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Spotlight on Arts Audiences

Looking at Results 



This initiative is being funded by arts funders who are keen to use 
data to drive engagement and growth strategies across Alberta. 

We thank them for their generous support.

Thank you to our generous partners



                       
                     

1,160 
surveys

How do we conduct the research?

                   
                     

400 
surveys



Audience habits 
and behaviours

Perceptions 
towards the arts

Barriers to 
participation 

Creating 
remarkable 
experiences

How to inform and 
reach audiences 

Arts education 

Role of 
digital vs. live 

Consideration 
and decision-

making process

Communication 
preferences 

Spending and 
affordability

Community 
sentiment 

Enhancing 
the overall 
experience  

Philanthropic support of the arts 

Subscription and 
ticketing options

Content and programming preferences

The role of 
messaging and 

advertising 

Impact of the arts 

How to inspire audiences

Repository of research covering a multitude of topics



Some of the key things we have noticed shifting:

Attendance patterns 
have shifted

Time is a commodity 
to consider 

Preferences for ticketing 
and subscriptions

Increased desire for 
choice and flexibility 

This period in history caused a 
fundamental shift in how people 
interact in the world.

And we can no longer 
expect things to be as 
they were. 

Post-Covid 
Environment: 

How did we get 
here? 

Let’s start by taking a step back 
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Audience behaviours have shifted post-covid for 
a number of reasons

of Calgarians say I don’t attend 
shows as much as I used to but I 

still love the experience

78%

75%

FINANCIAL 
REASONS

66%

RELEVANCE

61%

COMFORT

54%

CONVENEINCE 
OR EASY



Audience behaviours have shifted post-covid for 
a number of reasons

of Calgarians say I don’t attend shows as much as I used to but I still love the experience78%
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FINANCIAL 
REASONS
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RELEVANCE

61%

COMFORT

54%

CONVENEINCE 
OR EASY

TIME MONEY



There are two primary currencies of engagement:

TIME

And the competition for time is fierce

MONEY



There are two primary currencies of engagement:

MONEY

And the competition for time is fierce

Recreation, fitness and 
hobbies

Downtime/relaxation 
time

Audiences only have 

16 hours of free time a week 

to devote to discretionary activities

TIME



MONEY

And the competition for time is fierce

62%

By the time Friday or Saturday rolls around, 
I’m often too tired to do much. 

I’d love to attend more shows or events, 
but I just don’t have the time. 

59%

The proportion of 
those captive to   
     is notable…

but NOT 
insurmountable

TIME



Decided in 
advance

79%

Decided 
last minute

21%

Planning for all experiences/activities

Audiences are still making decisions in advance…

…but may be only committing 
at the very end.

                     
                     

                      
                 

                     
                 

53% Within a day of event

25% One week before event

23% More than a week before

And they are looking for more choice 
and flexibility than ever before.

80%
Of Calgarians say I prefer a variety of 
experiences rather than have a season 
subscription or membership to one thing.

Of Calgarians say I prefer to budget for 
many activities/experiences at a lower cost 
rather than spending it all in one place

63%
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The market has changed dramatically since 2020. 

Audiences are eager for experiences but still selective. 

Organizations across the experience economy have to 
operate in much more competitive circumstances. 

                 
                 

                        
                 

                          
                 

What does this mean?
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Reframing how…and who…
you engage



IMMERSED

The most active, eager, and supportive.

ENGAGED

They are active but not as enthusiastic. 

PASSIVES

They will need to be inspired to engage more. 

INFREQUENT

They may be interested but rarely engage. 

We know not 
all audiences 
will engage in 
the same way 
or to the same 
degree…



But luckily there is a large, untapped audience to 
reach 

Younger audiences… Passive audiences…

✓VIP experience

✓Feel “exclusive” 

✓Array of enhancements to the 
overall experience 

✓Glitz and glamour 

✓Ease to bring friends and 
family

✓Value  for money 



But their needs and wants are different, and both 
will require a different approach

Younger audiences… Passive audiences…



Increased relevance and better business outcomes 
will likely hinge on getting a wider share of the pie 
instead of a greater share of the existing wallet.

The passive audience looks different and factors in 
different things: comfort and assurance.

Younger audiences are also key to growing your base 
and also look different.

What does this mean?
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How can we enhance 
the entire experience? 



The experience matters just as much as the art or 
content itself, particularly if we are pursuing new 
audiences: 

Attitudes  Toward Experiences
% Agree

69%

60%

42%

8%

10%

7%

61%

51%

35%

29%

33%

54%

3%

7%

4%

For me, attending an arts event is about the
experiences I have more than the art form itself

I consider myself a fan of any arts activity or
performance more than any specific art form

Even if I enjoy an event or experience, I would
rather try new things before doing it again

Strongly agree Agree Disagree Strongly disagree



Practicality is the gateway to remarkable

PRE 
EVENT

DURING 
EVENT

POST 
EVENT



56%

49%

45%

43%

37%

33%

33%

33%

28%

27%

18%

12%

Planning tools

Food and beverage ideas or promotions

Info about attending the experience

Tools that show the view from your seats

An in-depth guide tof the content you will see

Tools that show the museum/gallery space

Related content to get you in the mood to attend

Content to show what the experience will be like/vibe

Content directly from the artists or performers

Contact about items that will make it easier

Ability to pre-order and pay for food or drink

Access to buy merchandise before going

Friction is a factor throughout the engagement

PRE EVENT

DURING EVENT

POST EVENT

What does this mean for organizations? 

Audiences are looking for enhancements that make the pre-event easier. 

• Help them with the lead-up to 
the activity. 

• Provide planning tools for 
before and after

• Help  with planning for activities 
for before or after 

• Offer direct and clear 
information on information 
about the event.
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What does this mean for organizations? 

Audiences are looking for enhancements that make the pre-event easier. 

• Help them with the lead-up to 
the activity. 

• Provide planning tools for 
before and after

• Help  with planning for activities 
for before or after 

• Offer direct and clear 
information on information 
about the event.

PRE EVENT

DURING EVENT

POST EVENT



71%

62%

51%

42%

38%

34%

34%

32%

30%

26%

24%

23%

21%

19%

18%

17%

16%

3%

Clear signage

Friendly and welcoming staff

Mobile ticket scanning for entry

Having somewhere to sit and chat before

Signage or information about the show

Any music being played

Time/space to read about the experience

Live music being performed

Reception or gathering place to socialize

Opportunity/background to take photos/social media

Staff/volunteers/performers engaging people in line

Digital content that can be viewed prior to the event starting

Short background/intro piece about the event

Performers engaging with the audience in character

People who can provide more context to the experience

Pre-recorded music related to the event or experience

Performers or artists visiting the audience before the event

Something else

Attendance Enhancements

While guests are attending, clear signs and friendly staff go a long way

These are the practical elements that audiences 
are asking for to make their experience easier and 
more comfortable overall. For those who are less 
arts-inclined, these elements really help with a 
holistic experience by making guests feel more 
comfortable and at ease. 

PRE EVENT

DURING EVENT

POST EVENT
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51%

43%

38%

32%

31%

29%

25%

21%

17%

15%

12%

Discounts or offers to attend again

Recommendations for other events I might like

Discounts or offers to share with others

Chance to see behind the scenes/backstage tour

Chance to talk or socialize with the artists or creators

Post-event reception/opportunity to be social after

Opportunity to review/rate the experience

Digital content from the venue/event

Attendance appreciation/thank you follow-up call or email

Community discussions or panels with show creators

Opportunities to share my experience on social media

Post-experience Enhancements

Post-experience enhancements provide an opportunity to inspire return 
visits

DURING EVENT

POST EVENT

92%
of Calgarians say when I see a great show or visit a great 
event, I actively recommend attending to friends and family

76%
of Calgarians say once I find an event or experience I 
enjoy, I will go back again and again

This is where the path to retention begins: 



51%

43%

38%

32%

31%

29%

25%

21%

17%

15%

12%

Discounts or offers to attend again

Recommendations for other events I might like

Discounts or offers to share with others

Chance to see behind the scenes/backstage tour

Chance to talk or socialize with the artists or creators

Post-event reception/opportunity to be social after

Opportunity to review/rate the experience

Digital content from the venue/event

Attendance appreciation/thank you follow-up call or email

Community discussions or panels with show creators

Opportunities to share my experience on social media

Post-experience Enhancements

Post-experience enhancements provide an opportunity to inspire return 
visits

DURING EVENT

POST EVENT

REPEAT VISIT

92%
of Calgarians say when I see a great show or visit a great 
event, I actively recommend attending to friends and family

76%
of Calgarians say once I find an event or experience I 
enjoy, I will go back again and again

This is where the path to retention begins: 



37%

36%

36%

31%

29%

29%

18%

17%

Greater variety of scheduling options

Clear information about what to expect

Tell me by email about what is coming up

Tell me by social media about what is coming up

Offer some sort of loyalty rewards

“Invite a friend” offers

Offer “extras” that enhance my experience 

Personalized recommendations for future events

Once you build retention, loyalty can come next

DURING EVENT

POST EVENT

REPEAT VISIT

So, how do you inspire repeat visits?

Reconnecting with audiences post-event is 
an opportunity to solidify a connection. 



Once you build retention, loyalty can come next

DURING EVENT

POST EVENT

REPEAT VISIT

So, how do you inspire repeat visits?
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29%

29%

18%
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Greater variety of scheduling options

Clear information about what to expect

Tell me by email about what is coming up
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Offer some sort of loyalty rewards

“Invite a friend” offers

Offer “extras” that enhance my experience 

Personalized recommendations for future events

Reconnecting with audiences post-event is 
an opportunity to solidify a connection. 

18%
22%

46%

1%

13%

Immediately or
same day

Within
a day

Within
2-7 days

Within a
few weeks

Timing doesn't
matter



68%

33%

32%

32%

26%

26%

25%

25%

24%

22%

22%

18%

Cost of the experience

Finding parking/getting there

Not hearing about events until after they’ve happened

Transportation/parking difficulties - stress

Lack of time in my life/too busy to attend

Friends or family not interested/no one to go with

Scheduling around kids/work/family obligations

No awareness about what's happening

Event times offered don’t fit my schedule

Tickets sold out

The options available don’t interest me

Events/shows often end too late

But anything that inspires greater attendance will still need to address 
barriers 

DURING EVENT

POST EVENT

REPEAT VISIT

Barriers to Attending Art Experiences More Often

Any tool or tactics used to inspire greater 
attendance will need to address these barriers:

Cost and value Timely information 

Ease of arrival Time availability 
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Be wholistic in how you think about experiences.

From the start of planning to their arrival, what happens 
between performances, etc. Its not just what's on stage 
that drives the experience. 

Remove the hassle and make every step of their journey 
remarkable.

From there, you can extend this thinking to the rest: 

• Programming 

• Marketing

• Loyalty

What does this mean?
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This is challenging work 
but worth it 



70% of Calgarians agree art and culture 
contributes to a vibrant city or community.

Calgarians know the arts can have a tremendous impact

40% of Calgarians indicate there are too 
few arts events in our community.



Thank you.
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