Engagement Snapshot | Older Audiences

One in five people in England is over the age of 65, and the figure is growing.
This is a large and diverse cohort spanning from recent retirees to great-grandparents.
Delving into the data about older audiences can help the arts sector think practically about the role
we can play in building a fulfilling creative culture for older audiences.

Who are older arts and culture audiences?

Men and Women Over 65s audiences are not a homogeneous group, but there are
some interesting distinctions from other age-groups to consider if
you are thinking about developing particular strategies to engage an
older audience. Some Audience Spectrum types are more prominent
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https://www.theaudienceagency.org/audience-spectrum/home-and-heritage
https://www.theaudienceagency.org/products/audience-spectrum/dormitory-dependables
https://www.theaudienceagency.org/audience-spectrum/commuterland-culturebuffs
https://www.theaudienceagency.org/audience-spectrum
https://www.theaudienceagency.org/audience-spectrum/commuterland-culturebuffs
https://www.theaudienceagency.org/audience-spectrum/home-and-heritage
https://www.u3a.org.uk/
https://theartssociety.org/

Top Tips | Engaging Older Audiences

Notice differences

Consider distinct groups' interests and needs within the over
65-year old age group. What can you offer an active recent
retiree? How can you engage socially isolated elders? Does your
venue support access needs that can come with older age?

Think multi-generationally
Grandparents are a vital part of family groups.

How can your family programming build relationships with
multi-generational groups?

Embrace Digital

Don't be afraid to go digital with older people. This is
Facebook’s fastest growing user group.

They are eager to learn and it provides great opportunities for
connecting with younger family members.

Be Holistic
Social experiences are important for older audiences.

Consider how you can add interactive wraparound experiences
or participatory activities to your offer.

Nurture Loyalty

Older audiences are loyal and great at spreading the word.
How can membership benefits for this age group enhance
this loyalty? How could you engage older audiences as
ambassadors?

Encourage volunteers

Many younger elders have time and experience, so are actively
looking for volunteering opportunities.

How can you assist them to support and mentor younger
volunteers?

Learning about your Older Audiences | Area Profile Reports

Engagement Area Profile Reports are a quick
and easy way to understand the demographics
and cultural engagement of active and potential
older audiences in your local area.

The report includes information relevant to
specific audiences and themes, including elders.
Get a comprehensive a breakdown of your local
population by factors including...

Discover what you could learn about
older audiences in your area
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The Audience Agency | In the Field

Case in Point
SHIFT Digital

“It is often assumed that digital activities work well with
young people but alienate and intimidate most older

folk. Whilst this can be the case, what SHIFT illustrated so
clearly is that, if activities are designed and delivered well,
creative digital work can actually connect generations and
result in learning for all.”

Explore our Findings

Case in Point
Culture Champions Scheme

“The Valuing Older People partnership was an initiative

to improve life for older people in Manchester, involving a
number of different services, organisations, agencies and,
most importantly, older Manchester residents. The Audience
Agency's report evaluated the scheme's impact and success
in engaging older audiences in arts activities."can actually
connect generations and result in learning for all.”

Explore our Findings

Industry Insights

There is fantastic research being done across the cultural and charitable
sectors into the benefits of engaging older people in the arts.
Browse some key findings and surprising perspectives.

Arts in care homes report

The Baring Foundation

A Handbook for
Cultural Engagement with
Older Men
The Whitworth

Unexpected Encounters:
How museums nurture
living and aging well
University of Leicester

Elders Company

Royal Exchange Theatre

Inequalities

in later life
Centre for Ageing Better

Creative and Cultural
Activities and Wellbeing in
Later Life
Age UK


https://www.theaudienceagency.org/products/data-and-insight-reports/area-specific
https://baringfoundation.org.uk/wp-content/uploads/Arts-in-care-homes_review-of-training_FINAL.pdf?utm_source=The%20Audience%20Agency&utm_medium=email&utm_campaign=9740552_The%20Learning%20Diaries%20%7C%20Issue%2014&dm_i=1X0O,5SRUW,DPNOEX,MNF16,1
http://documents.manchester.ac.uk/display.aspx?DocID=24251
https://www.ageing-better.org.uk/publications/inequalities-later-life-issue-and-implications-policy-and-practice?utm_source=The%20Audience%20Agency&utm_medium=email&utm_campaign=9137998_The%20Learning%20Diaries%20%7C%20Issue%2011&utm_content=Centre%20of%20Ageing%20Better&dm_i=1X0O,5FUXA,DPNOEX,L3MMY,1
https://www.ageuk.org.uk/globalassets/age-uk/documents/reports-and-publications/reports-and-briefings/health--wellbeing/rb_apr18_creative_and_cultural_activities_wellbeing.pdf
https://www2.le.ac.uk/departments/museumstudies/rcmg/publications/UnexpectedEncounters.pdf?utm_source=The%20Audience%20Agency&utm_medium=email&utm_campaign=9740552_The%20Learning%20Diaries%20%7C%20Issue%2014&dm_i=1X0O,5SRUW,DPNOEX,MNF17,1
https://www.royalexchange.co.uk/elders-company
http://www.culturehive.co.uk/wp-content/uploads/2013/05/AP_Encouraging-Older-People-to-Engage-with-Culture.pdf
https://www.theaudienceagency.org/blog/shift-digital

