Beyond the Pandemic

A snapshot of ticketed audiences in challenging times
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March 2023

g the audience agency






Month (/day/time)

Metrics

Scale of organisation

Location

Audience profile
Programming

Lead time
Transaction value
Background trends

Variability

Behaviour and attitudes

(@)
a

-127%

the audience agency




About the Analysis

Average of 2017, 2018 & 2019 compared to 2022 o Like-for-like

based on a ‘consistent cohort’ overall, and for each art form colmipelniol

e Focus on where art
form is significant

+ Avoid art form

Overall 30.2M coding ‘hiding’
recent sales

Art forms cover c. 11%
of total benchmark, or
25% of coded
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Month (/day/time)
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2022 tickets compared to average of 2017/19, by month
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Month (/day/time .
Uday/time) Changes by day/time
Matinee Performances Tickets Tickets per Perf.
Weekday 23% -6% -24%
Weekend 21% -6% -18%
Evening Performances Tickets Tickets per Perf.
Weekday -5% -11% -7%
Weekend -2% -12% -10%

Matinee = start 12.00 - 14.30
Evening = start 18.00 - 20.30
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Tickets: Income: Bookers: Bookings:
-12% [ -27% -3% -11%
Perfs:
+57%

Tickets/ Bookings

tickets: perf: / booker:

+11% [ -167% W -87%
o (o) (0,

£21.82 - £24.32 143 - 121 avg Once every

avg price paid audience size 172 - 185 days
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Scale of organisation

2022 % change in tickets compared to 2017-19

by venue size

2%
.

Under 15k
tkts/year

-12% -12%
-17%
15-50k 50-100k Over 100k
tkts/year tkts/year tkts/year
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110% ® Other City

105%

Location

2022 Income compared to 2017-19

® QOther
100%
® Town
® -Tota

95% ® Core City

]
90% ® London

82% 84% 86% 88% 90% 92%

2022 Tickets compared to 2017-19
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Location

Regions: variation

Scotland
Wales
North West
East Midlands
West Midlands
East of England
Greater London
North East
South West
South East
Yorkshire and the Humber

Northern Ireland

-26% I
-21% I
-18% I
-14% I
-14% I
-12%

-11% I
-10% I

-10%

-7%

2%
-1% B
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Location

LLondon venues: variation

Nationals -16% -11%
Other London -25% -19%
BUT...

Londoners -11% -9%
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% of pre-Covid sales
120%

114%
110%
100% - - 100%
Audience profile DD
90% 92%
° e 87%
MC
80% cC SC
70%
H&H
60%
R |
Higher engaged Lower engaged
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Commuterland Culturebutts Differences

of the drop in ticket of change in venue
sales from this one income explained by
segment % change in this one
(33% from Home & Heritage) segment
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Tickets by Art Form

Musical Theatre

Christmas Show

Rock & Pop/ Hip-Hop

Dance

Orchestral/ Classical

Plays/ Drama

Benchmark

100%

80%

79%

70%

67%
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105%

1
1
® NMusicals '
100% c:a ‘ Christmas
" Shows
1
95% !
o 1
A 1
N 90% '~ Overall
S R it EEEEEEI EEEEEES EEEEEE] Dl N s
N o :
T 8% Rock & Pop /
) o 20% ° 'Hip~Hop
Programming v : ¢ Dirca
T’U |
v 75% |
ﬁ ! Classical
8 70% :l Music &
® Plays/Drama ! Orchestal
65% |
1
1
60% 70% 80% 90% 100% 110% 120%

2022 Performances cf. 2017-19
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“E

E“

-20%  -13% 3% 10% 29%  -23% 4% - 13% 5%

Musical Theatre

Christmas Show -5% 4% 6% 18% 31% -20% 0% 31% 5% -4%
Rock & Pop/Hip-Hop -2% -18%  -16% -15% -8% -25%  -19% -8% -17% -23%

-15%  -16% 3% 7% 37%  -30% 1% 34% -5% 5%

Orchestral/Classical -1% -29% 0% -22%  -17% -31%  -14% 11%  -33%

Plays/Drama -23%  -33% -15% -23% -13% -29%  -11% -3% -29%

-7% -10% 0% 0% 11%  -23% -7% 13% 3% -10%
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Musical Theatre

Christmas Show

Rock & Pop/Hip-Hop

Orchestral/Classical

Plays/Drama

“E

-13%

4%

-18%

-15%

-16%

-1%

-29%

-23%

-33%

-10%

10% 29%
18% 31%
-15% -8%
7%
-22%
-23%
0% 11%

-44%

-43%
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[Lead time

5%

m -

-12%

-26%

On the day 1-7 day in 8-14 daysin  Over 14 days in
advance advance advance
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Bookings by ticket yield

31%

15%

-12%

Transaction value

2% -26%

Zero value £0.1-£10 £10-£20 £20-£30 over £30
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Bookings by ticket type

-329% -31%

22%

-3%

Transaction value

Full Tickets Comp Tickets Discount Tickets Offer Tickets
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Bookings by Party Size

- |
229 . -1% I
-4%
-8%

a0 -12%
13% co

37%

1 2 3 4 5 6 7-12  13-24
Booking Party Size
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Background trends

Change in Audience Spectrum Types
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Frontline Families
Trips & Treats

Kaleidoscope Creativity

Dormitory Dependables

Up Qur Street

Metroculturals
Commuterland

Culturebuffs

2022
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Background trends

Change in Performances
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All performances

(inc. uncoded)
— General

Entertainment
e Children/Family

=== Film

Music

= Musical Theatre
Dance

= Christmas Show
Literature

— - Workshops

Plays/Drama
2022
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Background trends

Change in Tickets
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2022 income compared to average of 2017/19, % of orgs

8%

14%

1 1 1
Variability

>50% 33-50% 1 10-33% J  0-10% | 0-10% P 10-33% 1 33-50% T >50% T
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2022 tickets compared to average of 2017/19, by scale of org

200%
@
150%
° 28% Up
100% ¢ .
°
B,
50% 083 C?Qo ® o ° o . .
) goo;%%) @ ® @ ® ¢ e
on o
S 0% N %;%é,o Oooooooo oo O&O ° o e 20 ° y
- ° (}..uc‘::: ® © '00.30". oD e ° o e
I 54 Rk R
50% r ﬁ. 8 #%e 'a ® ®
g\ 4 ° ° °
°
°
°
100% t e

55% Down (more than average)

Variability -150%

50,000 100,000 150,000 200,000 250,000 300,000 350,000 400,000 450,000 500,000
Avg. Tickets (2017-19)
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Month (/day/time)
T o Put off by Covid: Put off by Cost of Living:

Scale of organisation 24% 61 %

Location esp. age 65+ (30%), disabled esp. families (68%), age 25-44

, _ (34%), highest educated (32%) (68%), unemployed (72%)
Audience profile

Programming

Lead time Booking Later: Attending More / Less:

Transaction value 40% 1 2% / 37%

ST esp. age 25-44 (49%), families More: esp. London (20%), 6-24

(48%), high Covid worries (52%) (22%), families (17%)
Less: esp. age 45-64 (41%),
currently worse off (50%)

Variability

Behaviour and attitudes
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Behaviour and attitudes

Reason for Attending Less (selected)

There’s less | want to see or do 13%
| have fewer people to go with 16%
| got out of the habit 22%
| have new/greater caring 10%
responsibilities

| don’t have time/energy 25%
It’s harder to get to the venues 15%
I’'m trying to avoid falling ill 18%

My physical health is worse than it was 17%
My mental health is worse than it was  14%
Other reason 5%
None of the above/ No particular reason 5%
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Month (/day/time)

Metrics

Scale of organisation

Location

Audience profile
Programming

Lead time
Transaction value
Background trends

Variability

Behaviour and attitudes

Jan-Feb, Nov; evenings

Tickets / Bookings

50-100k tickets

Metropolitan / Core cities
H&H, CC (older, traditional, rural)
Plays/drama, Classical music
On the day, 14+ days

7+ tickets

Plays/drama falling

72% down for tickets

Cost of Living key (61%)

Apr, Jul-Aug, Dec; matinees
Income / Bookers

<15k tickets

Smaller cities / Towns / Other
T&T, FF, DD, ES (younger, families)
Christmas, Musicals

1-7 days

3-6 tickets

Family groups growing

1/3 > 1/3 different (41% £1)

Covid less important (24%)
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What To Do?: Insights

e Understand your situation, esp.:

Change overall

Key metrics

Previous (and current) profile

% of total drop by segment
Programming mix / art form sales

i.e. plot yourself on these slides

e Understand your audience, esp.:
 What do they most value?

What barriers are they experiencing?
Variation re cost of living / Covid
How the whole offer fits together
How the social context fits in...

i.e. put yourself in their shoes

DO



What To Do?: Actions

High

Sales cf. Pre-Covid

Low

Low

Opportunity

High

A: Prioritise key segments:
identify what’s working and
double down

B: Extend and explore how
to reach new groups; try
out premium offers

C: Retrench/Reposition by
focusing on barriers, pain
points and motivations for
current audiences; and
which offers no longer
work, as well as nurturing
any ‘green shoots’

D: Diversify and experiment
to reach new groups, tailor
offers via consultation, o

prioritise barriers a



Your Retlections and Q&A
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Thank you

theaudienceagency.org
oliver.mantell@theaudienceagency.org

Twitter: @audienceagents
Mastodon: @olivermantell @zirk.us
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