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Outline 

• A brief introduction to TAA & Audience Finder 

• Why data matters: relevance, reach, resilience 

• How Audience Finder is supporting LAs as enablers 

• An invitation  



The Audience Agency is a mission-led charity 
 
Our purpose is to help cultural organisations 
to improve their relevance, reach and 
resilience using our national data and insight  
 



The Audience Agency 

Research, consultancy, 

training & facilitation 

England, Wales, UK, 

Internationally 

Across the cultural  

sector 





Purpose 

• Usefully integrate data 

• Opportunities for market development 

• Opportunities for greater inclusivity 

• Inform diversification of the cultural offer 

• Enable collaboration 

• Deliver impact and added value  

• Promote intelligent data-culture 

• Inform diversification of the cultural offer 

 





How Audience Finder works  
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Audience Finder Data-Spine 



Audience Finder Information 



Locate prospects who share 
profile with current audiences 

Using Audience Finder for… potential 

Anticipate needs, exploring 
their behaviour and feedback 

What the preferences of 
potential audiences?  
What else do they do?   

Data supports new ideas,  
A/B testing/ experimentation 





This is not my mug… 
This is not my mug and I don’t       data    

We do   
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 A population segmentation = 

 10 distinct profiles, linked to household and postcode. 

  

 Helps us understand spectrum of audiences,  

 plan to meet needs, and find new ones. 

 

 Unlike Mosaic, based on cultural habits and opinions  

 but can link to it. 
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3 Highly Engaged Groups 
 

• 22% population, 60% of audiences 

• Confident, enthusiastic, educated 

• Habits and tastes vary 
 

• North 12% population, 25% audiences 

• London 47% population, 73% audiences 
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• 41% population, 30% of auds  

• Risk-averse, not culture-averse 

• Location and lifestage critical 
 

• North 40% population, 51% audiences 

• London 11% population, 10% audiences 

3 Medium Engaged Metroculturals
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4 Less Engaged Groups 
 

• 37% population, 10% of audiences 

• Do engage, but low proportions  

• Lack of interest AND resources 
 

• North 47% population, 24% audiences 

• London 40% population, 17% audiences 

 

 





Creative People & Places 

Bianco, No Fit State Circus, 2013 

Andrew Billington 

REACH 



Greenwich & Docklands Festival,  

Stockton Festival, 14 – 18 Now 

This is Not For You, Graeae 2018 

RELEVANCE 



RESILIENCE 



Local authorities as enablers? 

• Promote good places and good place-making 

• Provider strategic insight 

• Encouraging evidence based and data-informed  

• Incentivise/ co-ordinate collaboration 

• Showcase and promote good practice 

• Link culture to community effectiveness 

 

 



Audience Opportunities  

for Culture Central 

 

 

 



Audience Distribution CC 
This map shows the penetration of Culture Central audiences in postal areas across the 

catchment area. While Birmingham itself is key to CC, there seems to be potential to 

develop the wider West Midlands market  

https://pbs.twimg.com/profile_images/803531323717652480/tYarNg_M_400x400.jpg


Potential for 

commuter 

campaigns 
 

Circles indicate areas with 

high latent potential and 

larger proportions of 

footfall through stations 

 

Trainlines overlapping 

latent potential for 

Commuterland 

Culturebuffs.  

Top and tail of 

cross-city line 

Stratford and 

Warwickshire 

East of airport 

BUT Coventry 

provision? 



CC Bookers 

Audience Spectrum Mapped 
In comparison, this map shows the Spectrum profile of CC bookers across the region, 

and shows a variance in the dominant Spectrum profile in certain areas. 



Formative Research  

Manchester Cultural Destination 









Evaluation of  

London Borough of Culture 



 London Borough of Culture 
 Competitive programme mirroring City of Culture   

 - emphasis on hyper-local co-production, improving  

 joined-up services, well-being and regeneration  



Impact of  

Creative People & Places 
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Source: Audience Finder - ticketing at 2018, arts survey 16/17, museum survey 16/17 

Creative People & Places 2017 postcode analysis of participants in 20 of 21 Places 

English Population compared to  

NPO ticket-buyers, all arts NPOs, museums 

CPP audiences and participants 2017 

Frequent attenders 

and participants  

in arts and culture 

Interested but 

occasionally engaged   
Rarely attending 

or participating 



Library Project: scoping 

possibilities 





How could Audience 
Finder support LAs? 



Thank you  

theaudienceagency.org 


