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The Audience Agency

Non-profit charity across UK and internationally

We’ve got one of the biggest datasets on cultural engagement in the world
through Audience Finder

Through our projects, we give audiences a voice in arts, heritage and
culture




Don’t forget how strange lockdowns were.

i;. Adam Koszary
-

I've had the Covid app since this morning and still
haven't caught any Pokemon
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Social Media Managers waiting for who'll be fastest
jumping on the most obvious content themes during
coronavirus
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Every colleague right now:
What if..
We do:

Jjoe wicks

but with ART
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The Metropolitan Museum of Art has
gained almost 200,000 social media
followers since lockdown began—here's
how

What would be your one top tip for others trying to
Improve their Instagram accounts?

"Be the Louvre."
We speak to the museum's social media manager Claire Lanier about her
digital engagement strategies in the age of Covid-19

) metmuseum &

An Instagram masterclass from the man behind the Louvre’s eight million




@ Yorkshire Museum & @ The Museum of English Rural Life &

TS TIME FOR ¢ TTLE! X So, what do we want you to do?
Today's theme is # seumBum!

We'd like you, the player, to design your very own rural
This cracking Roman marble statuette depicts an smock, and dazzle us it by sharing it to the hashtag
athlete at the peak of fithess! It may have decorated # AN (
the town house of one of Eboracum’s wealthier
residents. Has someone taken a bite out of this §?

BEAT THAT! *

RA Exinbitions 1 year ago

Virtual tour: Summer
Exhibition 2020

Explore the first ever winter Summer
Exhibition like never before and discover a
myriad of works by household names and
emerging artists inside this virtual tour.

Read more
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Global streaming subscriptions top 1B
during COVID

Fublished: March 18, 2021 at 11:21am.ET

By MarketWatch

Increase in time spent video gaming during the COVID-192 pandemic worldwide as of June
2020, by region
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Growth in time spent

SIMON + EUCHER

Release date
AUZUST 2020

Region
Worldwide

Survey time period
Latin Armerica A sia-Pacific Clobal Europe & the Middle Morth Armerica
East May and June 2020
Number of respondents

@ Statista 2022
st ™ 4,579 respondents

@ Additional Information Show source @

Viewing habits during lockdown

]
|
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Adults spent nearly 6 and a half
hours a day watching TV and online
video (or 45 hours a week)

1 hour 11 minutes per day spent
watching streaming services, double
what it was before the pandemic

12 million customers signed up to
new services like Netflix, Amazon Prime

and Disney+

Viewing figures for video streaming
services up 71% on 2019

Source: Ofcom




Engagement and willingness to attend
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About the COVID Cultural Participation Monitor

A population study of the impacts of
COVID on cultural engagement, based on
a longitudinal, nationally-representative
online survey (via Dynata)

Wave 1: 6,055 responses, Oct-Nov 2020

Wave 2: 1,503 responses, Feb 2021

Wave 3: 2,012 responses, Jun 2021

Wave 4: 1,879 responses, Sept/Oct 2021

Wave 5: 5,718 responses, Nov 2021

>17k responses in total.

e Sample of the whole population, all sectors
e Longitudinal (shows change over time)

e Linked to Audience Spectrum

Background: AHRC-funded, as part of Centre for
Cultural Value’s COVID-19: Impacts on the cultural
industries and the implications for policy research
project, lead by Ben Walmsley.

Strands re sector impact (workforce & case studies); public impact
(Monitor and social); policy impact (UK & in the Greater
Manchester ecosystem)
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About the COVID Cultural Participation Monitor

C @ hitps//theaudienceagency.org/evidence/covid-19-cultural-participation-monitor * &9

What it includes: oo | emes | comerns | vevmeres | oomy | oo

O the audience agency
= SERVICES EVIDENCE RESOURCES ABOUTUS

e Physical/digital/participatory
engagement with culture

The Audience Agency's nationwide A recent ey Insights
longitudinal (ongoing) panel survey of
changing views about participating in creative

and cultural activities through the pandemic A oigita Engagement
For: and beyond.

A Participation and Attendance

Attitudes and responses re COVID
A Health and Wellbeing
e Pre-COVID baselines A cauiyand s
e During COVID / lockdowns

. . g ] h ,
« Future intentions to engage. For overall findings from Wave 1-5 and by theme

see theaudienceagency.org/evidence

g the audience agency




2021 Has Shown a Substantial Rally in Engagement
(% of all pandemic attenders)

Overall Engagement ANY during pandemic in [Year]  EE_—_— 03
Historic park or garden ﬂ 38%
Film at a cinema or other venue w 42%
Historic house, castle, heritage site w 31%
Museum w 29%

16%

Exhibition or collection of art 9%

Outdoor festival, carnival or street arts ﬂ 13%

Event connected with books or writing gf{g

Play 3 12%

. . . (¢}

m ANY in-person arts or heritage during COVID Live music gig 5% 1p%

NO in-person arts or heritage during COVID Musical 500 11%
; ity i 7%
Children/ family inc. panto 55% °
Other heritage place 5%7%

- : 5%
Classical music concert 53% °

Outer: 2021 Other live entertainment f% 7%
Contemporary dance ! 2P

Any in person in the Opera W 3%
last 2 months: 49% 2%
Ballet 507

Other arts event — In person T2°3/o%

Inner: 2020

Any in person in the last 2

weeks: 29%
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Overall Engagement

Engagement in Last 2 Months, Waves 2-5 nline has Fallen

67%  66%

62%

49%  49%
29%
249
13
H ] I/

ANY during Any in Any in the Anyin the
the 2020 2021 last 2 last 2

Wave 3 Wave 4 Wave 5 pandemic months weeks

In Person Participatory == =Online M In Person DO Online B Participatory
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Online cultural engagement declined throughout the Digital Engagement Fell in the First Months of the Pandemic
pandemic

40%

21% 20%

15% 14% 15%
. " .

Online ...in 2020 ..in 2021 ..inthelast2 ..inthelast?2
arts/heritage months weeks
activities during
the pandemic

Watched (stream or Virtual Tour Activity (online) Browsed (cultural org)
recording)

12 Months Before B Since Lockdown (March - October 2020)
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Caution About the Longer Term...

Q: Looking forward, how Most Expect COVID's Impacts to Last a While Yet
likely is it that COVID will 87%

still have an impact on
our lives and activities?

78%

54%

44%

0,

In 6 months' time In a year's time In two years' time

B Very Likely EQuite Likely Total
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HFilm

In Future: Attending LeSS/More M Live Performance (inc. music & theatre)

B Indoor Galleries, Museums & Heritage

B Outdoor Historic Parks, Gardens & Heritage
Most Groups Likely to Expect to Attend Less in Future - Especially Older Age Groups

Net % More Minus Less
20%

IAL-.T- I I
-10%
-20%

L
b’%
o
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Implications
for the future?:

Lower Engagement? Higher Engagement?

Older Younger
Lower prev. engaged Higher prev. engaged
Rural Urban
Not Local Local
No children in household Families
Traditional Contemporary
Indoor Outdoor
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Digital engagement
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2in 5 people engaged with online cultural activities during the
pandemic

m Done any online cultural activity during the pandemic Not done any

g the audience agency




The most popular online cultural activity during the
pandemic was watching performances/events

Watched [performance/event)

Wirtual tour (museurm fexhibition)

Virtual tour (heritage)

Cnline workshop

Viewed online collection, archive or
library

For over half of the audience, entertainment or relaxation were the main
motivation for online cultural activities

Q

To ke entertained — 75%
To relax, take vour mind off things — e
To be inspired or stimulated — T30

To learn something new, pursue new interests

1a%

To take part in an activity _ Ta

To do something sociable, spend time with... 15 e

To do something that is different from usual | 21%

To be physically active

To feel connected with your local...
To share and give to others
Mone of these (to any acitivity)

@Al reasans W Main reason
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For those not interested in engaging with online cultural events in the next 2 months, the core reasons are

irrelevant content and low appeal versus live events.

| am not really interested in this sort of thing

The online experience is not an attractive alternative to the live event
| have never really considered it

Price is an issue for some of these events

Another reason

| am not confident in using the technology required to do this online
The quality of events is not high enough

There is not a good range of events to choose from

My internet/ broadband speed is poor

The sound and/or picture quality of my equipment at home is poor

| do not know where to find out about it

# All reasons
B Main reason

ST o

4%

EEE 7%

6%

2%

1%

S 4%

1%

*ﬁ\&%a%

1%

“ﬁ\l\\l\‘ﬁa%

Wél%

1%

O
a

S o

50%
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Indigo Act Two Survey

e |Indigo’s Act Two survey was sent to

engaged audiences between 22 June
and 15 July 2020 Bounce Forwards

Digital Engagement with Culture

e A sample of over 92k responses via
258 organisations

Exploring the Act Two Survey

Primarily focuses on live cultural
events

g the audience agency




Engagement with digital content

The pandemic saw new
engagement with online
content across all audiences,
with some skew to younger
audiences.

Engaged with digital content

38%

Yes - before AND Yes - only BEFORE Yes - only SINCE
during lockdown lockdown lockdown

Engaged with digital content

20%
o 34% 35% 38% 37%

20%

0%
15-19  20-24  25-34  35-44 45-54 55-64 65-74 75+

No mYes - only SINCE lockdown
B Yes - only BEFORE lockdown B Yes - before AND during lockdown
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Engagement with digital content

There is appetite for
continued online
engagement - but a lot of
people need convincing.

Interest in continuing online engagement - by
previous online engagement

3%

Yes - interested Possibly interested No - not interested

m Online engagement before AND during lockdown
¥ Online engagement only BEFORE lockdown

B Online engagement only SINCE lockdown
m No online engagement
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Interest in digital content

Before: Yes: 25
Yes Interested: 36

During: Yes: 60

Possibly Interested: 46
Before: No: 75

During: No: 40

Not Interested: 18 I
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Engagement with digital content

Types of digital content accessed
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

The type Of Content Watched a full-length production of theatre, ballet, 81%

dance, opera or music online via a platform such...

accessed reﬂ_eCtS the OfferS Watched performances created ‘at home' by
. . performers
available (obviously).

Made a donation to watch a performance online

Watched a new production online which was created
during lockdown

Taken part in a creative activity online (e.g. online
art class, choir rehearsal)

Attended an online arts or music festival (e.g.
literary or theatre festival online)

Paid to access performances from a specialist
channel (e.g. Marquee TV, Digital Theatre, Medici)

Other

g the audience agency




Engagement with digital content

Expectations for online events

| expect it will be different from a
live event, but will still be a 4% 27%

Audiences aren’t idiots - satisfying experience
they know online events are e
different to in-person

events.

| think | will enjoy the experience

| will enjoy knowing that other
people are watching at the same
time as me

| will enjoy engaging with other

But they do demand quality. audience members on social media

during and after performances

| expect the experience to be as

good as being at a live event 26% 8%

20% 80% 100%

m Disagree ® Neutral N Agree
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Engagement with digital content

Interest in event formats
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Online experiences
need their own

. . . An ARCH\VE_ recording of a performance.with a
Un]que Sell] ng PO] nt. full audience staged before Coronavirus

A LIVE event filmed ‘behind closed doors'

A performance specially created to be watched

ONLINE 78%

77%

A LIVE event with a socially-distanced audience
that | cannot not attend in person

A RECORDING of an event filmed 'behind closed
doors’

A RECORDING of an event with socially-distanced
audience that | could not attend in person
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Engagement with digital content

The influx of new audiences requires even closer attention to user experience

Is all content accessible? Is it captioned and audio-described? Are your staff trained in
best practice for online events?

Does your content work across all browsers and devices?

Does your web text and content make assumptions of knowledge/expertise? Are you
testing content with users from all backgrounds?
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Where next?

Digital can’t replace the in-person experience, but it can make it more accessible
and convenient.

When digital content accompanies a live event, it should be complementary and
provide something unique.

The pandemic only accelerated a pre-existing digital trend. To meet user’s
expectations we must continue investing in a hybrid offer.

We must continue to be brave.
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Thank you

Please Get in touch: theaudienceagency.org

@adamkoszary
@audienceagents
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