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Introduction

Welcome to the 2013 Audience Review produced by Audiences NI. This report 
analyses the box office data supplied by 32 arts organisations across NI for the 
2013 period. While it does not give a complete picture of all attendance at arts 
events, it does help to size the ticketed events that take place across NI and to 
consider the trends in audience behaviours and the types of audience who are 
buying tickets.

The Audience Review is one of a number of research and insight projects that 
Audiences NI undertakes on behalf of its members and as part of its service level 
agreement with the Arts Council of Northern Ireland. We are grateful to ACNI, 
Belfast City Council and our members for their support this year. In 2014, we will be 
producing the annual Foundations Benchmark report, the Belfast Audience Audit, a 
major piece of visual arts research, an analysis of the audience for dance in NI and 
significant insight into audience for music touring of jazz, chamber, contemporary 
and world/roots music genres as part of the ACNI Music Touring scheme. In 
addition, we continue to offer our members bespoke Mosaic reports and audience 
surveys.

2013 saw a continuing upwards trend in the number of tickets sold and that fact is 
partly accounted for by the amazing City of Culture in Derry~Londonderry but also 
seen in other parts of the country. Given the funding challenges that the sector 
faces, the necessity to develop and engage audiences across all cultural activity 
remains a priority so we can ensure the public see and recognise the value of 
the arts whether that is economic return, well-being, education, health, bringing 
communities together and promoting understanding, in addition to the value of the 
arts themselves as part of a mature and progressive society.

2014 will also see the move to implement Local Government Reform and the 
change in council areas will undoubtedly impact on venues, producers and 
audiences. ANI will continue to work to support local authority members in this 
transition and initial implementation stages.

The new team and I have been reviewing a lot of the ANI activity this year and as we 
enter our tenth year we will be making some changes. This will include the reports 
and data we present to you. Our members and stakeholders feedback tells us that 
you value the reports and data we produce but you also want support in identifying 
clear insights and actions from those reports. We have started to work on that and 
will continue to strive to match those needs in 2014/15 and beyond.

I would like to thank Dr Amy Kieran, Research and Development Manager, who 
completed her first Audience Review with much diligence and hard work. She was 
supported by Claire O’Connor, Research Intern, who has been a fantastic asset to 
the ANI team. I commend this report to you and any questions please contact  
Amy or Claire. 

MARGARET HENRY
Chief Executive,
Audiences NI.

The Crescent
Arts Centre

Produced in partnership with:

Cover Photo: Courtesy of Derry City Council
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Executive Summary

The Audience Review covers the period from 1st January 2013 
to 31st December 2013, a full calendar year of arts attendance, 
and while it does not represent a comprehensive overview of 
all arts attendance, it forms a robust study of the minimum 
level for arts attendance at many of the principal venues and 
organisations across Northern Ireland in 2013. 

At least 22% of households in Northern Ireland booked 
tickets for arts events in 2013. There were 424,380 visits to 
performances of arts events in Northern Ireland in 2013 at 32 
ticketed festivals and venues, equating to 1,303,003 tickets 
worth £19,743,793.81. This represented a 4% increase in 
tickets sold compared to 2012, and a 6% increase in ticket 
revenue. The average price paid for a ticket to the arts in 2013 
was £15.15

The 1,303,003 tickets sold for the arts in 2013 was the same as 
filling Ulster Rugby’s newly refurbished Kingspan Stadium 72 
times while the £19,743,793.81 generated in ticket revenue was 
the equivalent of selling 5,641,084 Translink Metro Day Tickets.

At least 5% of bookers in 2013 came from the Republic of 
Ireland, 2% from the rest of the United Kingdom (primarily 
England) and 0.5% of all bookers were international. This is 
a minimum level for cultural tourism related to the arts in 
Northern Ireland, as not all events issue tickets or are sold 
electronically, and not all cultural tourists book in advance. 

Theatre ‘Entertainment’ was the most prominent genre 
(284,141 tickets), followed by Drama (199,500 tickets) and 
Popular Music (140,766 tickets). Musicals and Cinema 
Screenings were the only other genres to sell more than 
100,000 tickets in the year. 

Attendance is not exclusive to people on high incomes – 29% 
of household bookers came from households with an above 
average likelihood of household incomes being less than 
£7,500 a year. However, groups like Wealth & Wisdom, Better 
Off Families and Ageing Suburbanites, that share similar 
characteristics and tend to be older, wealthier, married and 
educated, display higher than average likelihoods of attendance 
and are more likely to be attending multiple times throughout 
the year.

The summer months of June to September continued to 
record below average levels of attendance compared to the 
rest of the year, while February and April also witnessed a 
below average level of ticket sales. 

44% of tickets were purchased more than a month 
in advance of the event, compared to 56% of tickets 
purchased within a month of the event date.

57% of household bookers in 2013 had also made a 
booking for at least one arts event in either 2011 or 2012 
– although not necessarily at the same venue as they 
attended in 2011 or 2012. 

62% of household bookers made just one visit to the 
arts within 2013, and on average, 75% of bookers were 
attending each venue only once a year. 

New customers in 2013 were four times as likely to only 
be attending once that year rather than multiple times, 
while those that were attending in all three of the last three 
years were twice as likely to be multiple attenders in 2013, 
demonstrating the value of building relationships with 
customers over time. 

On average, an arts organisation in Northern Ireland will 
be sharing more than 10% of their audience with just two 
other organisations, although there is a higher incidence 
of crossover within organisations located in Belfast or 
East of the Bann when compared to those located in 
Derry~Londonderry or West of the Bann. Festivals are 
also more likely to crossover with higher numbers of 
organisations when compared to venues. 

For the first time, this report attempts to segment audiences 
based on their known genre preferences using four groups: 
Mainstream, Classical, Contemporary and Participatory. The 
results of this trial analysis indicates that audiences within 
the Mainstream and Classical segments tend to exhibit 
higher levels of average crossover between events from 
different genres when compared to the other two, while the 
Mainstream and Participatory segments tend to be more 
likely to re-attend the arts within a short period of time. 
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Methodology

The Audience Review is based on box office data 
drawn from 32 organisations across Northern Ireland 
connected to Vital Statistics, the analytics software used 
by Audiences NI, and continues to be one of the most 
robust pieces of market intelligence to date in Northern 
Ireland. In 2013, three new organisations began sharing 
data with Audiences NI: Open House Festival, The Black 
Box and Waterside Theatre.  

While the majority of organisations using computerised 
ticketing currently in Northern Ireland are included 
within this report, the Review does not represent a 
comprehensive overview of attendances in 2013. Only 
organisations using computerised systems can be 
included, and within these organisations, audience data 
can only be captured for events for which tickets were 
issued. As such, audiences for genres such as music and 
the performing arts – for which ticketed sales are more 
prominent – are represented more comprehensively than 
genres such as the visual arts, where events are typically 
not ticketed. Equally, events across all genres which take 
place in non-conventional spaces or for which tickets are 
not issued, are also excluded from this analysis. 

The Audience Review covers the period from 1st January 
2013 to 31st December 2013. 

•  To demographically profile household bookers, the 
postcodes of bookers from Northern Ireland were 
analysed using the Mosaic NI profiling segmentation. 
Mosaic NI is a classification system which segments 
consumers into nine demographic groups specific to 
Northern Ireland, based on the postcode attached to the 
customer record. 

•  For the purposes of analysing crossover between 
organisations, each organisation was anonymised 
and given a randomly assigned letter of the alphabet 
from A to Z. Each organisation retains the same letter 
throughout the report. 

•  To quantify sales and analyse crossover between 
artforms/genres, each arts event in 2013 across  
these organisations was classified using the first 
(artform) and second (genre) tier of the ADUK  
artform classifiers. 

Data from all 32 organisations was used to quantify sales, 
analyse purchase patterns and demographically profile 
household bookers (up to page 17 of this report). However, 
for analysing frequency, crossover and levels of unique 
bookers, some of these datasets were excluded on the 
grounds that they have low data capture, are selling on 
behalf of multiple organisations, or the dataset does not 
reflect a normal full year of sales for that organisation. 
The organisations excluded from analysis from page 18 
onwards are Belfast Welcome Centre, Waterside Theatre, 
Cinemagic, Open House Festival, Linenhall Library, The 

Nerve Centre, QFT, and The Black Box. Both the Ulster 
Orchestra and the Cathedral Quarter Arts Festival are 
also excluded from this portion of the report due to issues 
arising as a result of a change to their ticketing box office 
system within the year, which may have unfairly impacted 
on the quality of the data.

This analysis is based on households rather than 
the total number of people attending, as name and 
address data collected during the booking process is 
related solely to the person making the booking. By 
using this approach, data can be quickly and easily 
analysed in a sophisticated and detailed way. It is also 
not based on a sample of bookings, so it doesn’t suffer 
from sample or recall error. 

There is currently no standard process for gathering 
information on who a booker is bringing with them, 
so the most reliable level of data to analyse is the 
combined purchase history of everyone within each 
individual household. This is the primary reason why  
the figures included within this report are not 
comparable with the results of the Continuous 
Household Survey. For more information of the 
Continuous Household Survey, see page 27. 

However, under certain circumstances (listed below), 
some attendances from a household may not have been 
counted in this analysis: 

•  A household may also have booked for an 
organisation not included in this report.

•  A household may not have had their data captured 
when they booked.

•  A household may have attended an event but did not 
make the booking themselves. 

Also, some events programmed in 2013 were sold 
through more than one box office system, usually 
where events were sold both through a festival’s box 
office and also the box office of the venue, or where an 
organisation performed at another organisation’s venue.

Bookers for these events would actually then be 
associated with two different organisations by the same 
booking, however, the Audience Review is based on the 
organisation that processed the booking. Therefore,  
in reality, crossover between organisations which  
share events across other box office systems will be 
higher than is stated here. This issue is likely to be  
more prevalent between Belfast organisations than 
outside Belfast.

Bookers, not attenders…
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Quantifying overall market size in 2013

Direct comparison of 2013 and 2012  
(any organisations)

Comparison of 2013 and 2012  
(only organisations with sales in both)

i4%

i4%

i5%

i5%

i4%

i5%

i6%

i4%

Comparisons  
with 2012

Household  
bookers overall 

Number of  
visits to events

Number of  
tickets sold

Amount of  
revenue generated

A direct comparison with the data contained in last 
year’s report indicates a 4% increase in the number 
of tickets being sold overall and a 6% increase in 
ticket revenue generated overall. However, with the 
changes in data available each year for analysis, a 
direct comparison of last year’s report is somewhat 
misleading. 

In 2013, three new organisations were included in the 
data reflected in this report: The Black Box, Waterside 
Theatre and Open House Festival, and no  
data was collected for Foyle Film Festival in 2013 as 
tickets for this event were sold through a different  
venue than in the previous year. 

If only those venues with full datasets of sales for both 
2012 and 2013 are compared, sales still increased 
compared to the year before with ticket sales overall  
up 5% and ticket revenues overall up 4%. As in  
2012, however, it was a mixed year for ticketed 

organisations individually:

•  11 out of 23 organisations experienced an increase 
in ticket sales compared to 2012, by an average  
of 39%.

•  12 out of 23 organisations experienced a decrease  
in ticket sales compared to 2012, by an average  
of 17%.

While attendance has decreased at just over half of 
the venues included here, the average decrease is 
slightly lower than that experienced in 2012 (by 1%). 
Where attendance has increased, however, the average 
increase is markedly higher at 36%. This sizeable 
increase is driven largely by an increase in tickets sales 
at Derry~Londonderry venues. To a certain extent, 
this can be attributed to an increase in programming 
at arts venues due to 2013 City of Culture. There were 
also sizeable increases at various venues throughout 
Northern Ireland outside of Derry~Londonderry which 
contributed to this substantial increase.

Number of  
performances

Household  
bookers overall 

Number of  
visits to events

7,791 181,096 424,380

Number of  
tickets sold

Amount of  
revenue generated

1,303,003 £19,743,793.81
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Seasonality

Per month, on average, 108,584 tickets worth £1,645,316.15 
were sold to 25,655 households making 35,365 visits 
in 2013. In keeping with last year’s results, ticket sales, 
household bookers and number of visits are below average 
during the summer months of June to September. 

This trend was contradicted slightly in terms of monthly 
revenue generated, with slightly above average amounts 
of revenue generated in both June and August, 2% and 1% 
above average respectively. Part of the reason for this trend 
in the summer months can be explained by a reduction in the 
availability of potential bookers during this period, but it may 
also be caused by a reduced availability of artistic product 
due to a lower level of programming. 

Booking Times 
Overall, bookings are spread across a wide period of 
time prior to an event taking place, with 44% of tickets 
being purchased more than a month in advance of the 
event and 56% of tickets being purchased within a 
month of the event. 

One third of all tickets are purchased within one week 
of the performance, with 19% being purchased on the 
day or the day before an event. This is a significant 
proportion of ticket sales, highlighting the importance 
of implementing a marketing strategy that works 
right up until the time of the performance. Clever and 
effective utilisation of relevant social media channels is 
particularly important here.

When compared with patterns from 2012, bookers 
are 4% more likely to postpone booking their tickets 
until one month or less before an event. In the main, 
however, patterns of advance bookings year on year are 
remarkably consistent, indicating that this hypothesis 
is perhaps not true across the sector as a whole. For 
some specific organisations, however, there is some 
evidence to support this belief:

•  11 out of 22 organisations analysed (with sufficient 
data year on year) showed increased levels of 

booking less than a month in advance compared to 
2012, by an average of 4%. 

•  10 out of 22 organisations analysed (with sufficient 
data year on year) showed increased levels of 
booking less than a week in advance compared to 
2012, also by an average of 4%. 

The amount of lead time allowed for booking tickets 
varies throughout the year, with the highest proportion 
of tickets (17%) being purchased between 29 and 60 
days in advance of an event. However, lead in time for 
booking varies according to the time of year an event 
is taking place. Between July and October, bookers are 
more likely to leave a shorter lead time ahead of an 
event when booking, with an average of 68% of ticket 
sales during these months for events happening within 
less than 30 days. 

In particular, bookers in both July and October were 
much more likely to purchase tickets either on the day 
or the day before an event. This could be attributed to 
seasonality – certainly, advance booking time elongates 
markedly in December and January to coincide with 
Christmas purchases. However, it could also be 
attributed to programming and the type of events being 
held at different times of the year. 

JANUARY, MARCH, MAY, OCTOBER,  
NOVEMBER & DECEMBER

FEBRUARY, APRIL, JUNE, JULY, AUGUST  
& SEPTEMBER

i

sTICKET SALES

ABOVE AVG.

BELOW AVG.

JANUARY, FEBRUARY, MARCH, APRIL,  
JUNE, AUGUST, NOVEMBER & DECEMBER

MAY, JULY, SEPTEMBER & OCTOBER

i

sREVENUE

ABOVE AVG.

BELOW AVG.

6%

DAY
BEFORE

10%

61-90
DAYS

10%

8-14
DAYS

2%

251-
365

DAYS

13%

ON THE 
DAY

4%

91-110
DAYS

13%

15-28
DAYS

0.2%

OVER 
365 

DAYS

14%

2-7
DAYS

10%

111-250
DAYS

17%

29-60
DAYS

Although ticket sales tend to be above average during the 
rest of the year, there are some minor exceptions to this 
trend in 2013, with ticket sales dropping slightly below 
average in February (by 11%) and in April (by 2%). The 
average amount of revenue generated monthly was also 
below average in May (13% less than average) and October, 
(11% less than average). 

However, some variation year on year is to be expected 
between months as sales are dependent on shifting 
programming, particularly where larger scale events 
are involved. On the whole, the variation noted in 2013 is 
moderate. 
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Quantifying the domestic market in 2013

92% of 2013 household bookers lived in 
Northern Ireland

22% of households in Northern Ireland1 

At least 336,417 visits, purchasing 
1,044,044 tickets worth £17,560,959.63

5% of 2013 household bookers lived 
in the Republic of Ireland 

At least 10,679 visits, purchasing 
36,099 tickets worth £591,522.20

2% of 2013 household bookers lived 
in England, Scotland or Wales 

At least 5,553 visits, purchasing 
16,617 tickets worth £365,233.82

Not all purchases are allocated to a named record with full address details when a ticket is 
sold. 70,800 visits where 203,967 tickets were purchased worth £1,181,945.20 are therefore 
in limbo, not able to be segmented by the geographic origin of the purchaser. 

The sales figures above represent minimum levels for each of the areas identified:

a. Not all arts organisations are selling tickets through a computerised ticketing system 
and not all events involve issuing a ticket, so these attendances may be missing from this 
report. 

b. Cultural tourists are likely to be under-represented in computerised booking data  as 
international bookers may not have had their data captured as part of their booking (e.g. 
they purchased their tickets on the door at the event), or their tickets may have been 
allocated to a UK address (e.g. their hotel, tour company or the venue).

0.5% of 2013 household bookers lived 
outside the UK or ROI 

At least 931 visits, purchasing 2,276 
tickets worth £44,132.96

92% of household bookers in 2013 were domestic bookers from inside Northern Ireland, with 5% of bookers 
coming from the Republic of Ireland, a further 2% from the rest of the United Kingdom (primarily England). 0.5% of 
bookers came from international sources, although this is a minimum level for cultural tourism related to the arts 
in Northern Ireland.

“AT 
 LEAST...”

1. Based on the NISRA Household Population Projections for 2013 of 732,700
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Measure for measure

Selling 1,303,003 tickets for the arts  
in 2013 was the same as filling: 

1,629 
TIMES OVER1

ST. ANNE’S  
CATHEDRAL

  1. Based on capacity of 800 people, source: St. Anne’s Cathedral Management.
  2. Based on capacity of 1,000 cars. Source: www.q-park.co.uk
  3. Based on current capacity of 18,000. Source: www.ulsterrugby.com

72
TIMES OVER3

ULSTER RUGBY  
KINGSPAN STADIUM

1,303
TIMES OVER2    

VICTORIA SQUARE 
CAR PARK
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The £19,743,793.81 spent on tickets for  
the arts in 2013 was the same as selling:

5,641,084

7,993,439 

UNLIMITED METRO BUS 
DAY TRAVEL TICKETS4  

32,906,323 
CHOCOLATE BARS6

REGULAR  
CAPPUCCINOS5

4. Based on £3.50 per ticket. Source: www.translink.co.uk
5. Based on £2.47 average for a regular cappuccino in Belfast. Source: www.numbeo.com
6. Based on £0.60 for a regular Cadbury’s Dairy Milk Oreo 61g bar. Source: www.cadburygiftsdirect.co.uk
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Attendance by artform

Ticket sales for each of the performances taking place 
in Northern Ireland within the 32 organisations that 
contributed to this report in 2013 can be classified 
by artform and genre based on the ADUK artform 
classifiers. 

This report is based on attendance at arts events for 
which ticketed sales are made through box office systems 
that are signed up to share data with Audiences NI. As 
mentioned earlier, the nature of this methodology tends 
to be most compatible with the performing arts and music 
events, where it is more common practice to sell tickets 
to performances. In fact, 95% of the total tickets sold in 

2013 as reported here come from one of four artforms: 
theatre, music, film or dance. 

By contrast, artforms such as the visual arts, museum 
exhibitions and literary events don’t normally require 
tickets to be issued, while attendance at participatory 
workshops and classes is often captured in a different 
manner, for example, school groups or larger group 
bookings. This means that these figures under-represent 
the true level of engagement within these artforms. 

With this in mind, the next section focuses solely on 
attendance at these four artforms.

2013 SALES BY GENRE TICKETS REVENUE VISITS AVERAGE TICKET YIELD HOUSEHOLDS

Theatre 'Entertainment' 284,141 £4,796,013.30 68,011 £16.88 52,602

Drama 199,500 £2,806,774.27 72,960 £14.07 43,498

Popular Music 140,766 £2,795,548.98 52,166 £19.86 39,956

Musicals 134,301 £3,231,188.03 44,823 £24.06 32,826

Cinema Screenings 106,414 £501,558.74 53,141 £4.71 11,523

Culturally Specific Music 96,722 £1,454,059.65 30,293 £15.03 23,839

Children's/Youth Theatre 90,889 £829,560.06 17,891 £9.13 13,313

Classical Music 58,818 £734,746.39 19,287 £12.49 12,074

Ballet 28,900 £647,105.10 10,943 £22.39 8,365

Youth Music 19,379 £148,400.70 4,491 £7.66 3,839

Opera/Music Theatre 15,294 £377,207.86 5,947 £24.66 4,718

Community/Amateur Music 12,048 £79,702.40 3,447 £6.62 2,899

Other Theatre (Not Opera or Dance) 8,468 £47,842.50 1,817 £5.65 1,411

Community/Amateur Theatre 8,379 £117,965.70 2,724 £14.08 2,212

Jazz 7,074 £93,120.70 3,038 £13.16 2,126

Contemporary Dance 6,245 £33,778.40 1,762 £5.41 1,412

Youth Dance 5,045 £28,425.80 1,343 £5.63 1,181

Commercial Dance 4,718 £136,377.15 1,936 £28.91 1,862

Culturally Specific Dance 4,530 £58,063.60 2,376 £12.82 642

Community/Amateur Dance 3,637 £13,465.00 794 £3.70 600

Dance Theatre 1,994 £5,958.00 323 £2.99 270

Film Production 679 £2,712.00 166 £3.99 147

Culturally Specific Theatre 437 £227.50 8 £0.52 7

Other Dance 80 £408.00 54 £5.10 36

Other Music 24 £112.50 9 £4.69 9

TOTAL 1,238,482 £18,940,322.33 399,750 £15.29 175,263

Based on events classified as being within one of the four genres specified above: theatre, music, dance or film. 
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59%
724,741 TICKETS

THEATRE

28%
351,366 TICKETS 

MUSIC

9%
107,093 TICKETS 

FILM

4%
55,282 TICKETS

DANCE
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Mosaic NI

Ageing Suburbanites 19%

Above average levels of:

• people aged 45-64, 65+ and 85+
• married couples
• in social grades A/B and C1 
• people with O-Levels, A-Levels 

and Degrees
• household incomes of £13.5k+, 

£25k+ and £50k+

Better Off Families: 14% 

Above average levels of:

• people aged 45-64 and children 
aged 5-17

• married couples
• in social grades A/B and C1 
• people with O-Levels, A-Levels 

and Degrees
• household incomes of £25k+  

and £50k+

Farming Communities: 14%

Above average levels of:

• people aged 25-44 and children 
aged 0-4 or 5-17 

• married couples
• in social grade C2 
• people with O-Levels
• household incomes of £13.5k+, 

£25k+ and £50k+

Wealth and Wisdom: 14%

Above average levels of:

• people aged 45-64, 65+ and 85+
• married couples
• in social grades A/B and C1 
• people with O-Levels, A-Levels 

and Degrees
• household incomes of £25k+ 

and £50k+

Housing Exec Tenants: 11%

Above average levels of:

• people aged 18-24 and children 
aged 0-4 and 5-17 

• single people, cohabiting 
couples and divorcees

• in social grades D and E 
• people with O-Levels
• household incomes of less than 

£7.5k and £13.5k+

Younger Nestmakers: 11% 

Above average levels of:

• people aged 25-44 and children 
aged 0-4

• cohabiting or married couples
• in social grades A/B, C1 and C2 
• people with O-Levels, A-Levels 

and Degrees
• household incomes of £13.5k+, 

£25k+ and £50k+
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Small Town Renters : 7%

Above average levels of:

• people aged 65+
• divorcees, widowers and 

cohabiting couples
• in social grades C2, D and E 
• people with O-Levels
• household incomes of less than 

£7.5k, £7.5k+ and £13.5k+

Students and Singles: 6%

Above average levels of:

• people aged 18-24, 25-44 and 85+ 
• single people, cohabiting couples 

and divorcees
• in social grades A/B, C1 and E 
• people with A-Levels and Degrees
• household incomes of less than 

£7.5k and £50k+

Poor Seniors and Solos: 5% 

Above average levels of:

• people aged 45-64, 65+ and 85+ 
• single people, cohabiting couples, 

widowers and divorcees
• in social grades D and E 
• no levels of qualification
• household incomes of less than 

£7.5k and £13.5k+

•  each  represents 1% of 
households in Northern Ireland 
attending in 2013

•  each coloured dot on the 
map represents a postcode 
in Northern Ireland which 
contained an arts booker  
in 2013

Key:
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Exploring demographics 

The percentage breakdown of household bookers 
varied by a maximum of 1% compared to last year’s 
breakdown. The same types of bookers, therefore, 
continue to come to the arts in similar proportions 
year on year, despite booker churn ensuring that a 
significant proportion of these are different people 
booking each year. The overall number of Farming 
Communities households attending the arts increased 
slightly to overtake the number attending within the 
Better Off Families group, while Housing Executive 
households also increased slightly to eclipse Younger 
Nestmakers as the fifth most prominent Mosaic NI 
group within 2013 arts attenders at ticketed events. 

In 2013, compared to the make up of the population 
overall, some demographic groups were more inclined 
to attend than others. Demographic variables like 
age, income or education are not the sole factors 
determining whether or not someone attends the arts, 
which explains why arts attendance can be expected to 
come from a broad spectrum of demographic groups in 
Northern Ireland. 

Wealth and Wisdom, Better Off Families, Ageing 
Suburbanites, Younger Nestmakers and Students and 
Singles all demonstrated an above average likelihood 
of attending the arts compared to the population 
generally, while those within the Farming Communities 
group matched the overall average likelihood to attend. 
The number of household bookers within the Wealth 
and Wisdom group has increased in 2013, with one in 
every two households attending. 

Within the groups Housing Exec Tenants, Small Town 
Renters and Poor Seniors and Solos, booking rates 
fell below the overall average of one in five households 

Does the size of a group within the 
population impact on the demographic make 
up of audiences?
Even if they exhibit below average levels of interest, 
larger groups in the population are likely to still 
have significant proportions of arts attenders. Most 
significantly, Housing Exec Tenants account for 11% 
of the ticketed arts attendance in 2013, yet they are 
the second largest population group within Northern 
Ireland, accounting for 16% of the population. This is a 
significant portion of bookers given the overall size of 
this group.  

By contrast, Better Off Families and Wealth and 
Wisdom are the seventh and eight smallest population 
groups in Northern Ireland, making up 16% of the 

attending per year, highlighting that these groups may 
need to be engaged with or communicated with in a 
different way to increase these booker rates. These 
Mosaic groups are traditionally polarised in terms of 
age with above average levels of both very young and 
older people, and they tend to have lower rates of 
marriage, qualifications, social grades and household 
incomes. 

household population of Northern Ireland combined, 
and yet these groups account for 28% of the household 
bookers for the arts. This above average level of interest 
indicates that there is likely to be something specific 
to these two groups in particular – potentially linked to 
their demographics, lifestyle or life stage which gives 
them an increased propensity to attend the arts when 
compared to other demographic groups. 

Do some groups spend more?
Wealth and Wisdom, Better Off Families and Ageing 
Suburbanites are the Mosaic groups that recorded an 
above average annual ticket spend on arts and culture 
in 2013. The other groups have below average annual 
spends, and in particular, Students and Singles and 
Housing Exec Tenants.

Are some demographic groups more likely 
to attend the arts than others?

WEALTH AND WISDOM 1 IN EVERY 2 HOUSEHOLDS

STUDENTS AND SINGLES 1 IN EVERY 4 HOUSEHOLDS

AGEING SUBURBANITES 1 IN EVERY 4 HOUSEHOLDS

HOUSING EXEC TENANTS 1 IN EVERY 7 HOUSEHOLDS

POOR SENIORS AND SOLOS 1 IN EVERY 9 HOUSEHOLDS

BETTER OFF FAMILIES 1 IN EVERY 3 HOUSEHOLDS

FARMING COMMUNITIES 1 IN EVERY 5 HOUSEHOLDS

YOUNGER NESTMAKERS 1 IN EVERY 4 HOUSEHOLDS

SMALL TOWN RENTERS 1 IN EVERY 7 HOUSEHOLDS
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Is it only the rich and privileged who attend 
the arts? 
No single Mosaic NI group was particularly prominent in 
2013, with attendances spread across all demographic 
groups in Northern Ireland. The largest single grouping 
of audiences was in the Ageing Suburbanites category, 
which is described as “middle Northern Ireland”. 
However, a higher percentage were coming from Mosaic 
NI groups which are more likely to contain older married 
people with degrees and household incomes in the 
higher ranges (£25,000+ or £50,000+), and in Social 
Grades A/B, C1 or C2. 

While there is therefore a greater chance of finding these 
types of people amongst arts bookers, not all of them 
will display these characteristics. For example, 29% of 
household bookers in 2013 were in a Mosaic NI group 
which contains above average levels of households with 
incomes of less than £7,500 per year. 

Does geography impact on the demographic 
make up of audiences? 
The demographic groups which segment people 
according to their characteristics and lifestyle are not 
uniformly distributed across Northern Ireland and 
ticketed organisations generally draw their audiences 
from a 30 minute drive time around their venue. 

When compared with the Mosaic NI breakdown of 
attendance throughout NI as a whole, attendance at the 
Belfast-only venues does not vary greatly, with just a 
slight increase in the incidence of Wealth and Wisdom 
households at the expense of those within the Farming 
Communities group. However, in the other main urban 
centre, Derry~Londonderry, there is a significantly 
different demographic breakdown. Here, there is a much 
higher incidence of Farming Communities and Housing 
Exec Tenants, while Better Off Families slip to the fifth 
most prominent group and Wealth and Wisdom fall to 
the seventh, accounting for just 7% of arts attenders in 
Derry~Londonderry. This is significantly less than the 14% 
share this group holds throughout the province as a whole.

Having excluded organisations within the two main urban 
centres, we can then analyse attendance at regional 
arts venues. When considering only venues and festivals 
located West of the Bann, the demographic breakdown 
contrasts starkly to NI as a whole. Here, Farming 
Communities account for almost half of all arts bookers, 
and Small Town Renters are more prominent than when 
considering the province as a whole. There is a reduced 
incidence of all other Mosaic groups here, particularly 
Wealth and Wisdom and Better Off Families. 

Arts attendance East of the Bann resembles the 
demographic breakdown overall, although there is a 
greater proportion of Better Off Families, with this group 
accounting for one fifth of all attendance in 2013. 

ORGANISATIONS BASED
2013  

OVERALL
IN  

BELFAST 
IN DERRY~ 

LONDONDERRY 
WEST OF  

THE BANN
EAST OF  

THE BANN

Ageing Suburbanites 19% 20% 18% 11% 21%

Farming Communities 14% 10% 19% 48% 14%

Better Off Families 14% 15% 10% 6% 20%

Wealth and Wisdom 14% 17% 7% 2% 14%

Housing Exec Tenants 11% 9% 18% 10% 7%

Younger Nestmakers 11% 10% 13% 9% 10%

Small Town Renters 7% 6% 8% 11% 8%

Students and Singles 6% 8% 4% 1% 3%

Poor Seniors and Solos 5% 6% 3% 1% 4%

Please note, percentages may not add to 100% due to rounding.
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Do different demographic groups behave differently?

Differences in audience demographics  
by genre
The ‘average’ demographic make up for an arts event in 
Northern Ireland is skewed towards those who are older 
married people with degrees and household incomes in 
the higher ranges (£25,000+ or £50,000+) and in Social 
Grades A/B, C1 or C2, with the Mosiac NI group Ageing 
Suburbanites accounting for 19% of the total audience  
in 2013. This is represented in the chart below:  

When determining whether or not some Mosaic NI 
groups are more likely to attend certain genres, it  
is perhaps helpful to segment the audience based 
on attendance at events within similar genres. The 
audience segments used here are Mainstream, 
Classical, Contemporary and Participatory.  

Contemporary  
Jazz, Contemporary Dance, ‘Other’ Theatre

Attendance among the Contemporary segment shows 
evidence of some disparity when compared with the typical 
arts attender. Wealth and Wisdom emerged as the most 
prominent group here, accounting for 7% more of the total 
attendance at Contemporary events when compared to 
overall arts attendance in 2013. This high figure was driven 
largely by performances classified as Jazz, where almost 
one quarter of the total audience for the genre fell within 
the Wealth and Wisdom group. 

Farming Communities and Housing Exec Tenants were 
under-represented within the Contemporary audience 
segment, falling behind the overall average by 5% and 3% 
respectively. 

Unlike other audience segments, Students and Singles were the 
fourth most prominent Mosaic group among the Contemporary 
audience segment, comprising 9% of the total audience share, 
a 3% increase when compared to the typical arts attender. 

This figure is driven largely by a higher than average attendance 
at both Contemporary Dance and ‘Other’ Theatre, and indicates 
above average levels of those aged between 18 and 45 and with 
household incomes of below £7.5k and above £50k.

19%
AGEING  

SUBURBANITES

14%
BETTER OFF  

FAMILIES

14%
FARMING 

COMMUNITIES

14%
WEALTH AND  

WISDOM

11%
YOUNGER 

NESTMAKERS

11%
HOUSING EXEC 

TENANTS

7%
SMALL TOWN  

RENTERS

5%
POOR SENIORS  

AND SOLOS

6%
STUDENTS AND 

SINGLES

OVERALL
ATTENDANCE

19%
AGEING  

SUBURBANITES

14%
BETTER OFF  

FAMILIES

9%
FARMING 

COMMUNITIES

21%
WEALTH AND  

WISDOM

9%
YOUNGER 

NESTMAKERS

8%
HOUSING EXEC 

TENANTS

6%
SMALL TOWN  

RENTERS

5%
POOR SENIORS  

AND SOLOS

9%
STUDENTS AND 

SINGLES
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COLOUR KEY:
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YOUNGER  
NESTMAKERSHOUSING EXEC TENANTS
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RENTERS

POOR SENIORS  
AND SOLOS

STUDENTS  
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Mainstream  
Theatre ‘Entertainment’, Drama,  
Popular Music and Musicals

Events attended by the Mainstream audience segment 
are typically high volume product, with the four genres 
included under this header constituting the top four genres 
for ticket sales in 2013. The diagram above shows the 
average composition of this audience by Mosaic group, when 
compared with the Mosaic breakdown for arts attendance 
overall in 2013. The figures demonstrate that there is very 
little difference between the two, with no group differing 
by more than 2% when compared to the overall Mosaic 
breakdown. Within the Mainstream audience segment, 
there are above average levels of older, well educated, high 
income households from the Ageing Suburbanites, Better 
Off Families and Wealth and Wisdom groups, while also 
retaining a significant number of attenders from Farming 
Communities. 

The one exception within this group is within the audience 
for Musicals, where there is a slightly higher than average 
attendance from Better Off Families (+3%) and a lower than 
average attendance within the Farming Communities (-3%).

Participatory  
Workshops and Classes, Workshops/Classes  
and Performances

Within the participatory segment, the Ageing Suburbanite 
group still emerges as most prominent, but there is a 
higher incidence of attendees within the Wealth and 
Wisdom and Better Off Families groups (3% respectively). 
There are significantly less attendees from the Housing 
Exec Tenants and Farming Communities groups, 
suggesting a lower incidence of household bookers from 
within the C2 social grades.  

Classical  
Classical Music, Ballet, Opera or Music Theatre 

The typical Classical audience member differs 
somewhat from the average arts booker in 2013, with  
a markedly higher proportion of household bookers 
from the Wealth and Wisdom group (+11%) and smaller 
increase can also be seen across Ageing Suburbanites 
and Better Off Families. By contrast, there are 
considerably less bookers on average within all of the 
other Mosaic groups, particularly Housing Exec Tenants 
(-5%), Farming Communities and Younger Nestmakers 
(-3% each). As such, the Classical audience 
demonstrates a clear inclination towards older married 
couples, those who are well educated and within the 
A/B and C1 social grades.

No one genre within this grouping was particularly 
dominant in driving this composition, indicating that the 
types of performance grouped within this segment are 
likely to attract a similar audience profile. The biggest 
disparity is seen within the Farming Communities 
and Housing Exec Tenants, meaning a below average 
attendance of those with lower incomes within social 
grades C2 and DE at Classical events. 
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Frequency of attendance

Households booking for the arts continue to 
predominantly attend only once per year, with a 
modest 19% attending twice yearly. This continuing 
trend demonstrates that the traditional perception 
of arts attendance loyalty being rooted in a high 
volume of repeat attenders at one venue of choice is 
untrue. By continuing to be wedded to this hypothesis, 
organisations are likely hindering their efforts at 
growing and diversifying their audiences. 

When considering frequency of attendance on an 
individual organisation basis, the average proportion of 
single-time attenders rises to 75% as some households 
will have booked only once per organisation but have 
booked for multiple organisations. This indicates that 

some degree of organisational crossover is currently 
happening, and a greater degree of collaborative 
working could help capitalise on this potential. 

For an organisation to convince customers to  
re-attend for a second time within a year would be a 
big achievement, particularly as re-attendance in the 
long term and higher levels of frequency of attendance 
in the short term are intrinsically linked. It is less 
important to focus on the type of arts event these 
customers are attending, or indeed, where they are 
visiting. Instead, focus should be placed on building  
the habit of attending arts and cultural events in both 
the long and short term. 

of households attended the 
arts ONCE in 2013

62%
19% of households attended the arts twice in 2013

8% of households attended the arts three times in 2013

4% of households attended the arts four times in 2013

7% of households attended the arts five or more times in 2013
Each           = 1% of household bookers in 2012

OR
GA

NI
SA
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NS

PERCENTAGE OF HOUSEHOLD BOOKERS
0% 100%

Frequency by organisation 
While some organisations are engaging with 
their customers more frequently throughout 
the year, the majority of customers at each 
of the organisations analysed were still only 
visiting once during 2013, at an average of 
75% of household bookers. 

This is higher than the average of 63% 
who attend the arts only once at a ticketed 
venue in 2013, because some households 
will have booked only once per organisation, 
but booked for multiple organisations. This 
means there is a proportion of the audience 
for the arts who can be counted as Single 
Time Attenders at each of the venues or 
festivals they attended for the purposes of 
an analysis of individual organisations, but 
as a Multiple Attender when attendances are 
studied across the sector. This evidences 
some degree or organisational crossover 
among arts audiences.

68%Q

AVERAGE

66%S

75%

1 VISIT 2 VISITS 3 VISITS 4 VISITS 5 OR MORE VISITS

W 70%

P 72%

O 75%

D 75%

J 76%

A 76%

H 77%

E 83%

T 83%

B 69%

I 71%

N 73%

M 74%

C 79%

U 78%

V 88%

L 90%

F 71%

R 71%

K 71%
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43% of household bookers in 2013 were either new or 
had not booked in the previous two years. Every year, arts 
bookers mirror the classic model of ‘The Leaky Bucket’. 

To effectively grow audiences for the arts, the number 
of households entering the bucket at the top should 
be maximised, while at the same time minimising the 
number of households draining away at the bottom.

New customer rate: 1:0.7
For every one recent existing household booker retained, 
the arts is attracting 0.7 new or lapsed household 
bookers. 

Churn rate of 1:1.5
For every one recent existing household booker retained, 
the arts failed to retain 1.5 recent existing household 
bookers. 

New customer ratios stayed relatively stable in 2013, 
decreasing just slightly when compared with the previous 
year with 0.7 new/reactivated lapsed customers for every 
one retained customer. Generally speaking, the numbers 
of retained new customers increased proportionally, 
maintaining a considerable consistency in 2013 between 
new and recent existing customers. The churn ratio in 
2013 stayed at a consistent level to the previous year with 
one recently retained household for every 1.5 lapsing 
households.

Recent arts bookers are therefore leaking at the bottom 
of the bucket faster than either new bookers are being 
sourced or lapsed bookers are being reactivated at the top.

The New Customer Ratio remained relatively stable in 
2013, experiencing just a minor decrease, while the churn 
ration remained the same as in 2012.

Booker churn

152,969 BOOKERS FROM 2011 
AND/OR 2012 DID NOT BOOK 

AGAIN IN 2013, DRAINING AWAY 
AT THE BOTTOM OF THE BUCKET 

103,933 HOUSEHOLD 
BOOKERS FROM 2011 AND/

OR 2012 RETURNED TO BOOK 
AGAIN IN 2013, REMAINING IN 

THE BUCKET 

77,163 HOUSEHOLD BOOKERS 
IN 2013 WERE EITHER NEW 
CUSTOMERS OR WERE LAPSED 
CUSTOMERS FROM PRE-2011 
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Linking frequency and re-attendance

Frequency of attendance during the year, and re-
attendance year on year, are both different measures of 
customer loyalty to the arts. However, they do not exist in 

isolation from each other, as those attending in multiple 
years are also far more likely to be attending multiple 
times throughout the year.

Why does this matter?  
This analysis demonstrates that when a booker 
consistently returns year on year, they are more likely 
over time to become repeat attender within a single 
year. Simply put, the more often households book 
throughout the year, the more seats are sold and the 
more revenue is generated. 

In terms of marketing resource and other audience 
development initiatives, it is typically more difficult to 
recruit a completely new audience member than to 
re-engage with customers who have lapsed. As such, 
it makes more sense to focus marketing efforts within 
your existing audiences which in turn will help drive up 
overall attendance figures. 

These figures clearly show that audiences who 
consistently re-attend year on year are more likely to 
attend at a higher frequency. By contrast, those who are 

new attenders of the arts – or have not attended in the 
past three years – are much more likely to only once per 
year. It stands to reason, then, that by investing in the 
current audience, frequency of re-attendance will rise, 
increasing overall ticket sales and revenues while also 
cultivating a strong and loyal core audience. 

It is essential to cultivate and maintain a strong 
relationship with the customer in order to create 
loyal advocates for your organisation who also attend 
regularly. Understanding their personal experience 
is essential to this and it’s important to consider the 
end-to-end experience of the customers’ interaction 
with you. Mapping out the entire journey – from first 
introduction to your organisation, through to their 
experience of the arts performance, and beyond to any 
follow up interaction – will enable you to identify key 
touch points within this journey, as well as highlighting 
and mitigating against any potential pain points.

1 VISIT 
IN 2013

2 VISITS 
IN 2013

3 VISITS 
IN 2013

4 VISITS  
IN 2013

5 OR MORE VISITS 
IN 2013

Just 2013 80% 13% 4% 1% 1%

2013 plus either 2012 
and/or 2011

60% 22% 9% 4% 5%

All 3 years 36% 23% 14% 8% 19%

Total overall 62% 19% 8% 4% 7%

Customers who attended in all of 
the last three years were twice as 
likely to have attended more than 
once during 2013.

Customers who attended in 
two of the last three years were 
still twice as likely to have only 
attended once during 2013.

Customers who only attended  
in 2013 were four times more 
likely to have only attended  
once in 2013. 

Attendance in …

x2 x2 x4
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Crossover and sharing bookers

If retaining bookers in the longer term – and 
encouraging bookers to attend more often during 
the year – builds loyalty to the arts, then working 
collaboratively to encourage crossover between 
organisations increases the chances of cementing arts 
attendance at increased levels. 

Not every arts organisation shares audiences to the 
same extent as others, and of the 22 organisations 
analysed here, half had more unique bookers during 
2013 than shared customers. 

On average, any arts organisation in 2013 in Northern 
Ireland was sharing 45% of its bookers with at least 
one other ticketed arts organisation. This ranged from 
a maximum percentage of 64% of household bookers 
at Organisation I to a minimum percentage of 16% 
at Organisation C. When compared with figures for 
shared bookers last year, the maximum percentage has 
reduced significantly by 9%, while the minimum shared 
percentage has increased by 1%. Overall, the average 
percentage of unique bookers has increased by 4% 
year on year, indicating that bookers are more likely to 
attend the same arts organisations rather than spread 
attendance across multiple venues or festivals. 

Understanding variation in crossover 
between organisations  
The extent to which audiences crossover between 
venues and festivals within NI may be influenced by a 
number of factors, one of which is location. Typically, 
crossover is slightly more likely within Belfast-
based organisations and those venues and festivals 
located East of the Bann, with organisations in these 
locations sharing more than 10% of their audiences 
with an average of three other organisations. This 
can be explained as there is a higher concentration of 
organisations within this area, therefore increasing 
the opportunity for audiences to crossover. By 
contrast, organisations West of the Bann and in 

Derry~Londonderry share more than 10% of their 
audience with only one organisation on average. 
However, it should be noted that the number of venues 
and festivals from the Derry~Londonderry area is 
relatively small and is not a comprehensive reflection 
on ticketed arts sales in this area, which may impact on 
the extent of audience crossover demonstrated. 

There is also a significant difference in levels of 
crossover when comparing festivals with venues. 
Typically, a festival will share more than 10% of their 
audience with an average of five other organisations, 
while the typical venue will share the same proportion 
of audience with just two other organisations. The 
figure testifies to the importance of festivals within 
the wider arts programming, demonstrating their 
significant appeal among a diverse range of core arts 
bookers, and their potential to introduce loyal bookers 
to new or non-typical venues. 

The highest level of crossover between any two 
organisations was recorded in Derry~Londonderry with 
the 54% of the audience for venue one also attending 
venue two. This can in part be explained by the 
significant increase in sales experienced at venue two, 
something that can – in part, at least – be attributed 
to the increased level of programming during City of 
Culture 2013. However, this high level of crossover is 
not typical, with the average highest recorded incidence 
of crossover across the 22 organisations being 22%. 

Levels of audience crossover at venues and festivals 
throughout Northern Ireland in 2013 demonstrates 
two things: firstly, that there is value in encouraging 
attendance at other venues and festivals as a means 
to encouraging more frequent visits among core arts 
attenders. Secondly – given that the majority of bookers 
at many organisations are unique to that venue or 
festival – it is crucial that the arts sector continues to 
programme and produce a diverse range of artistic 
product across multiple organisations in order to satisfy 
the demand of the audience.

OF AVERAGE 
% AUDIENCE 
SHARE ACROSS 
ORGANISATIONS45%

Each           = 1% of average % audience share across organisations
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Crossover and sharing bookers

Stereotypical crossover between 
organisations  
Although it is clear that there are substantial levels of 
audience crossover within the various venues across 
Northern Ireland, the extent of audience crossover 
remains fairly low. The typical breakdown of audience 
sharing across the 22 organisations included in this 
analysis can be summarised in the diagram below.

This tells us that most organisations only share a 
small proportion of their audience with other venues 
and festivals. Where greater levels of audience sharing 
does occur, it tends to be with a small number of 
other organisations rather than widespread crossover 
across numerous organisations. For example, the 7% of 
organisations that share between 10 and 20% of their 
audience with other venues and festivals represents 
For example, while all 22 organisation shared less than 
10% of their total audience with an average of 19 of 

the other organisations, this fell to 17 organisations 
sharing between 10% and 20% of their audience with 
just one other venue or festival on average. Of the 16 
organisations sharing more than 20% of their total 
audience, this crossover also happened with just one 
other organisation on average. 

Given the relatively low levels of crossover and shared 
bookings among the organisations analysed within 
this report, there is a clear sense that more should be 
done to work collaboratively across the sector. The low 
level of crossover suggests a low level of competition 
for audiences between different organisations, and 
moreover, where that crossover is happening currently, 
it is not to the detriment of the venues and festivals 
involved. Arguably, by working in partnership to avail 
of cross-promotional opportunities for marketing 
and information, the overall profile of the sector will 
increase, as well as encouraging increased ticket sales 
and revenues.

< 10% OF 
OF TOTAL 
AUDIENCE

 SHARING WITH AN  
AVERAGE OF

NUMBER OF 
ORGANISATIONS

22

17

16

OTHER 
ORGANISATIONS19

10% - 20% 
OF TOTAL 
AUDIENCE

OTHER 
ORGANISATION1

> 20% OF 
OF TOTAL 
AUDIENCE

OTHER 
ORGANISATION1
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Attendance clusters  
21% of household bookers attended multiple venues 
throughout 2013, and the various combinations of 
attendance patterns are too frequent to list in full, 
ranging from 25,607 household bookers attending 199 
different combinations of two venues or festivals, to three 
households attending three different combinations of 10 
or more venues or festivals within 2013. 

35% of all household bookers attending two or more 
venues or festivals in 2013 visited one of seven clusters 
of organisation, and these clusters were made up of 
different combinations of seven venues or festivals. This 
is represented below.

% OF  
ORGANISATIONS 
SHARED

ORGANISATIONS 
GROUPS

2.32.82.93.03.45.814.8

M & QJ & QE & OM & TE & VM & OE & M

THE ECONOMIC IMPORTANCE 
OF SHARED CUSTOMERS
It is unsurprising that household bookers attending 
arts events at more than one venue or festival account 
for a disproportionate level of ticket sales and revenue. 
Constituting 21% of all household bookers, multiple 
organisation attenders purchased 38% of the tickets 
sold throughout the year, generating 40% of the 
total revenue earned. These figures highlight the 
vital economic importance of this particular booking 
segment. 
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Prompting crossover between genres

The typical booker for the arts is not solely faithful to 
any one genre of events, with an average of 73% of 
household bookers per genre sharing with another 
genre across a three year period from 2011 to 2013. 
Even the two most independent genres, Theatre 
‘Entertainment’ and Culturally Specific Music, still 
shared 61% of their household bookers respectively. 
This further reinforces the suggestion that a symbiotic 
relationship exists between genres and that there is 
merit in using this technique when devising targeted 
marketing strategies. 

much higher than average crossover among one another 
at 28%, while audiences attending more than one event 
within the Classical grouping crossed over at an average 
of 17%. Those attending events classed as Contemporary 
met the average level of crossover at 8%, while audiences 
at Participatory events were slightly below average at 7%. 

What this tells us is that audiences do have a tendency 
to attend events of a similar nature as designated within 
these four elected categories. As such, there is merit in 
targeting audiences based on these groupings, as this is 
likely to drive repeat attendance within the short term but 
also can help to increase the overall number of tickets 
sold and revenue generated. 

Likely sources of ‘universal’ crossover  
Audiences of four genres in particular can typically be 
found crossing over to the majority of other genres at a 
higher level across the last three years, giving them a 
near universal level of crossover with other genres.

These four genres attract a range of bookers who are 
also interested in and likely to attend other genres of 
arts events. As such, marketers can target audiences 
for events within these genres using untargeted mass 
strategies.

Are there higher than average levels of 
crossover within the four audience segments?  
Thinking about the genres identified previously as  
belonging to one of four audience segments – 
Mainstream, Classical, Contemporary and Participatory 
– it is interesting to assess whether or not there is 
significant crossover in terms of the audience attending 
events classed as belonging to these groupings. 

On the whole, the average percentage level of crossover 
between one genre and another (across genres where 
attendance was in excess of 1,000 households) is 8%. 
The four genres grouped as ‘Mainstream’ exhibited a 

ABOVE AVERAGE BELOW AVERAGE

ON AVERAGE...

37%
of bookers per 
genre will also 
book for Drama

32%
of bookers per genre 
will also book for  
Theatre ‘Entertainment’

29%
of bookers per 
genre will also 
book for Musicals

31%
of bookers per 
genre will also book 
for Popular Music

28%
MAINSTREAM

17%
CLASSICAL

CROSSOVER BETWEEN GENRES WITHIN 
AUDIENCE SEGMENTS

CROSSOVER BETWEEN GENRES WITHIN 
AUDIENCE SEGMENTS

11%
PARTICIPATORY

7%
CONTEMPORARY



Page 25

Repeat attendance by genre

Using segmentation to target repeat 
attenders
Although there is not a significant incidence of re-
attendance within individual genre, it is possible to 
interrogate the likelihood of re-attendance within the 
four audience segments of Mainstream, Classical, 
Contemporary and Participatory. The genres identified 
as belonging to these segments are shaded accordingly 
above and this demonstrates a clear distinction among 
them. Mainstream and Participatory audiences exhibit 
an above average likelihood of multiple attendance with 
an average likelihood of 19% and 22% respectively. 

The Classical audience is also more likely to re-attend 
on multiple occasions, albeit at a lower average rate 

of 16%. This slight reduction is driven mainly by those 
attending Opera/Music Theatre, a genre where re-
attendance is just slightly below average. By contrast, 
the Contemporary segment falls below average with a 
combined likelihood for multiple attendance of just 7%.
 
This breakdown suggests that while singular genre 
loyalty is perhaps unlikely, there is merit in encouraging 
re-attendance and, therefore, cross-promotion within 
these audience segments. The Contemporary segment 
will be least receptive to this given the low level of 
multiple attendance, and this could be explained by 
the more experimental nature of events falling into 
this segment, indicating the potential to develop this 
audience further. 

Those who booked for multiple arts events during 2013 
attended events that spanned across various genres 
rather than remaining strictly faithful to the one type 
of arts event. An average of 14% of household bookers 
in 2013 attended more than one event within a single 
genre category, with the remaining 86% attending 
only one event per genre.8 This indicates a fairly low 
correlation between genre preference and tendency 

to re-attend arts events within a short period of time, 
suggesting that repeat audiences should not solely be 
targeted based upon their previous genre preferences.  

Despite this, certain genres demonstrated a higher 
likelihood to attract re-attenders within a short period 
of time than others, as shown below:

ABOVE AVERAGE BELOW AVERAGE
AVERAGE

14%LIKELIHOOD OF MULTIPLE 
ATTENDANCE

LIKELIHOOD OF MULTIPLE 
ATTENDANCE

4%
Commercial 

Dance

3%
Community/

Amateur  
Music

9%
Youth  
Music

13%
Contemporary 

Dance

13%
Opera/Music 

Theatre

8%
Combined  

Arts

5%
Youth  
Dance

7%
Jazz

4%
Other Theatre 
(Not Opera or 

Dance) 

5%
Community/

Amateur 
Theatre

23%
Drama

29%
Workshops/

Classes

CONTEMPORARYMAINSTREAM CLASSICAL PARTICIPATORY LIKELIHOOD OF MULTIPLE ATTENDANCE

32%
Cinema 

Screenings

20%
Workshops/
Classes and 

Performances

18%
Musicals

19%
Classical  

Music

17%
Theatre 

‘Entertainment’

17%
Ballet

13%
Culturally 

Specific Music 

17%
Literary 
Events/ 

Activities

16%
Children’s/

Youth Theatre

16%
Popular  
Music

8. Includes events within genres which experienced 1,000 household bookers or more in 2013 only.
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Conclusion

A modest increase in arts attendance 
There was a 5% rise in ticket sales and a 4% rise in revenues 
generated in 2013 – a continuation of the positive increase 
seen in the previous year. While this was undoubtedly 
boosted by the 2013 City of Culture in Derry~Londonderry, 
it still demonstrates sustained audience engagement 
within the sector. The success of 2013 City of Culture clearly 
highlights the benefit of the entire arts sector coming 
together  in a considered and united manner under one 
strong brand to capitalise on this continuing increase and 
ensure that is sustained in the future.

Derry~Londonderry City of Culture 2013 has  
had a significant impact
The influx of events associated with City of Culture have 
certainly boosted arts attendance in 2013, with venues 
based in this region particularly benefitting from an 
increase in ticket sales and revenues. The City of Culture 
events particularly impacted on sales for music events, with 
this artform witnessing the largest year-on-year increase. 

There is a clear need to ensure that the legacy of City of 
Culture is carefully managed to ensure that its immediate 
impact is preserved and that the increase in attendance 
driven by these events is maintained. 

New faces or loyal customers?
43% of household bookers in 2013 were completely new 
arts bookers – or at least had not attended since before 
2011 – indicating a significant proportion of booker churn 
each year. Equally, the majority of attenders only attended 
once per year, meaning that there is substantial potential to 
increase overall ticket sales by targeting existing audiences 
in the correct ways. 

This focus on existing customers can be achieved – in part 
at least – by ensuring adequate Customer Relationship 
Management in order to encourage customers to move 
along the loyalty ladder from one-time attenders to loyal 
advocates. Mapping your customer’s journey from the 
point of first interaction with your brand right through to 
any follow up after attendance at an event will enable you 
to identify any ‘pain points’ within that journey that may 
discourage repeat attendance. By equipping yourself with 
the right knowledge about your customers, you can ensure 
that you are engaging with them in the correct manner and 
maximising their potential to become loyal advocates of 
your brand. 

Clever audience segmentation can help to drive sales
This report makes use of a potential audience 
segmentation model which could be used to group 
audiences based on their genre preferences. 
While these categories of Mainstream, Classical, 
Contemporary and Participatory are likely not 
exhaustive, there is a high percentage level of crossover 
of attendance within the groupings, as well as a higher 
likelihood of short-term re-attendance for some. This 
suggests that there is reasonable merit in grouping 
performances and events in this manner, enabling 
targeted cross marketing that can help to boost 
engagement, interest and ultimately, ticket sales. 

Regional difference in demographics remain 
prominent
While the same Mosaic profile of the typical arts 
attender continues to return to events year on year, 
there is a notable difference between the type of 
attender at venues and festivals in the two main 
urban centres of Derry~Londonderry and Belfast 
and those located elsewhere within the region. While 
these differences are invariably linked to the different 
demographic profiles within these different areas of 
NI, they need to be accounted for by marketers when 
devising customer engagement strategies: what works 
for one venue will not necessarily work for another, and 
it’s important to know who your audience is and how 
they like to engage with you. 

Facing the financial challenge
The current financial climate has caused considerable 
challenge for the NI arts sector, which is set to continue 
in the coming years. While necessity dictates that 
certain cuts must be made in order to overcome these 
difficulties, this should not happen to the detriment 
of either artistic provision or audience. The evidence 
in this report clearly suggests the continued appetite 
for quality artistic provision within the region, but 
in order to ensure that the arts sector continues to 
expand its reach there must be increased investment 
in understanding your audience, strengthening your 
relationship with that audience and cultivating greater 
engagement and loyalty. The audience should be 
placed at the centre of all decision making within your 
organisation to ensure future sustainability and growth.
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Glossary

Churn: The degree of audience turnover, based on 
evaluating and comparing the rate at which new 
audience members are acquired, and existing audience 
members are retained or lost. 

Crossover: Where someone from the same household 
has made a booking for two or more different arts 
organisations or genres. 

Frequency of attendance: The number of visits made  
to an arts event within a given time period. 

Genre: A descriptive classification of an event type, 
which is more detailed than an artform but more 
generic than a specialism in its description. 

Genre Loyal: A household which has only booked for  
one genre within a given timeframe. 

Household: A household comprises one person living 
alone, or a group of people (not necessarily related) 
living at the same address with common housekeeping 
– that is, sharing either a living room or sitting room or 
at least one meal a day. (NI Census) 

Household Booker: A household that made at least  
one booking for an arts event within a given timeframe. 

Lapsed Booker: A household which has previously 
booked for the arts, but has not booked within a  
two year period prior to 2012. 

Mosaic NI: A Northern Ireland specific consumer 
classification system, which segments consumers into 
nine groups based on a mixture of census information 
and lifestyle surveys. Any data which includes a 
postcode can be classified using the profiling software, 
providing demographic information specific for each 
group, and allowing records to be geographically 
mapped. 

Organisation Loyal: A household which has only booked 
for an arts event at 1 arts organisation within a given 
timeframe. 

Penetration: A comparison of one amount against a 
total figure to give a percentage. In the case of audience 
specific data, the extent to which a facility is attracting 
actual users or attenders from within its relevant 
identified markets. (An A-Z of Commonly Used Terms 
and Protocols relating to Box Office and Audience Data, 
Stephen Cashman/Audience Data UK, 2005) 

Performance: An individual show within a run of 
performances. 

Postcode: A code used to identify a postal address, 
made up of a combination of letters and numerals.  
All Northern Ireland postcodes begin with BT, followed 
by a one or two digit number, a space, a one digit 
number and two letters. These typically relate to around 
15 residential addresses or one large user, such as a 
business address. (www.royalmail.co.uk) 

Revenue: The amount (in Pounds £) paid per single 
ticket to see a performance. 

Single Time Attender: A household which only made  
one visit to an arts event within a given time period. 

Ticket: A single seat sold for a single event. 

Visit: Where a booker attends a venue to see a single 
performance of a show along with any other person they 
have booked tickets for. Regardless of the size of the 
party, this constitutes one visit. However, if the same 
customer attends an arts event a second time in 2009, 
even if it is the same show at the same venue on  
a different date, this constitutes a separate visit.

The Continuous Household Survey (CHS) is a different dataset which estimates the number of people attending the 
arts rather than household bookers, although it does not cover the same time period as this report. The most up-
to-date version of this runs April 2013 to March 2014. 

The CHS is one of the largest continuous surveys carried out in Northern Ireland, produced by the Northern 
Ireland Statistics and Research Agency (NISRA) based on a sample of the general population resident in private 
households. As a survey it would, however, suffer from both sampling and recall error and cannot be analysed 
beyond what is made available publicly. 

The CHS for 2013/14 shows that 79% of the population indicated that they had attended an arts event during 
2013/14, although this drops to 67% once cinema is excluded (as the CHS does not differentiate between 
mainstream and cultural cinema). 
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About Audiences NI
 
Audiences Northern Ireland is a charity focusing on 
audience development across Northern Ireland.

We support the Arts and Cultural Sector and Creative 
Industries to understand, diversify and increase reach 
to audiences. We listen to audiences, championing 
their voice and helping to inform our partners’ 
strategic development.

Through consultancy, training and bespoke 
collaborative projects, Audiences NI ensures our 
partners are better equipped to optimise their public 
benefit and sustainability.

For more information on Mosaic NI and interpreting 
the results of this analysis, please email  
research@audiencesni.com or phone 028 9043 6480.

Please note that when the contents of this document 
are cited, they should adequately reference the source 
(Audience Review 2013) and the author (Audiences 
Northern Ireland). This report may not be reproduced 
in full or distributed without express written 
permission from Audiences NI. 

Report compiled by Dr Amy Kieran, Research and 
Development Manager, Audiences NI.

www.audiencesni.com
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