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Hello



Who we are and what we are doing here

The Audience Agency helps cultural organisations and 

policymakers to plan and deliver audience and 

engagement strategies

www.theaudienceagency.org



Who we are and what we are doing here

John Rylands Library Manchester



Annie Lai-Kuen Wan

Lost in Biliterate and Trilingual

2014

Porcelain casts

Zhao Yao

Wonderlands

2014

Textile

Samson Young

Muted Situations

2014

Mixed media





Who we are and what we are doing here

Cambridge Junction Cultural Centre



Who are you?



Today

• Understand how the audience fits into the AMQF vision

• Outline concepts of audience development

• Discuss the way each team role contributes to AMQF 

audience development

• Outline what is known and what we need to know 

about AMQF audiences

• Consider the resources, practicalities and contexts

• Set out ideas for AMQF action planning



Audience – what are we talking about?

The Palestinian Museum



This special moment



Five months on

Thinking back to the 28th June 2018

• What do you remember of the day, of the launch 

event?

• What stands out as memories of the event?

• Describe it to us

Small groups discussion



Outside in?

The new centre – audience

What can you do that you couldn’t do before?

How far are you bringing the people with you?

What do you need to do differently?

What are the successful components that you need to 

make sure you don’t lose?



From outside in?

First Site 

Gallery, 

Colchester, 

UK



Beautiful but …

Palau de les Arts Reina Sofia, Valencia Spain



Gdansk Shakespeare Theatre, Poland

Gdansk Shakespeare Theatre – opened 2008

Evolved from Gdansk Shakespeare Festival (from 1997)



Gdansk Shakespeare Festival



Replace or augment?

Seachange Arts, Great Yarmouth, England, September 2017



Key success factors - AMQF Cultural Centre

Especially considering the audience that is / will 

engage with the new centre, what do you think are 

the key factors that will make the centre successful?



Audience Development – what is it?



The European Commission View

Audience development is a strategic, dynamic and 

interactive process of making the arts widely 

accessible. It aims at engaging individuals and 

communities in experiencing, enjoying, participating 

in and valuing the arts through various means 

available today for cultural operators, from digital 

tools to volunteering, from co-creation to 

partnerships.

Creative Europe

(See Engage Report Appendix 1 for a list of definitions: 

http://engageaudiences.eu/files/2017/04/Final-report-NC-01-16-644-

EN-N.pdf)



Culture and its advocates

Mr and Mrs Andrews: Gainsborough, 1750, National Gallery, London



Audience Development – an ecology



Audience Development - the whole organisation

(Posted outside a restaurant in Valetta, Malta)



Audience Development

…a planned, organisation-wide approach to extending 

the range and nature of relationships with the public, 

based on an understanding of their needs. It helps a 

cultural organisation to achieve its mission, balancing 

social purpose, financial sustainability and creative 

ambitions.

The Audience Agency



Art and audiences

Ferrida, 

Imaginarius, 

Santa Maria 

da Feira, 

Portugal, 

2017



Ansoff  Matrix
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Dimensions of Audience Development (Engage)



AMQF – what about your audience development?
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What do we know?

Volunteers helping with research at

Out There Festival, Great Yarmouth, England, September 2018



Understanding Audiences

https://www.theaudienceagency.org/insight/museums-audience-report





Results with consequences



Audience Research

Asimetrica (Madrid)

Interviews with both 

Arts Managers and 

Audience to establish 

‘barriers to 

attendance’



Findings

• Ritual: Too many rules

• Lack of empathy with orchestra: musicians, 

soloists, and directors “different-from-me”

• Relevance/understanding: Lack of contextual 

understanding and knowledge of the music.

• Why come back? Exactly the same every week

• Lack of social components: No exciting 

opportunities to meet and socialize with people

• Duration of the concert: a 90 to 120-minute 

concert seemed like too much of a risk



Action?

Discover Concert Series

4 concerts a year – each one is a 3 part 

experience

1. 15-minutes audio-visual, musical or storytelling 

introduction of the work

2. 45-minute concert without interruption.

3. After the concert, there is a 30 to 45-minute 

encounter with the musicians over a 

complementary glass of wine



Plus ‘Pintasonic’ workshops for children 3-9

Changes in the atmosphere and the way they engage with 

the audience generally



Results?

Younger and more diverse audience

Once the word got round – started to generate new 

attenders who were intrigued to find out more

Further pathway for older children

More research into intrinsic impacts of music



People are different



They go for different reasons



And they can be grouped



One event – different groupings

Consider an event like this – it’s for local people, 

cultural professionals and cultural tourists

Out There Festival Great Yarmouth, UK, 2017



Segmentation

• Groups of people with whom we can work?

• Could be in our audience – or maybe not?



Some ways of thinking about audience segmentation

• Demographic – age, sex, education, work

• Geographic – closeness to you, places where they live

• Behavioural – regular / non / occasional attenders

• Attitudinal – types of art liked - contemporary, 

traditional, mainstream – or could be values based -

political, religious, cultural

• Access – physical, digital etc.



Audience goals

• How many/much audience do we want?

• Who would we like them to be?

• What do we want them to do?

• What do we want them to 

feel/think/appreciate?

• How do we want them to progress/develop?

• What impact would we like in the wider world?



Let’s speculate!

Who is missing in the current audience?

But are probably / could well be interested in 

engaging?

Why are they not attending? (probably)

What do we need to know about them? (to test our 

hypothesis)



Generating audience goals

• How many/much audience do we want?

Numbers of attenders at a performance, visitors in a year

• Who would we like them to be?

Never attended before, young people, experts

• What do we want them to do?

Visit our website, buy a ticket, donate money

• What do we want them to feel/think/appreciate?

Change views about refugees, learn about Chopin

• How do we want them to progress/develop?

Try a different artform, come again, become a donor

• What impact would we like in the wider world?

Help the economy, reduce crime, improve reputation of 

composer



Resources and contacts

www.theaudienceagency.org

@audienceagents

Jonathan Goodacre and Jacqui Fortnum

Senior Consultants

The Audience Agency

jonathan.goodacre@theaudienceagency.org

jacqui.fortnum@theaudienceagency.org

http://www.theaudienceagency.org/
mailto:jonathan.goodacre@theaudienceagency.org
mailto:jacqui.Fortnum@theaudienceagency.org


Thank you!


