
Key findings from Indigo’s 
2020 Christmas Online 
survey, with the top selling 
points for audiences and the 
key considerations for digital 
options in 2021 and beyond.



Following periods of lockdown and tiered Covid
restrictions in autumn 2020, there was a brief
window where cultural organisations in parts of the
the UK were able to stage in-person performances
of their pantomimes and Christmas shows.

However, the threat of changing restrictions – as
well as fears of low audience confidence levels –
meant that many organisations opted for a digital
version, either in addition to their in-person
offering or as a standalone digital product.

We wanted to know what audiences liked and
didn’t like about the online Christmas experience,
how it compared to in-person shows and whether
they’d do it again if they could return in-person.

Organisations who were putting on digital
Christmas shows were invited to take part in
the Christmas Online survey.

It was free to take part, organisations were
provided with a link to email to audiences
after the show and a link to view their own
organisation’s results in real time.

All responses were then combined to create a
benchmark data set.

Over the two month period, over 1500
responses from audience members were
received via seven cultural organisations.
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Read the Top Five selling 
points for digital audiences



The comfort of watching from home

Particularly those audience members with 
children appreciated the ease of being able to 
watch from home – reducing the stress of 
travelling to a venue, not having to queue for 
toilets or deal with possible tantrums! 

Others enjoyed the shorter format of many of the 
digital offerings and the ability to watch on a 
variety of devices to suit different home set ups.

“It was great that we could watch it 
more than once - we watched it 4 
times.  We were also able to sing 

along more loudly than in the theatre!”

“I liked that we could have 
comfortable seats, any snacks we 

fancied and could pause if the kids 
needed the toilet, and no queueing for 

the ladies in the interval.”

Affordability and flexibility of booking

Audiences liked how easy it was to book a ticket 
at the last minute and attend whenever suited 
them.

Many also commented on how affordable digital 
options were compared to in-person experience 
and the excellent value for money it offered.

“[I liked that you] did 
not have to commit to 
a particular time and 

date in advance.”



A better close-up experience 

Audience members commented on the excellent 
visual and audio quality, enjoying the close ups of 
performers and set which they may not get in a 
traditional theatre.  

“It was like having a 
front row seat!”

“It was great to be 
able to zoom into 
people's faces.”

Increased access for different groups

Audiences enjoyed being able to watch shows created 
by organisations they wouldn’t be able to go to in 
person – particularly those living outside of the UK.

For audiences with access requirements which make 
attending in person difficult – as well as those who 
were vulnerable to Covid – a digital version was very 
attractive. 

The ability to pause, replay and rewind also made it 
easier for those who wanted to watch at different 
speeds.

“My nephew who is autistic is unable to 
sit through a performance in the theatre 
so was lovely for him to experience the 

show his sisters saw last year.”

“We watched concurrently 
with grandparents and 

aunty who were 300 miles 
away.”



Trying something new and exciting

Organisations were incredibly creative when 
creating their digital offerings. Audiences loved 
the originality of the digital experience, add-ons 
and effects. Particular highlights were the 
inventive interactive moments and the creation of 
a shared digital space with others.

They also enjoyed seeing sections filmed in 
different locations for example behind the scenes 
at the theatre or out in the town centre.

The Top 5 selling points:

1. The comfort of watching from home

2. Affordability and flexibility of booking

3. Increased access for different groups

4. A better close-up experience 

5. Trying something new and exciting 
“I didn't expect the audience 

interaction which is something I 
love so was very pleasantly 

surprised.”
“[I liked] The way it's been 

realised (mobile cameras carried 
by actors, different locations 

inside the theatre).”



Check out our five 
recommendations for 
planning your digital offering



1. Capture the essence of live but design for digital - For many audience members, the tradition of attending is the most

important thing about seeing a Christmas show. Some feedback suggested that digital versions were missing some of the essential
traditional elements and was lacking atmosphere, particularly if they were not created with a digital audience in mind. The most
successful shows were those which were designed for a digital audience and which managed to create a sense of atmosphere, translating
the essential elements of Christmas theatre into a digital alternative.

2. Remember that different formats suit different audiences - Some audiences appreciated being able to pause,

rewind and watch again, whilst others valued the live element, seeing other audience members and being able to share the experience
with friends and family. Offering a variety of formats might be a way to ensure that different groups are able to enjoy the production in a
way which suits them. Creating versions for groups such as schools or care homes could also be a way to reach new audience groups.

3. Focus on accessibility - Audience members with particular access needs found that the digital experience was a more inclusive

alternative to in-person experiences. However, others pointed out that their specific needs were not catered for. Accessible
performances which suit different needs – for example captioned performances or relaxed performances – could be incorporated into a
mixed model of performances to ensure everyone can benefit from the digital version.

4. Don’t underestimate the technical support required - Some of the negative feedback focused on ‘technical problems’

relating to poor Wi-Fi, difficulty accessing the content or the inability to connect to Smart TVs. Those organisations who had excellent
documentation and a few ‘technical support’ team members on hand to answer questions via email or social media definitely benefited.

5. Don’t forget the cast and creatives – Seeing some of the same cast every year is an important element for certain

audiences, some of whom mentioned missing the interaction of previous years. Even if the show is pre-recorded, there could be ways to
explore including the cast and creatives in inventive ways to make sure they get the interaction with and feedback from digital audiences
that they are used to in person. Are there opportunities to create additional footage with cast members or ways to enable audiences to
interact directly with cast in before or during the show via social media?



Indigo Ltd provides smart, sensible and practical 
consultancy for the cultural sector in the UK and beyond. 
Over the 18 months, Indigo has led a series of national 
research projects, tracking cultural audience sentiment 
during Covid-19 through large-scale audience surveys, 
including After the Interval and Christmas Online, which 
have gathered over 450,000 responses to date. With 
partners Baker Richards and One Further, Indigo 
developed the Culture Restart Toolkit which continues to 
track cultural audience sentiment in the UK. 

Find out more at www.indigo-ltd.com or get in touch 
with us on info@indigo-ltd.com.

http://www.indigo-ltd.com/
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