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• About the local area and population

• About local audiences

• Discussion re findings and own knowledge

• Summary and implications

Format of the session



Levels of Information
• Cultural Population Monitor

UK

• Cultural Population Monitor / Audience 
Spectrum / Audience Finder

London

• Audience Spectrum / Audience Finder 
(ticketing & survey) / Census / TGI

Borough

• Audience Spectrum / Audience 
Finder (ticketing) / APR+

Ward



Facebook Families

Heydays

Home & Heritage

Trips & Treats

Kaleidoscope 

Creativity

Dormitory 

Dependables

Experience 

Seekers

Metroculturals

Commuterland 

Culturebuffs

Up Our Street

Population 
segmentation using 
multiple data sources 
based specifically on 
arts and cultural 
interests



5 key data sources

A
S

Taking Part – National depth survey

Cultural Proximity – Convenience of offer

Experian Data Universe – wider consumer data

Population/Census – core demographics

Behavioural data: survey and ticketing

Data Sources



Example: Experience-Seekers Pen Portrait



Local Population



• Overview of demographics

• Audience Spectrum, inc. maps:

• Largest segment

• Each of the three largest segments

• Top Lines from Cultural Participation 

Monitor

Local Area and Population



Population data – comparing the local areas



Population data – comparing the local areas



Overall Population 

Audience 

Spectrum Profile



Overall Audience Spectrum Profile: Enhanced

M1: Older, established and high-spending 

professional elites.

M2: Younger, mobile and emerging metropolitan 

professionals.

E1: Socially minded mid-life professionals with 

varied artistic tastes.

E2: Students and graduates with adventurous 

attitudes in diverse urban areas.

K1: Settled and diverse urban communities

K2: Hard-pressed singles in city tower blocks



Audience Spectrum Profile by Local Area



Audience Spectrum Profile by Local Area



Audience Spectrum Profile by Local Area – Top Segments Enhanced

M1: Older, established and high-spending 

professional elites.

M2: Younger, mobile and emerging 

metropolitan professionals.

E1: Socially minded mid-life professionals 

with varied artistic tastes.

E2: Students and graduates with 

adventurous attitudes in diverse urban 

areas.

K1: Settled and diverse urban 

communities

K2: Hard-pressed singles in city tower 

blocks



Dominant Audience 

Spectrum Segment 

by Ward - Population



Dominant Audience 

Spectrum Segment 

by Ward - Bookers



Dominant Audience 

Spectrum Segment 

by Ward - Population



Dominant Audience 

Spectrum Segment 

by Ward - Bookers



Penetration of 

Audience Spectrum 

Population by Ward



Penetration of 

Audience Spectrum 

Population by Ward



Penetration of 

Audience Spectrum 

Population by Ward



Families by 

Ward - %



Families by 

Ward - Count



Local Audiences
Sales and Profile



Audience Finder ticketing:

About Local Audiences

16/17 19/20 Increase

Bookers 147k 161k 6k

Bookings 366k 397k 31k

Tickets 841k 898k 57k

Income £17.2M £18.8M £1.6M



Sales Trends

Based on local residents 

across a consistent 

cohort of Audience 

Finder venues.

2019/20:

Avg. income/ticket: £22.16, +6%

Avg. bookings/booker: 2.5, -0%

Avg. tickets/booking: 2.3, -2%



Audience Trends



About Local 

Audiences



(Lower Income) 

Families

Older / Higher-

engaged

Audience Trends



Local Audiences
Geography



Non-Local Audiences

Audience Finder Surveys: 41% of survey respondents from the local area were visiting organisations locally



Audience 

Concentrations



Audience 

Concentrations



Audience 

Concentrations –

Booking to other 

organisations in 

London



Audience 

Concentrations 

– Local 

organisations



Audience 

‘Watersheds’



Audience 

‘Watersheds’

Bookers to 

Newham orgs



Audience 

‘Watersheds’

Bookers to 

Redbridge 

orgs



Audience 

‘Watersheds’

Bookers to 

Hackney orgs



Audience 

‘Watersheds’

Bookers to 

Tower 

Hamlets orgs



From 

Surveys…

‘Frequent’ = visited in prev 12 months

‘Lapsed’ = longer ago



Local Audiences
Cultural Participation Monitor



From CPM: Attitudes to COVID



From CPM: Engagement during COVID



Discussion



From Evidence Presented:

• Metroculturals / Experience Seekers / 

Kaleidoscope Creativity key segments in 

population, bookers (cf. London), and re 

keenness to attend/engage.

• Variation by borough: NB Barking & 

Dagenham (families) and Havering (cf. SE)

• Growth in sales, performances (esp.), 

families (Trips & Treats), drop in older.

• V local and London-focused attendance.

In Conclusion…?
From Discussion…:



Metroculturals:

• Over-represented x2 cf. population; 

1 in 3 bookers

• Generally younger M2 subsegment

• Keener post/during COVID

Experience Seekers:

• 1 in 6 of local population, 1 in 5 bookers.

• More of younger E2 subsegment.

• Keener post/during COVID

In Conclusion…?

Kaleidoscope Creativity:

• Huge part of East London population (42%!), 

1 in 4 bookers.

• Even split between subsegments (two 

largest).

• More exposed to cost-of-living crisis?



Immediate:

• Slides (and follow-up conversation?) on 

the TAA Community 
(https://community.theaudienceagency.org/)

• Survey (!)

• Get in touch with any questions:

oliver.mantell@theaudienceagency.org

In Conclusion…?

Future:

• Audience Finder groups

• ‘Know your community’ free surgeries

• In Practice sessions

• Community Forum Live

• Audience Finder Onboarding (27/4, 25/5)

• Museums & Visual Arts (28/4)

• Christmas Shows (26/5)

• TEA Breaks (13/4 & monthly)

https://community.theaudienceagency.org/
mailto:oliver.mantell@theaudienceagency.org


Thank you

Please get in touch: theaudienceagency.org
oliver.mantell@theaudienceagency.org


