs and extending 

the visit and relationship with deSingel.  

Collaboration within the organisation: it was essential that deSingel staff from different 

departments worked together on setting up the website, to ensure different organisational 

systems were integrated. 

Next Steps 

There are a few developments in the pipeline for the deSingel website, including an introductory 

page specifically for first-time visitors. This will involve users entering their details; after a few 

days they will receive an e-mail promoting the upcoming season, with a link to the online 

ticketing application form. 



There are also plans for a blog for schools to be moderated by teachers, exhibition podcasting, 

as well as video interviews ‘backstage’ with performers, producers and other staff. 

 


