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Summary:
Key Themes and Observations

A majority of dance buyers are dancing themselves, either socially or more formally. For the purposes of analysis,
cohorts of respondents were defined:
P QActive or Serious DancersO are people who OregularlyO take dance lessons, perform in front of live audiences or choreograph. They constitute 19% of
all buyers (avg. age=43).
D GSocial DancersO are people who dance socially, either regularly or occasionally, but who are not OActive or Serious Dancers.O They constitute 38% of
all buyers (avg. age=50). . )
b The average age of respondents who do not fit into either of these two cohorts is 56 (O Not DancersO).
OActive or serious dancersO are, by far, the most engaged audiences; they are most interested in all forms of engge
especiallg those that involve movement. A quarter of all dance buyers take dance lessons or classes at least occas
another 33% used to, earlier in their lives. Another 17% havenOt, but would like to try. Only a quarter of dance buye
interested in takin? dance lessons or classes. Results point to a direct link between attendance and active forms of
participation. Any long-term approach to audience development must take an ecological view that encompasses att
media-based consumption and active participation.

D How can the links between these different parts of the system be strengthened? Professional dance cannot survive in the long run without a support
system of participatory dance programs.

Dance buyers who attend with their parents are 15 years younger, on average, than those who attend with their chi
grandchildren (38 vs. 53, respectively). Similarly, those who attend with co-workers are approximately seven years
than those who do not (44 vs. 51, respectively). o ,

b Audience development schemes with incentives to Obring your parentsO or Obring your co-workersO will naturally attract younger buyers.
A significant amount of interest was expressed for attending dance performances at which Oaudience members the
actually dance or move around.O One in four respondents indicated that they havenOt done this, but would like to t
underscores other findings suggesting a need for more kinetic involvement opportunities. Bear in mind, however, th
audience members are not dancers and are unlikely to respond to activities that involve movement.

The dominant motivation for attending is spiritual (i.e., Oto be inspired or uplifted®). Five distinct but overlapping

motivational factors were discerned:
1)! Stimulate the Mind (intellectual/creative stimulation)
2)! Nurturing (social/family fulfillment)
3)! Repertoire-Driven motivations (either to see Ogreat worksO or new work)
4)! Emotional/Spiritual motivations
5)! Social Bridging and Bonding motivations (i.e., to grow closer to oneOs own culture, or to learn about cultures other than your own)
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Summary:
Key Themes and Observations

Many dance buyers desire to be further engaged before, during, and after performances. However, most fall within
middleO of the engagement curve B they want to erigager, but not a lot. In other words, they may never stay for a
post-performance discussion, yet they aspire to engage somewhat more deeply.

With respect to pre-performance engagement, dance buyers expressed a strong latent desire to watch rehearsals.
activities with the highest latency scores include: 1) learning a few dance steps from a visiting choreographer or da
attending a pre-performance talk about the program; 3) watching a video of the artist(s) talk about their work; 4) list
the choreographer or artistic director talk about an upcoming program; and 5) watching video excerpts of pieces the

artist or company will be performing.

B One might infer from this a need for a new, field-wide strategy of Oopening up the creative process.O0 What would be the implications of such a
strategy for presenters, touring artists, and artist training programs?

With respect to post-performance engagement, the dominant activity by a wide margin D is informal discussion o
home. In other words, the predominant way that dance buyers Omake meaningO of a dance performance is by tall

with the people they came with, on the way home (i.e., outside of the venue).

D While much energy has been focused on in-venue discussions, the field is clearly in need of a better strategy for catalyzing informal, self-guided
discussion outside of our venues.

Analyzing the levels of involvement, both current and desired, in 30 different engagement activities suggests five ur
dimensions or OfactorsO:

1.! Critical Assessment (48%): filtering information through trusted critics and writers

2.! Watching and Talking (46%): gathering information and talking about the experience informally

3.! Deep Context & Insight (44%): seeking insight through talks, lectures, discussions, rehearsals

4.! Live Interpretation (35%): real-time commentary and interpretive assistance at performances (e.g., spoken introductions)

5.! Digital Interactives (33%): express an opinion in an online forum, post to Facebook
These five factors may provide the field with a framework for thinking about audience engagement, and a way to pr

further research and development.

A major shift towards technological means of engagement is underway with younger audiences, but is slow in comi

D Younger audiences are categorically more interested in all forms of technqlo%y-based engagement, especially through social media. On the whole,
however, most dancer buyers are not very interested in consuming dance in digital format, except for free videos.
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Methodology

This study was commissioned by Dance/USA as part of the OEngaging Dance AudiencesO (EDA) initia
grant program focused on research and development of audience engagement practices in the dance fic
goal of the study was to assess how dance patrons OengageO with the art form, and specifically what ki
educational or enrichment program and activities they do, or would like to do more often.

Data collection took place in July and August 2010; in order to realize cost economies (and to make the
financially feasible), data was collected only through online surveying

Participation was free and open to all Dance/USA organization-members with at least 500 ticket-buyer €
addresses; in the end, 26 of Dance/USAOs 69 presenter members participated in the study, and 16 of C
USAOs 169 company members participated

Throughout the report, we refer to organizations that book and promote touring dance artists as Oprese!
and dance companies (ballet and contemporary/modern) as OproducersO

Each of the 42 participating organizations sent email messages to random samples of up to 3,000 danc
buyers from past three years, inviting them to participate in the survey; 35 of the 42 groups achieved at |
responses, and received a confidential topline report on their results, free of charge

In total, 7,454 dance patrons completed the survey; response rates averaged 9%, but varied significantl
the 42 groups

D Bear in mind that responses only represent ticket buyers, not those who attended with them. Thus, we use the phrase Odance buyersO
throughout the report, and refrain from generalizing about dance audiences in general

The questionnaire was developed with significant input from Dance/USA staff and members, and was
customized for each participating dance organization

While the overall sample size is large, it does not include much representation of dance companies or p
that work in traditional forms of dance; while we are confident in the representation of a good cross-sect
ballet companies and presenters, the number of contemporary/modern companies is quite limited (see f
and may not accurately represent ticket buyers for the larger universe of contemporary/modern compani
therefore, results should not be construed as being representative of all dance buyers nationwide.

Bias from respondent self-selection (i.e., those with stronger feelings of loyalty are more likely to comple
survey), and from online administration, may be present in the data. In previous online surveys, we hav
observed an under-representation of adults age 75+ compared to other sampling approaches.
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Participating Dance Presenters

Non-University (17)

Audience Architects, Chicago

Dance St. Louis

Dance Affiliates, Philadelphia

Dance Theatre Workshop, New York City
DancePlace, Washington, DC

Flynn Center, Burlington, VT

Ford Amphitheatre, Hollywood, CA
Germantown Performing Arts Centre, TN
JacobOs Pillow, Becket, MA

Music Center of Los Angeles

On the Boards, Seattle

Pittsburgh Dance Council

San Francisco Performances

Society for the Performing Arts, Houston
Vail International Dance Festival
VelocityDC Dance Fest-Dance/MetroDC
Yerba Buena Center for the Arts, San Francisco

K K K KKK KKK K K K KKK K K

University-Affiliated (9)
¥ Carpenter Center, CSU-Long Beach

¥ Clarice Smith Center, UMD

¥ Hancher Auditorium, Ul

¥ Leid Center of Kansas, KU

¥ DeBartolo Performing Arts Centigtre
Dame

¥ Center for the Performing Arts, PSU

¥ University Musical Society, UM-Ann Arbor

¥ Center for the Arts, Wesleyan University

¥ Ordway Center for the Performing Arts
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Participating Dance Producers

Ballet Companies (10) Modern/Contemporary (6)

¥ Atlanta Ballet ¥ Alvin Ailey (BAM, City Center, Ailey II)

¥ Houston Ballet ¥ Dominic Walsh Dance Theatre, Houston
¥ Kansas City Ballet ¥ Malashock Dance, San Diego

¥ Milwaukee Ballet ¥ ODC, San Francisco

¥ North Carolina Dance Theatre ¥ RIOULT, New York

¥ Pacific Northwest Ballet ¥ Spectrum Dance Theatre, Seattle

¥ Pittsburgh Ballet

¥ Richmond Ballet

¥ Trey Mclntyre Project, Boise, ID
¥ Tulsa Ballet
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Presenting audiences account for two-
thirds of the sample

(N=7,454)

"HE%& () *+,".["01-'2)$&

Univ. Presenter,

n=1374, 18% Producer - Ballet,
; ~7 n=1791, 24%

Producer -
Modern /Contemp,

n=672, 9%

Presenter - Non
Univ.,,
n=3617, 49%
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Subscriber Status

Subscriber Status (Past 3 Yrs.)
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“Yes

“No

Count of Resopondents
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Non-University  University Producers: Producers:
Presenters Presenters Ballet Modern/
Contemporary
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¥ Respondents were asked if they had

purchased subscription or series tickets
to dance performances offered by the
participating dance organization in the
past three years.

On average, 31% of respondents
reported having subscribed in the past
three years. The figure was highest for
ballet buyers (38%)and lowest for
contemporary dance buyers (20%).



Subscription Behavior, by Age

Percent Reporting Subscription Behavior (Past 3 Years)

80%
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70%

e===Smoothed Trendline

60%

50%

40%

30%

20%

10%

0%
20

30
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Age of Respondent
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10 Dance/USAOs Engaging Dance Audiences B National Survey of Dance Audiences

¥ The chart at left reports the
percentage of respondents who
Indicated that they purchased a
subscription package at least once
in the past three years. A clear and
dramatic relationship can be
observed between subscription
behavior and age.

D Subscription packages appeal more to
older adults and less to younger adults.
The incidence of self-reporte
subscription behavior rises by 250%,
from respondents age 30 to respondents
age 75. In a sense, subscription
packaging acts as a filter on
constituency, attracting older patrons
who like to plan ahead.

b Other relationships are needed to
engage younger dance lovers who
cannot, or will not, subscribe for one
reason or another. This challenge is not
unique to the dance field, but affects
presenters and producers in all
disciplines.



Dancer Status

Dancer Status, Total Sample

Active or
Serious Dancers

-~ 19%

Not Dancers
43%

Social Dancers
38%

¥ To facilitate analysis, respondents were
categorized into one of three groups, base
on whether or not they dance socially, tak
dance lessons, perform or choreograph.

¥ On average, six in ten audience members
actively dance themselves on some level,

using the following definitions:

b “Active or Serious Dancers” (19%) are people who
OregularlyO take dance lessons, perform in front of
live audiences or choreograph (avg. age=43)

b “Social Dancers” (38%) are people who dance
socially, either regularly or occasionally, but who
are not OActive or Serious DancersO (avg. age=50)

b “Not a Dancer” (43%) is everyone else (avg. age=56)

¥ Here one sees a clear link between
participatory forms of dance and
attendance at professional dance progran

b In other studies, we have observed the presence of
artists in the audience, but not to this extent. The
larger point here is one about the inter-dependence
of different players in the dance ecology.
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Dancer Status,

by Gender and Age Cohort

% of Analysis Group

100%

90%

80%

70%

60%

50% 1

40% 1

30% 1

20% 1

10% A

0%

Dancer Status, by Gender and Age Cohort
| B Active or Serious Dancers B Social Dancers ONot Dancers |
X
a —
< § < i % .
S —
Female | Male | Under 35 | 35-44 | 45-54 | 55-64 | 65+
Gender Age Cohort
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¥ Younger buyers are much more

likely than older buyers to be actively
involved in the art form.
Respondents in the 18-35 age cohor
are twice as likely as their older
counterparts to be Oactive or serious
dancersO (40% vs. 21%,

respectively).

D What does this suggest about attracting
younger audiences?

As might be expected, women are
significantly more likely than men to
be active or serious dancers (22% vs
12%, respectively), although men
and women are equally likely to be
social dancers (~37%).

b How can dance organizations capitalize on
the interest in social dancing within their
audiences?



Dancer Status,

by Affinity for the Art Form

Affinity for Dance, by Dancer Status
100% & $%
90% - 2% 12% |
29%
80% B B B ODance is low on my priority
list, among the performing
70% - 3 o arts
60% i i i ODance is OK, but I like other
° art forms more than dance ¥
61%

61%
50% B B B

O] like dance a lot, but not
40% - | | more than other arts forms

69%
30% B L
OI'm a dance fanatic - it's my
#1 priority among the

20% - I I

performing arts

24% | 23% |

10% B

Active or Serious Social Dancers(38%) Not a Dancer (43%)
Dancers (19%)

0%
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Further analysis of Oactive or seriou
dancersO indicates that they are far
more committed to the art form that
either social dancers or non-dancers
Seven in ten Oactive or serious
dancersQ self-identify as Odance
fanatics.O

b The inter-dependency of professional dance
presenters and organizations that teach and
promote active dancing is abundantly clear.

Additional analysis (not shown)
suggests that buyers associated witt
contemporary/modern companies
report stronger affinity with the art
form than buyers associated with
ballet companies. Similarly, buyers
associated with multi-disciplinary
university presenters report lower
affinity levels than buyers associatec
with non-yniversity presenters such
as JacobOs Pillow and Dance Thea
Workshop, which is intuitive.
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¥ A pair of questions was designed to asses

frequency of attendance at the participating
organizationOs dance programs in the pas
months; and 2) frequency of attendangé at
dance performances in the past 12 months
Identical scales were used.

By subtracting organizational attendance
from total attendance, we calculated the
approximate percentage of each respondel
Odiet of danceO accounted for by the
organizationOs programs. The chart at lefi
illustrates the percent of total dance
attendance accounted for by the
organizationOs programs. On average, the
organizations in this analysis account for 5.
of the Odance dietO of respondents.

Some interesting patterns are evident. For
example, note that the rural ﬁresenters .
account for nearly 100% of their buyersO C
of dance.O A cohort of regional ballet
companies account for between 70% and
80% of their buyersO total Odiet of dance.(
This contrasts sharply with the three small
contemﬁorary dance companies at the low
end of the scale, who provide a much smal

proportion of their buyersO Odiet of dance.

b The presenters and producers who supply the lionOs
share of dance programs for their communities take
on an added responsibility, like it or not, in that
they are sole stewards of the art form, at least with
respect to professional dance presentations.



Desired Level of Future Attendance

_ ¥ Roughly two-thirds of all
"In the future, would you like to attend fewer, the respondents desire to attend

same, or more dance performances than you did more dance than they do now
in the last 12 months?" by Dancer Status (i-e., either OmoreO or Oa lot
moreO) While many obstacles
100% p— may lie between them and their
90% ! ! ! aspirations, this is nevertheless
28% heartening.

80% - 37% | P N . . Z

% ¥ OActive or serious dancersO are
70% - - - B Fewer twice as likely as other buyers to
60% | ! i BThe Same aspire to attend dance
performances Oa lot moreO often
50% - - - DMore (17% vs. 8%).

4% - _
40% >4 s s s B A Lot More P This re-confirms one of the central

550% tenants of arts participation research b
30% s s 53% | that supply and demand are symbiotic.
In other words, the more people

20% i i i experience an art form, the more they

want to attend. While there are many
exceptions, the general rule holds
10% 1 - true. In other words, exposure to an
- [ 6% | art form can build demand, under the

I’Ight clrcumstances.

0%
Active or Serious Social Not Dancers (43%)
Dancers (19%) Dancers (38%)
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Relationship between Current Frequency
and Aspirations for Future Attendance

Percent Who'd Like to Attend "More," by ¥ Further analysis of the aspirational
Frequency of Current Attendance data reveals a significant relationship
between frequency of attendance and
50% a desire to attend more often.
45% B% Who'd Like to Attend "More" i ¥ Among the respondents who reported
no dance attendance in the past year,
40% /@’/41% [ 27% indicated an interest in attending
35% ! - Omore.O This compares to 33% of
/%/ 34% those who attended once or twice in
% ' ' | ' the past year, and 42% of those who
25% 27% | i i - ! attended six to nine times.
b This is generally consistent with findings from
20% - - - - - other studies which suggests a symbiotic
relationship between supply and demand.
15% - - i 0 | The more art that people consume, the more
they want to consume.
10% - - i 0 | b This argues strongly for cross-marketing
efforts between dance presenters in the same
5% i i i i L marketplace; the more people go, the more
they want to go.

0%
Zero Times 1 or 2 Times 3to 5 Times 6to 9 Times 10+ Times

Frequency of Attendance at All Dance Performances, Past 12 Months
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Demographics and Social
Context
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Demographic Snapshot

. | Producer: : : :
RESPONDENT DEMOGRAPHI Total Producer: Modern Non-Univ. | University
BY ORG. TYPE Sample Ballet /Contemp Presenters | Presenters
: (n=7454) (n=1791) _ " | (n=3617) | (n=1374)
(n=672)

Gender

Female 73% 77% 69% 72% 73%

Male 27% 23% 31% 28% 27%
Age

Under 35 18% 18% 21% 18% 19%

35-44 15% 20% 18% 15% 10%

45-54 21% 23% 23% 20% 20%

55-64 26% 23% 26% 27% 28%

65+ 19% 16% 12% 20% 25%

Average Age 51 49 49 51 53
Household Status

Married or Partnered 62% 69% 57% 62% 64%

Never Married or Partnered 20% 15% 26% 22% 22%

Previously Married or Partnered 15% 16% 17% 16% 14%
Presence of Children Under 18 in the HH

Yes 21% 35% 16% 17% 17%

No 79% 65% 84% 83% 83%
Occupational Status

Working full-time 55% 57% 59% 56% 49%

Working part-time 18% 16% 20% 19% 15%

In school full or part-time 7% 5% 7% 7% 12%

Not working 4% 5% 5% 4% 3%

Full-time family caregiver 4% 7% 2% 2% 2%

Retired 18% 15% 12% 18% 24%

18 Dance/USAOs Engaging Dance Audiences D National Survey of Dance Audiences

The sample carries a strong female
skew (73% female). This compares
to a 55% male skew in a recent
multi-site study of jazz audiences.

The average age of presenting
program ticket buyers is slightly
older than the average age of ballet
and modern dance company buyers
(52 vs. 49, respectively).

As might be expected, ticket buyers
surveyed through ballet companies
were significantly more likely than
the other buyer groups to report
children under age 18 in the
household (35% vs. 17%),
undoubtedly a reflection of the
family appeal of ballet.

In contrast to ballet buyers, buyers
surveyed through contemporary/
modern companies are more likely
to be single/never married (26% vs.
15%), suggesting more emphasis 0
the social aspect of attendance, ant
more reliance on friendship groups
to stimulate attendance.



Social Contexts Surrounding Dance
Attendance

¥ To gain a sense of the social
construction of dance attendance,
respondents were asked, OWith whom

do you usually attend dance

Social Context By Marital Status

performances?0O Multiple responses

3% AiAlone were allowed.
6% =0 BCo-workers ¥ As can be observed in the chart at left,
e | the social context of attendance varies
BVisitors dramatically based on relationship status
— | ¥ Friendship relationships dominate the
AFriends social context of buyers who are single
76% | 0% | Bother fam or previously married, as one might
er family
expect.
b What incentives can be created for attendance
OMy parents in friendship groups?
o | 2% | — ¥ Itis quite provocative to think about the
arandchildron finding that 43% of single buyers attend

19%

Married or Partnered Never Married or Previously Married or
(64%) Partnered (20%) Partnered (16%)

@My spouse or partner

alone &at least sometimes), while only
13% ot married buyers attend alone.

D How do the needs of people who attend in a
Oﬁarty of oneO differ from the needs of people
who attend in parties of two or more? Would
dance groups ever promote and encourage
people to come on their own?

19 Dance/USAOs Engaging Dance Audiences D National Survey of Dance Audiences
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¥ Further investigation of the eight

social contexts suggests
significant age difference for
several items:

Dance buyers who attend with
their parents are 15 years
younger, on average, than those
who say they typically attend with
their children or grandchildren
(38 vs. 53, respectively).

Those who attend with co-
workers are approximately seven
years younger than those who do
not (44 vs. 51, respectively).

b Audience development schemes with
incentives to Obring your parentsO or
Obring your co-workersO will naturally
attract younger buyers.



Level of Involvement In
Various Dance Activities
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How often do you do the following
activities?

¥ Ten activities were tested:

Db Choreograph dances, or make up your own dance
steps

D Take dance lessons or classes

b Dance on stage in front of audiences

D Dance socially at clubs or parties

DPlay dance video games (e.g. Dance Dance
Revolution)

BWatch DVDs or videotapes of dance performances
at home

BWatch dance programs or dance competitions on
television

BWatch dance programs or dance videos on the
Internet

D Attend live dance performances as an observer

D Attend live dance performances at which
audience members themselves actually dance or
move around

¥ For each activity, five answers were available, which

amalgamate frequency and interest:

D Never done it, and not interested

D Never done it, but would like to try

b Used to, but don't any longer

b Do it occasionally

b Do it regularly
As may be seen in the chart on the following page,
respondents reported a wide range of involvement levels
in the various activities. While 39% of all respondents say
that they OregularlyO attend live dance performances as a
observer,O 52% say that they do so Ooccasionally.O The
definitions of these terms were left open to the
respondents. To cross-check the efficacy of this question,
self-reported frequency figures were cross-checked with
the item Oattending live dance performances as an
observer.O In fact, respondents who answered that they
do this activity OoccasionallyO reported an average
frequency of 3.2 dance attendances in the past year, while
respondents who answered that they do this activity
OregularlyO reported an average frequency of 7.2 dance
attendances in the past year.
Note especially the larger percentages of respondents
who reported past involvement in Otaking dance lessons
or classesO (33%), Qdancing socially at clubs or
partiesO (23%) and Odancing on stage in front of
audiencesO (21%).

22 Dance/USAQs Engaging Dance Audiences B National Survey of Dance Audiences



Level of Involvement in Dance Activities (Total Sample)
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Unfulfilled Interest

100% 1

Level of Involvement in "Attending live dance
performances at which audience members themselves
actually dance or move around,” by Dancer Status

90%

80%

70%

60%

50%

40%

30%

20%

- 8%
17% 6%
B Do it regularly
34% 6% oot
ODo it occasionally
” 33% OUsed to, but don't
° any longer
ONever done it, but
would like to try
31% .
63% ONever done it, and
not interested
43%
21%

10%

0%

Active or Serious  Social Dancers (38%) Not Dancers (43%)
Dancers (19%)
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¥ The chart on the preceding page also

provides clues as to_which activities
respondents havenOt done, but would like to
try B which might be considered as an
indicator of unfulfilled interest, if not latent
demand.

By a wide margin, the highest level of
unfulfilled interest was reported for
Oattending live dance performances at whicl
audience members themselves actually danc
or move aroundO (28% of all respondents).

b The chart at left makes the point that dancers
within the audience feither Oactive or serious )
dancersO or Osocial dancersO) are most interested in
audience experiences that involve movement, as
one might expect. What is even more interesting,
is that 40% of Oactive or serious dancersO are
already doing this at least occasionally.

D What does it mean to dance artists and dance
presenters that roughly half of all dance buyers are
interested in a kinetic experience?

Secondly, respondents reported a healthy
amount of unfulfilled interest in Otaking
dance lessons or classesO and in Oplaying
dance video games (e.g., Dance Dance
Revolution)O (17% and 16%, respectively).

P Note that these are all OactiveO forms of
participation.



Level of Involvement in OWatching dance
programs or dance competitions on televisionO

Level of Involvement in "Watching dance programs or
dance competitions on television," by Dancer Status

100% 1

90% 1

80%1 @ Do it regularly

70%

ODo it occasionally
41%

60%

49% OUsed to, but don't
43%
50% any longer

ONever done it, but

40%

6% would like to try
30% N 5% 7% ONever done it, and
6% = not interested
20% 7% -
28%
10% 17% 20%

0% T T
Active or Serious  Social Dancers (38%) Not Dancers (43%)
Dancers (19%)
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¥ Who is watching the dance

competitions on TV? About two
thirds of all ticket buyers watch these
programs at least occasionally,
especially those who are Oactive or
serious dancers.O

Results are consistent across
organization types (presenters and
producers), and there is no pattern
with respect to age (i.e., the average
age of respondents who OregularlyC
watch the dance programs on TV is
only slightly lower than the average
age of those who have never done i
and are not interested (50 vs. 52,
respectively).

b To a large extent, the reality dance
competitions on television have permeated
the audience for professional dance. Is this
a boon to audience development for dance,
or an unrelated diversion? What can dance
presenters do to tap into this large vein of
interest?



Motivations for Attending
Live Dance
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Motivations for Attending Live Dance

¥ To explore respondentsO motivations for attending live dance, they were a
to pick the three reasons, from a list of 12, that best represent why they att

¥ The question was worded as follows: OFrom the list that follows, please
choose the three most important reasons why you attend [our] dance
performances.O

b To relax and unwind

P To discover new choreographers and companies that youOve never seen before
D To see great works by the masters

P To spend quality time with family or friends

D To expose others to the arts

D To have an intense emotional experience

D To be inspired or uplifted

P To engage intellectually with the dance or choreography
D To celebrate or observe your cultural heritage

D To learn about cultures other than your own

D To become a better appreciator of dance

D To energize your own creativity
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Importance of Reasons for Attending [the
organizationOs] live dance

I"#$$Y6&' ()%6*+, H)-.)%/$-('.(%0"1%/$(,. 2$.)%34$.2(%
5-.6$%7$#8'H#+-.65(%9+:;<,;$%#3(,".($(%-;;'=$2>%

To be inspired or uplift ] 57%

To see great works by the masiEES ] 40%
To discover new choreographers and companies th_ 57
never seen before

To become a better appreciator of JENEEEI 29%

To spend quality time with family or fi S 27%
To relax and unwir S 2%
To energize your own creatiii R 22%
To engage intellectua I 21%
To have an intense emotional exper— 20%
To expose others to the JiSENN 15%

To learn about cultures other than yo [ 14%

To celebrate or observe your cultural hillgile 5%
0% 10% 20% 30% 40% 50%

% of Total Sample

60%
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Drograms

¥ OQOverall, results point to

emotional and spiritual
benefits (Oto be inspired or
upliftedO) as the most salient
outcomes of dance attendance
(57%), followed by a desire to
Osee great works by the
mastersO (40%) and Oto
discover new choreographers
and companiesO (37%). All
other reasons are tertiary.

However, interesting
motivational variations were
observed in regards to
organization type, and by
specific organization (see next
two pages).



Importance of Reasons for Attending, by

Organization Type

Three Most Important Reasons Respondent Attends Dance
Performances, by Organization Type

1 L L L
|

To be inspired or uplifted

o see greatworks by the masters w'—
|

]
To discover new choreographers and companies *
| ]
To become a better appreciator of dance m
| ]

To spend quality time with family or friends

To relaxand unwind *
I ]
To energize your own creativity w
I 1
| ]

To engage intellectually

To have an intense emotional experience

To expose others to the arts

To learn about cultures other than your own

To celebrate or observe your cultural heritage

BUniv. Presenter

OPresenter-Non Univ.

BProducer-Modern /Contemp

BProducer-Ballet

0% 10% 20% 30%

40%

50%

Percent Citing this Reason (Three Choices Allowed)

60%

70%

¥ The chart on this page
contrasts motivations
across the four types of
organizations covered i
the study. Notable

variations include:

b Higher levels of aesthetic
growth motivations
amongst non-university
presenters and
contemporary/modern
buyers (i.e., Oto discover
new choreographers and
companiesO)

b Higher importance
attached to social
fulfillment amongst ballet
buyers (i.e., Oto spend
quality time with family or
friends), who are much
more likely to attend with
children

b Higher desire for
intellectual/emotional
impacts amongst
contemporary/modern
buyers

b Higher interest in learning
about other cultures
amongst university
presenters, perhaps
related to the
programming profiles of
these presenters, many of
whom present world music
and dance artists



Motivational Profile: Two
Organizations Compared

Three Most Important Reasons Why Respondent Attends
Dance Performances, Two Organizations Compared

To be inspired or uplifted

To discover new choreographers and 19%
companies

0,
To see great works by the masters 5%

To become a better appreciator of dance 20

To relax and unwind Ziti

To spend quality time with family or friends 41%,]

To engage intellectually 10%

0,
To energize your own creativity 17%

. . : 21%
To have an intense emotional experience -

|

58%

k|

27% |
T

T

|

To expose others to the arts

OBallet Company

BDance Festival

T

0

R

Percent Citing This Reason for Attending

T

10% 20% 30% 40% 50% 60%
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¥ Results for two specific

organizations are reported side-b
side in the chart at left, a dance
festival and a ballet company.

Note how the ballet companyOs
buyers are more likely to attend fc
social, family and nurturing reaso
(i.e., 41% Oto spend %uality time
with family or friends.O)

Conversely, note how the dance
festivalOs buyers are far more lik
than the balletOs buyers to attenc
Oto discover new choreographers
and companiesO (60%).

The overall conclusion here is the
motivations for attending are, in
part, a reflection of the
programming offered by the
presenter or company. In other
words, the audience Is a reflectior
of whatOs on stage.

D More than anything, this points to the
critical role that artists and curators
play in the audience development
system; their programming choices
shape the organizationOs constituency.



Natural Groupings of Motivations

Rotated Component Matrix(a)

Exploratory Factor Analysis of 11 Component
; ; ; ; Social
MOtIVé.';ltIO.nS for Attendmg Live Da_nce Stimulate Nurturin Repertoire- [Emotional / | Bridging
(Principal Components Analysis) the Mind 9 Driven Spiritual and
Bonding
To engage intellectually with the dance or
0.67
choreography
To energize your own creativity 0.64
To expose others to the arts 0.82
To spend quality time with family or friends 0.56 -0.42

To be inspired or uplifted

To see great works by the masters 0.45

To dllscover new choreographers and companies that -0.48 0.38 -0.39
you've never seen before

To relax and unwind -0.73

0.69

To have an intense emotional experience

To celebrate or observe your cultural heritage

0.66

0.74

To learn about cultures other than your own

0.73
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¥ The 12 motivations were
further tested to see if patural
groupings or OfactorsO could

be discerned.

P One item was dropped, OTo
become a better appreciator of
dance,O because it did not
positively associate with any
factor.

b Negative factor loadings in the
table at left indicate negative
associations with the factor; for
example, Oto relax and unwindO is
negatively associated with the
Orepertoire-drivenO factor.

¥ Five factors emerged as
having intuitive value, as
illustrated in the table at left:

1) Stimulate the Mind (intellectual/
creative stimulation)

2) Nurturing (social/family
fulfillment)

3) Repertoire-Driven motivations
(either to see Ogreat worksO or
new artists/new work;

4) Emotional/Spiritual motivations

5) Social Bridging and Bonding
motivatjons (i.e., to grow closer
to oneOs own culture, or to learn
about cultures other than your
own)



Approximate
Prevalence of
Motivational
Factors

REPERTOIRE-
DRIVEN
(57%)

See Great Works

Inspiration

Discover New Art

eel Emotiona \

“ensty . EMOTIONAL-
SPIRITUAL

| (48%)

¥ The Venn Diagram on this page roughly
illustrates the overlap between and amor
motivational factors, as well as the overa
revalence (size of membership) of each

actor.
¥ Most respondents are associated with tw
or three of the five factors.
D Only 19% of respondents associate with only one
of the factors, illustrating the complexity of
motivations.

¥ OActive or Serious DancersO are
significantly more likely to be associated
with the OStimulate the Mind,O and

Get Creative Energy

STIMULATE
THE MIND
(41%)

drow Closer to
F/émily & Friends

NURTURING
(34%)

Provoke Thought

\
Make Cultural

Connections Enrich Children
il ORepertoire-DrivenO factors.
SOCIAL b H(?W can the dance pr“e?entefrshbecome more
t at t
BRIDGING & e il fue of hese
BONDING

(20%)
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Current and Desired Levels of

Involvement in Audience
Engagement Programs and

Activities
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Methodological Approach to
Investigating Engagement Activities

Four categories of engagement activities were investigated:
b Pre-performance activities

b Activities that take place at or during performances

b Post-performance activities

D Engagement activities that are not tied to specific performances
First, respondents were asked OHow often do you do the following activitieseO

b Response choices were: 1) never or not offered; 2) occasionally; 3) regularly; 4) always
Next, they were given the same list of activities once again, and asked OHow often would you like tt
the same activities, if they were offered or available on a regular basis?O

b Response choices were the same: 1) never or not offered; 2) occasionally; 3) regularly; 4) always
Results are reported over the following pages. For each category of activities, results are first repor
the current level of involvement. Next, results are reported for the desired (or OasplratlonaIO) level
involvement. Finally, a Onet latency analyS|sO IS presented, which involves subtracting one score fi
other, in order to identify the activities that respondents most desire to do more often.

b For example, if a respondent indicated that s/he OoccasionallyO does a certain activity now, but would do the activity OregularlyO if
it were offered or available on a regular basis, the latency score would be +1, because they aspire to increase their involvement
level by one increment on the scale provided. Similarly, if a respondent indicated that s/he OalwaysO does an activity now, and
wr?uld c)ontlnue to do the activity OalwaysO if it were offered or available on a regular basis, the latency score would be 0 (no
change

The graphs that appear over the following pages are complex and need as much space as possible
Therefore, comments are provided at the end of each section, rather than on each page.
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Pre-Performance Engagement - Current Activity

ﬁﬁiii

~

N X
> o
X
©
<

I
%vT %y

©
o
(O]
=
- o
= o
> & £
o 8 3 2
© -] (] Qo
2 g 8 3
< ¢ O Z
O ®B O O
\o_ﬁ I — _me R S— laouep Jo Jaydeisboaloyd
Eo _ > m:EnT B WwoJj sdals aouep maj e uiea’
A A k. A A A A A A
wvz | %2. [esreayal e yoren
e_ﬁ I — o\w_m L Bo|q e 10 “Uenim] ‘aoedsSAN
T - ;naao_n_omn_ eIA [uoneziueblQ] ayl yum 1oeiaiu|
A A A A A A A A ._O\S \__m
%LE _ %ES g 1ou}

oge Bunjel (s)isnie ay) Jo MaIAIBIUI 0BPIA B YITepn

%9€ _ O_\Omm _EE_coi ayl 1noge Yje1 aouewlopuad-aid € puany

— wrelboid Buiwoodn ue 1noge
\oﬁmé _3\_,9_3 ansiJe Jo Jaydeisboaioyd ay) 01 ualsi

Il
%9€ _ o

L slaquiaw asualpne
o 3__ wrelboud 10 SiSie 8yl 1noge SjUsWwWod peay

| Buiwiopad aq |m Auedwod

A
#8e _ %Sh g wouL ayl 1rey: sadald Jo s1diaaxa 0spIA Yyorepn

- — saoald 10 Auedwod ‘Jaydeiboaloyo
4did |6 S:_Qm. uolnewJoul Jaylo 1oj gam ay) yoreas

e R

| o_ o110
d _mﬁi [euoissajold e Ag mainal 10 malnaid e peay

L rib0.d 10 Auedwod ayl yum Jeljiwe)
%Y [ 8%m sio
} Y10 yum asuewliopad ayl inoge yeL

o weiboud 1o sisiue ay) 1noge
dodfBhulojur 1oy ausqam [s,uoneziueBio] aup ISIA

100%

1 1

%61 :&un reung alo0jaq salou welboid peay
N
o O O O O O O O O o
D 0O M~ © IO < M N -

a|dwes [e10L JO %

35 Dance/USAQs Engaging Dance Audiences B National Survey of Dance Audiences



%1c

©
o
Q
- ©
. FE
0 g G °
£ S & B
S % 8 3
< @ O =z
O ®B 0O O
N S S S S S S— Jaouep Jo Jaydelboaloyd
ﬂ' iz | 955 |
- Bunisin e woJ) sdals aouep maj e ulea
G
— i ] ] ] ]
W ﬁ %ty %0z [E5123U31 © UOreM
(&)
< ﬁ h\qm R S E— o\mw — B0o|q e 10 ‘Janim] ‘aoedSAN
w > _ > _z_::a.meu_ eIA [uoneziueblQ] ayl yim 1oeaiu|
| -
— S S S S — loMm 113y 1noge
S o 10 12
b %] i _ %@3: (Ss)1SIJe 8} JO MaIAISIUI 0BPIA B UIJeM
)]
i i i i i
h. ﬁ %y wr1Bo.d aus Inoge e} souew.opad-a1d e pusny
(-
) N R —— wrelaboud Buiwooadn ue 1noge
m ﬁ i JEE_U ansiye Jo JaydelBoaioyd ay) 03 ualsiT
@ N S S S S — slaquiaw adualpne Iaylo
% 8 Yoz _ &@.m:_u_foa JO SISIHe 3y} INoge SUBWIWOI peay
(-
L I T — L Buiwiopad aq |m Auedwod
O Ed il 1045 N ay} reys saaid Jo S1d1a9Xa 09PIA YoTepn
&)
c I Ll lagn) sa2ald 1o Auedwos ‘1aydeiboaloys
m | %ET | hnid _n_mmuﬁ: Je uolewolul Jaylo o) qam ay) yareas
= I — JNLID 10
O [ | )
= K %9 o ifTeuoissajoid e Aq maInal 10 mainaid e peay
)
ol I ——— ribo.d 10 Auedwod ay) yum Jeljiwe)
& | %1 sock v__u\owf 1910 yum aourwiopad ay) Inoge el
| -
al = wesboud 10 sisiue ayl Inoge

0Jul Jo} ausgam [s,uoneziuebiQ] ayl USIA

i
_ %ES [3tet{Urenind ai04aq sajou weiboid peay

100%
90%
80%
70%

O_QEMW |e1o] Jo 9%

36 Dance/USAOs Engaging Dance Audiences B National Survey of Dance Audiences



Average Latency Scores for
Pre-Performance Engagement Activities
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Observations on Pre-Performance
Engagement Activities

Reading program notes is still the dominant mode of pre-performance engagement (85% do this Oc
OregularlyO), although one wonders how much of the program is actually read prior to curtain vs. dt
after the program.

Secondarily, respondents prepare by visiting the organizationOs web site (41%), reading a preview
a professional writer or critic (39%), and talking about the performance with others who are familiar
company or program (35%).

b How can dance consumers be provided with high quality criticism to read, given the near absence of dance journalism in many markets?

D How can dance presenters create places for conversation amongst patrons who might not know each other, but who share a love for the
art?

One the whole, many respondents aspire to engage in more pre-performance activities than they dc

The largest latency was observed for Owatch a rehearsal,O by a wide margin. This holds true for b.
presenters and producers. One can only conclude that dance patrons are curious about how dance

and have a real desire to see Obehind the curtain,O much as they might watch the directorOs cut o

D How can this interest be accommodated? Should more artists allow rehearsals to be videotaped and made available on the web? Should
touring artists allow presenters to invite patrons to open rehearsals more frequently? How would this change the nature of touring (i.e.,
fees, scgeollullng)’P What if dancers donOt want their work in the studio exposed? This finding opens up a number of issues that require
serious dialogue

Other activities with the highest latency scores include: 1) learning a few dance steps from a visiting
choreographer or dancer (here, interest is much higher for dancers vs. non-dancers, as might be ex
attend a pre-performance talk about the program; 3) watch a video of the artist(s) talk about their wc
listen to the choreographer or artistic director talk about an upcoming program; and 5) watch video ¢
of pieces that the artist or company will be performing.

In general, the dance buyers who responded to the survey want more pre-performance engagemen
than they want post-performance activities, or during-performance activities.

B For more information about how preparatory activities can increase an individualOs OReadiness to ReceiveO the art, and magnify impact,
see WolfBrownOs 2007 report,Assessing the Intrinsic Impacts of a Live Performance , available for free download at
www.wolfbrown.com/mup .
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Average Latency Score

Average Latency Scores for "At/During” Engagement

Activities

1.2 |

@ Active or Serious Dancers
1.0 @Social Dancers

ANot a Dancer
0.8
0.6 . .

? ¢ ’
0.4 < :
O o)

02 A A 8
0.0

View kiosk videos of Hear short Play an interactive Take pictures or  Listen to a live audio Get real-time
works by the company introductions of each  role duringthe  videos with your cell  description of the commentary about the
oranotherone  work from the stage  performance of the phone camera during performance ona  performance on your
work (e.g., move  performances, when  wireless headset  cell phone or wireless

around or join the allowed device, either via text
performers in some messages, Twitter or
way) a Mobile App.
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Observations on At/During-
Performance Engagement Activities

¥ While 15% of dance buyers say that they either OregularlyO or OalwaysO hear short introductions c
work from the stage, 42% said they would like to hear such introductions either OregularlyO or Oalw
they were offered on a more regular basis. Over eight in ten dance buyers want to hear spoken
introductions at least occasionally. Note that patrons who are not dancers are more likely than thos
are dancers to want to hear spoken introductions, which seems intuitive.

B Research conducted by the National Endowment for the Arts (SPPA 2008) points to a dramatic decline in arts education over the past
25 years. If todayOs audiences have less background information and less experience with the arts, on average, than audiences had
25 years ago, it is not surprising that they would be demanding more and more interpretive assistance.

B How does this square with practice in the field? Are more and more dance presenters offering interpretive assistance? Certainly a
great deal more information is now available online, but are dance patrons accessing this information? How do artists feel about this?

b This may be a simple opportunity for dance organizations to add value to the audience experience by providing brief introductions on
a more regular basis, particularly at performances involving artists or works of art that are likely to require more explanation or raise
questions in the minds of audience members.

¥ Dance buyers are also interested in learning about the featured artist or other dance artists by viewi
videos.

P This raises a more general question, which is, OHow can audiences be exposed to a broader range of artistic voices while they are at
performances?O The guest artist program being piloted by the Cowles Center in Minneapolis is another strategy for introducing
audiences to more artists (i.e., a different company from the community makes a short guest appearance at the top of the program).

¥ A segment of the buyer base (OActive or Serious DancersO D about 20% of the sample) is intereste
more opportunities to Oplay an interactive role during the performance of the work (e.g., move arou
join the performers in some way)O
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% of Analysis Group

Preferred Method of Post-Processing (by Dancer
Status and Organization Type)

Preferred Approach to Post-
Performance Processing

BReflect privately

=V

OCasual conversation

o4

EDiscuss in detail with others |
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15%j

17%

19%

B

23%

269

23%

219

30%

49%

499

49%

45%)

49%

47%)

35%

41%

1294

16%)

14%

=
a
N

12%)

15%

13%|

Active or
Serious
Dancers

Social Dancers .

Not a Dancer

Producer -
Ballet

Producer -
Modern/
Contemp

Presenter -
Non Univ.

univ.
Presenter

l

Total Sample .

To gain a general sense of how danct
buyers prefer to OprocessO their live
dance experiences, respondents were
asked if they prefer to Oreflect
privatelyO or Odiscuss in detail with
othersO on a scale from 1 to 5, with
Ocasual conversationO at the
midpoint of the scale.

On average, nearly half of
respondents prefer the middle-of-
the-road approach, which in this case
is defined as Ocasual conversation.O

Relatively few respondents reported
being at either end of the scale,
suggesting they prefer some blend of
the two extremes.

Buyers drawn from lists of
contemporary dance companies were
somewhat more likely than other
categories of buyers to report a
preference for vigorous discussion.

OActive or Serious DancersO were
significantly more likely than QSocial
DancersO or ONon-DancersO to wan
to discuss the program in detalil
afterwards.



Observations on Post-Performance
Engagement Activities

¥ By far, the dominant way that dance buyers reflect upon and make meaning after a live dance perfo
Is by discussing the performance with friends or family members on the way home.

b Since almost 80% of all buyers reported that they already do this activity OregularlyO or Oalways,O the latency score is very low. This
should not be taken to mean that the activity is not important, or that it doesnOt require further thought.

¥ While dance presenters tend to focus on in-venue activities such as post-performance discussions,
have considered how to stimulate discussion outside of their venues B which is where the conversa
already happening, according to the survey results.

B Could this be as simple as handing out a list of questions that audience members can ask each other on the way home, or routinely
printing such a list of questions in the program book?

D What other tactics would engaging audience members in self-guided conversation about the program afterwards?

¥ About four in ten dance buyers say that they OregularlyO or OalwaysO process their live dance per
by reading reviews by a professional critic. These figures vary substantially by organization and are
a low of around 25% for presenters in rural areas to a high of over 60% for presenters in New York ¢

D Here again we see the importance of criticism to meaning-making. How can dance presenters provide audiences with high quality
criticism after performances, if reading criticism is so central to the experience of so many of them?

¥ The latency analysis suggests that dance buyers want more post-performance discussion opportuni
both with and without the involvement of artists.

b A great deal of experimentation and testing is underway now with respect to different approaches to post-performance discussion
(e.g., the Walker Art CenterOs OSpeakeasyO format, Yerba Buena Center for the ArtsO ODownloadO format). Hopefully, the field will
soon have a guidebook or similar resource with best practices for engaging audiences after performances.

¥ Regression analysis confirms a statistically significant relationship between age and each of the tec
based forms of engagement (i.e., as age goes up, the net latency score goes down).
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Summary: High Potential Engagement
Activities

¥Open rehearsals

¥Participatory dance opportunities (educational,
contextual, social)

¥Pre-performance insight from the artist (video or live)
¥Spoken introductions at performances

¥Informal discussion on the way home

¥Mediated discussion, live or via the web

47 Dance/USAQOs Engaging Dance Audiences P National Survey of Dance Audiences



# of Respondents

Engaging the OBig MiddleO

Aggregated Engagement Scores for Current
Invovlement

300

e@=Current Involvement
(Aggregated Scores)

5 9 13 17 |21 25 29 33 37 41 45 49 53 57 61 65 69

=50
Sum of Scores for All Current Engagement Activities (mean=22)
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¥ To look at the very big picture,
scores for current engagement
levels were summed across all
three categorles (ﬁre-, at/during,
and post-). The chart at left plots
the overall distribution of
engagement scores for over 6,00
respondents. The result closely
resembles a bell curve, which
suggests a OnormalO distribution

¥ In other words, most respondents
fall in the Obig middleO of the
distribution B they like to do some
engagement activities, but not a
huge number, or a very small
number.

D How can dance presenters meet the
needs of the Obig middleO B people who
want to be a little engaged, but who
may not come early for a lecture, or
stay late for a discussion?



Tech-Based Engagement
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¥ To facilitate further analysis,

engagement activities were grouped
into two categories, those that are
technology based, and those that are
not. To allow for comparison, the
aggregated scores for these variables
(using the desired level of
involvement, not the current level of
involvement), were indexed to 100.
The chart at left illustrates the averag
desired engagement level by age. Thi
blue line represents technology-basec
activities, while the orange line
represents all other engagement
activities.

Interest in doing technology-based
engagement activities is significantly
related to age, as might be expected
(the blue line). Desired engagement
levels for the younger buyers in the
sample is approximately twice that of
the older buyers in the sample.

Even for engagement activities that
are not dependent on technology (the
orange line), younger buyers are
somewhat more interested than older
buyers.

b En%agem_ent activities involving )
technologies are clearly an investment in
developing younger audiences.



Natural Groupings of
< " > Engagement Activities

(Factor Analysis)
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Approximate

Prevalence of

Engagement
Factors

WATCHING AND
TALKING
(46%)

euss on the way home

Acquire Info.
Online

Read Previews
& Reviews

Pre- and Post-Talks

DEEP WariREEe ¥ A factor analysis was conducted on a total

30 different engagement activities in order

CONTEXT & identify underlying dimensions or Ofactors.
\ This analysis is based on frequency of

INSIGHT current activity (not desired future activity).

The Venn Diagram on this page describes
the five factors and roughly illustrates their
prevalence and the overlap between and
among them.

b Critical Assessment (48%): filtering information
through trusted critics and writers

b Watching and Talking (46%): gathering
information and talking about the experience
informally

(44%)

Watch Rehearsals

Spoken
S Introductions

LIVE

Post to Facebook,
e Twitter
React in a

b Deep Context & Insight (44%): seeking insight
Blog through talks, lectures, discussions, rehearsals
DIGITAL INTERPRETATION D Live Interpretation (35%): real-time commentary

and interpretive assistance at performances (e.g.,
spoken introductions)

b Digital Interactives (33%): express an opinion in an
online forum, post to Facebook

¥ How can the dance field develop
engagement strategies for all five of these
dimensions?

INTERACTIVES (35%)

(33%)

51 Dance/USAOs Engaging Dance Audiences B National Survey of Dance Audiences



Interest in Engagement

Activities Not Associated
with a Specific Program or

Artist
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Interest in Other Forms of Engagement

Interest in Engagement Activities Not Associated with a
Performance (total sample)

24%|

28%|-

26%|

| ONo interest OLow interest

BModerate interest

B High interest |

30%]-

25%)|
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24%

18%
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2494 23%| 20%f
37% 37%[ 39%-

40%|-

43%]-
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17%|

19%}

5206|

11%|

16%|

68%|

Attend social events with professional
dancers and dance companies

53

Follow the creative process of a
choreographer/dance company online
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Attend a dance appreciation course at
a local college or university

Vote online for which artists or works
might be performed

Learn dance moves associated with

different styles of dance

Attend a one-day "Dance 101"
workshop or seminar

Watch or listen to video podcasts
about dance

Attend master classes given by
visiting dance artists

Participate in the creation of a new

work

phone

Receive information about upcoming
dance performances on your cell

¥ Respondents were asked to

indicate their level of interest
in ten different engagement
activities that are not tied to
specific dance presentations

On average, 43% of all buye
indicated Ohigh interestO in :
least one of these activities.

In general, none of these
activities stand out in terms @
interest levels. Rather, a
moderate amount of interest
was expressed in all of them.

For example, 43% of all
respondents expressed
OmoderateO or OhighO inter
in attending social events wit
professional dancers, while
16% expressed OmoderateC
OhighO interest in receiving
information about upcoming
performances on a cell phont

D Any activity that garners moderate
or high interest amongst 40% or
more of all dance buyers is
probably worth an investment of
R&D.



Interest in Other Forms of Engagement

Activities, by Dancer Status
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"High" or "Moderate" Interest in Engagement Activities,
by Dancer Status

| B Active or Serious Dancers B Social Dancers BNot a Dancer I
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styles of dance

performed
Participate in the creation of a new work
and dance companies

Attend a one-day "Dance 101" workshop or
seminar
Attend master classes given by visiting dance
artists
Learn dance moves associated with different o
Vote online for which artists or works might be
Attend social events with professional dancers

Watch or listen to video podcasts about dance

Receive information about upcoming dance

performances on your cell phone

54 Dance/USAOs Engaging Dance Audiences B National Survey of Dance Audiences

¥ Respondents who are

Oactive or serious
dancersO are far mor
likely to express
interest in the
movement-oriented
engagement activities
and in all activities,
generally.

Look carefully to see
which activities level
the playing field with
respect to dancers vs.
non-dancers (i.e.,
dance appreciation
courses, participating
in voting schemes).



< " > Attitudes about Engagement
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Attitudes about Seeing Familiar vs.
Unfamiliar Work

% of Analysis Group

¥ To explore attitudes about a

degree, and very few agreed :
all that they prefer seeing
familiar works.

¥ While ballet buyers were

"| prefer to see familiar works that | know | will like rather than seeing number of key issues related
unfamiliar or challenging work." (by Dancer Status and Age Cohort) to dance attendance,
100 1 e — respondents were asked to
W | = T T T agree or disagree with a serie
90% 1 ——7 ] T of eight statements.
80% 1—{299 a ¥ Several of these statements
i - ad o o4 Jered address the appetite for
705 1 B a0 | unfamiliar work (this page anc
next page). The chart at left
60% 1 reports results for the
S0 | WStrongly agree statement about affirming
DAgree existing tastes (i.e., seeing
0% | . DMixed feelings familiar works). Most
. BDisagree respondents disagreed with
30% 1 BStrongly disagree this statement, to some

20% 1

10% 1

0% 1

Active or| Social | Not Under 35| 35-45 | 45-55 | 55-65 | 65+ somewhat less likely than
Serious | Dancers | Dancers contemporary/modern buyers
ancers | (38%) (43%) .
(19%) to disagree, only 15% agreed
Dancer Status Age Cohort (5 Cohorts) at any |eve|.
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Attitudes about Seeing Familiar vs.

Unfamiliar Work

% of Analysis Group

"I prefer to discover dance that is unfamiliar or challenging rather than
see familiar performances"” by Dancer Status and Age Cohort

o l l ._
90% :l I l l l —

80% 11 21%—
23%
o 8% 267 26% 25%
70% 29%
60% 1— L | | ——
50% T | || @Strongly agree
45% 49% || mAgree
40% 1 46% 44% 43% 45Y% -
44% OMixed feelings
43% .
30% T —1| EDisagree
20% A B Strongly disagree

10% 1

0%

Active or | Social Not Under 35| 35-45 45-55 55-65 65+
Serious | Dancers | Dancers
Dancers| (38%) (43%)
(19%)

Dancer Status Age Cohort (5 Cohorts)
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Most respondents have
mixed feelings, or agree
somewhat that Ol prefer to
discover dance thatis
unfamiliar or challengingeO

On average, just 12% of
respondents strongly agreec
with this statement, while
18% disagreed on some
level. As might be
expected, Oactive or serious
dancersO are more likely to
agree with this statement.

Significant differences were
observed between ballet an
contemporary/modern
buyers (25% vs. 45%
agreement, respectively).

In general, this illustrates
the wide range of tastes
within the dance audience,
and suggests an appetite fol
new work amongst a
majority of buyers.



Attitudes about Interactivity During

% of Analysis Group

"Audience members should watch attentively and remain quiet during
performances.” (by Dancer Status and Age Cohort)

100%

90% 1

80% 1

70% 1

60% 1

50% 1

40%

30%

20%1 28%
229 2299 )
219 1694 20% 169
10% T 119%H—
S | =l ==
Active or [ Social Not Under 35 35-45 45-55 55-65 65+

Dancers
(19%)

Serious | Dancers | Dancers

(38%) | (43%)

Dancer Status

Age Cohort (5 Cohorts)

B Strongly agree
BAgree

OMixed feelings
BDisagree

B Strongly disagree
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Dance Performances

¥ Three-quarters of all dance

buyers agree or strongly agree
that Oaudience members should
watch attentively and remain
quiet during performances.O

Respondents who are non-
dancers are most likely to
strongly agree.

An age skew is apparent with
respect to those who equivocate
on this issue, with younger
buyers more likely to have mixed
feelings.



Attitudes about Interactivity During
Dance Performances

% of Analysis Group

"Audience members should be allowed to operate cell phones, cameras
and other devices during performances, so long as they don't make
noise or disrupt the dancers." (By Dancer Status and Age Cohort)

100% 1

90% 1

80% 1

70% T

60% T

B Strongly agree

0/
50% BAgree

40% OMixed feelings

Disagree
30% 1

B Strongly disagree

20% 1

10% 1

0%
Active or [ Social Not Under 35 35-45 45-55 55-65 65+
Serious | Dancers | Dancers
Dancers| (38%) (43%)
(19%)

Dancer Status Age Cohort (5 Cohorts)
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¥ On the flip side of the same
iIssue, very few buyers agree
that audience members shoul
be allowed to take photos anc
videos during dance

erformances, although the

evel of disagreement varies
significantly by age, suggestin
a generational shift.

b It would be interesting to ask this
guestion of young people who are
not already coming to dance
performances.



Attitudes about Live vs. Digital Dance

Experiences

% of Analysis Group

"Dance can only be truly appreciated by experiencing live
performance.” (By Dancer Status and Age Cohort)

100%

90%

80% 1

70% 1

60%

B Strongly agree

50% 1
BAgree

40% 1 9 — | ami ;
o 27% 6% 299 80 279 P 404 Mixed feelings

Disagree

30% 1T —

B Strongly disagree

0% 1

Active or [ Social Not Under 35| 35-45 45-55
Serious | Dancers | Dancers
Dancers | (38%) (43%)
(19%)

65+

Dancer Status Age Cohort (5 Cohorts)
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¥ While half of all respondents
agreed that Odance can only b
appreciated by experiencing
live performance,O the other
half either disagreed or have
mixed feelings.

¥ There is no pattern here with
respect to age.



Attitudes about Viewing Dance on Digital
Devices

% of Analysis Group

100% 1
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"l would enjoy watching more dance performances on my cell phone,
iPod or computer." (by Dancer Status and Age Cohort)

11%

119

239U

Active or
Serious
Dancers

Not a
Dancer

Social
Dancers

Dancer Status

Under 35

35-45 45-55 55-65

Age Cohort (5 Cohorts)

65+

B Strongly agree
BAgree

OMixed feelings
Disagree

B Strongly disagree
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¥ When provided with specific

examples of digital devices
that can be used to view
dance, a clear pattern emerge
with respect to age, with
younger patrons being much
more likely to agree or have
mixed feelings.

A similar patterns is observed
with respect to dancer status.
Recall, however, that Oactive
or serious dancersO are quite
bit younger than their
counterparts.

D About gne in five respondents
report Omixed feelingsO B _
suggesting that maybe theyOve
never viewed dance on a mobile
device or computer, so have not
formed an opinion. Would
exposure to more dance on these
devices change attitudes?
Overall, results suggest it may be a
while before the existing dance
audience warms up to digital
content.



Attitudes about the Creative Process
vS. Live Performance

% of Analysis Group

"As an audience member, sometimes | am more interested in the
creative process (i.e. how the art is made) than | am in the final
performance.” (By Dancer Status and Age Cohort)

100% —. s —— EE E E P P
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(19%)
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¥ Most respondents have mixed
feelings, or disagree, that they
are sometimes more interested
in the creative process than they
are in the final performance.

¥ Again, the large percentages of
respondents who reported
Omixed feelingsO may be saying
that they donOt yet have an
opinion.
b One wonders how these attitudes

might change if more audience

members were invited to open

rehearsals, or were otherwise

provided a window into the creative
process.



Interest in Specific forms of
Technology-Based Engagement

Rating of Interest in Various Technological Forms of Engagement, by ¥ ;I'ec;}c):l)onsdeemg \?vueryeeg’sked to

Dancer Status and Age Cohort indicate their level of interest

Extremely Interested)

Not At All; 5

Avg. Rating of Interest (1

5.0

4.5

4.0

3.5

3.0

25

2.0

15

1.0

o

O Using social networking sites
(e.g. Facebook, MySpace) to
learn about upcoming
performances or follow the
dancers or company

e=GmReceiving information about

upcoming performances on
your cell phone

A=Being able to text your
reactions to, and questions
about, the performance to the
artists

in six specific forms of
technology-based
engagement. The chart at left
reports average interest levels
by dancer status, and by age
(on a scale of 1 to 5).

The highest interest levels
were reported for Owatching
free video recordings of live
performances online,O while
significantly lower interest
ratings were reported for
Osubscribing to a pay-per-view

< e=fy=\\/atching video or podcasts of serviceeEO
dance performances on a cell .
phone, iPod or computer Aga_ln, one sees a clear pattern
of higher interest among
younger buyers, across all six
© o=Watching free video activities, and an especially
recordings of live. strong relationship between
performances online . . -
age and interest in engaging
via social media sites like
u‘*’: i E E % @ i E % % um: i E E % O Subspribing toapay-per-view FacebOOK'
§ ™ < [T} § ™ < [Te} § ™ < [Te} \r/]v_ebsne V\(her_e you can view ¥ Elgures are espeCIa”y hlgh -'for
S 5 5 igh-quality video presenta- .

tions of recent dance from Oactive or serious dancersO in
Active or Serious Dancers Social Dancers Not a Dancer around the world the younger age COhOI’tS.




Interest in Specific forms of
Technology-Based Engagement
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Serious Dancers Dancer
Dancers (n=2729) (n=3109)
(n=1408)
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OUsing social networking sites (e.g.
Facebook, MySpace) to learn about
upcoming performances or follow the
dancers or company

B Receiving information about upcoming
performances on your cell phone

OBeing able to text your reactions to, and
questions about, the performance to the
artists

BWatching video or podcasts of dance
performances on a cell phone, iPod or
computer

OWatching free video recordings of live
performances online

OSubscribing to a pay-per-view website
where you can view high-quality video
presentations of recent dance from
around the world
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¥ The chart on this page
offers a different view
of the same data. Here,
one can see the specific
percentages of
respondents in each
cohort who are either |
Oextremely interestedO
or Overy interestedO in
the activity.



Appendix: Survey Protocol

Available at:
http://www.danceusa.orq/
edaresearch
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