
Audience Development

A Brief History



Danny Newman – Subscribe Now!

Subscriptions go back to Community 
Concerts in the 1930’s but he 
popularized subscription packaging 
starting in the 1960’s  

Adopted direct mail marketing 
techniques to the arts 

Assumed that if you get them to sign 
up for a whole year, they would fall in 
love and never leave.  



Brad Morison –

In Search of An Audience

Worked with the Guthrie Theatre in 
the 60’s – took a radically different 
approach than Danny, based on 
helping the audience learn more 
about the art form.  

Evolved into the audience 
development approach he calls 
S.E.L.L. – strategy to encourage life 
long learning



POINT         ���� FIRST-STAGE     ���� INTERIM STAGES ���� FULLY

OF ENTRY  COMMITMENT OF COMMITMENT       COMMITTED

Expectations of the audience member change 
significantly the more frequently they participate.

It is important to CAPTURE THE NAME AND ADDRESS 
OR E-DRESS of those who attend so that you can have 
an effective and ongoing communication with them. 

Programs like pre-concert chats, post-show 
discussions, newsletters with background on the shows 
and meet-and-greet opportunities are all tools to more 
fully engage the audience member.  



RAND REPORT: A New Framework 

for Building Participation in the Arts

People go through different stages in making participation 

decisions.  Positive perceptions of the arts tend to precede any 

practical considerations about whether to attend.’

Socio demographic:  education, income, occupation plus age,   “  

gender, life-cycle stage, etc

Personality factors:   unique to the individual 

Past experience: prior experiences with the arts

Socio-cultural: describing an individual’s group affiliations 

and identities 



PERCEPTUAL STAGE:

Both an individual’s attitude and the attitude of their peer group can influence 
whether they will consider participating in an arts activity.  

PRACTICAL STAGE: 
Have a positive attitude about arts participation; practical obstacles are lack of 
information, lack of time, cost, inconvenience, etc.  

EXPERIENCE STAGE: 

An individual’s reaction to the experience will be influenced by many things 
from the social context, to past experiences, to the attitude of the parking lot 
attendant.  (The more familiar they are with the art form, the more they will 
generally enjoy it.) 



Oliver Wyman 
Turning First-timers into Life-timers
Addressing the true drivers of churn

DIVIDED SINGLE TICKET BUYERS INTO DIFFERENT 
CATEGORIES BASED ON BUYING BEHAVIOR

Primary factors influencing behavior fall into four 
categories:  

Core product – repertoire, the experience itself 
Music Enhancement – advance program info, live 

commentary, special effects 
(lighting, setting) 

Venue – accessible location, amenities, parking

Social Experience – friends, social opportunity 

Transactional – ease of purchasing etc.  



Unconverted trialists: 1st timers who attend one concert and don’t 
come back (90%)

Special occasions: Customers who attend only one concert per year, 
but might attend for multiple years (72%)

Non-committed: People who attend a couple of concerts per year but 
still churn at high rates (63%)

Snackers: A subscriber who consistently attends smaller concert 
packages and is very loyal in attending concerts for many years 
(36%)

High potentials: Will attend a lot of concerts and are likely to purchase 
a subscription but not yet long term converts (35%)

Core audience: Almost all are subscribers, will attend numerous 
concerts every year for many years (10%)

Changed the positioning and value-added offers to appeal 
to the different types.

For Unconverted Trialists, engage with tailored single 
ticket promotional offers before trying to convert them 
to subscribers. And choose your program carefully. 



Nello McDaniel and George Thorn

Learning Audiences

Their “Learning Consciousness
Framework” identifies six disciplines of good
practice: 1) creating public value; 2) promoting
relationships; 3) being relevant; 4) supporting
meaning making; 5) unifying programming; and
6) defining and measuring success.

McDaniel and Thorn framed audience engagement within
the larger context of mission and community
service, thereby shifting focus away from engagement as a 
marketing add-on, and moving it to the center of dialogue 
about mission and strategy. 



ALAN BROWN –
Making Sense of Audience Engagement

Based on research into activities by a bunch of 

San Francisco arts organizations of all disciplines. 

Audience engagement is defined as a guiding 

philosophy in the creation and delivery of arts 

experiences in which the paramount concern is 

maximizing impact on the participant. Others refer 

to this vein of work as “enrichment programming” 

or “adult education.”  



Why this history lesson?  

Rome wasn’t built in a day. 

There are no magic bullets for developing an 

engaged audience, but there are well-researched 

and well-honed practices that can be utilized. 

It takes time and focused effort to convert a casual 

attendee into a regular patron.



RAND REPORT

THREE CORE STRATEGIES:

BROADEN 
(Find more just like the ones already there)

DEEPEN (A more committed relationship of some kind 

among existing patrons)

DIVERSIFY (People who can be found in your 

community but are not currently attending your events.)


