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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, three 
cohorts of respondents were defined: 

Ð  ÒActive or Serious DancersÓ are people who ÒregularlyÓ take dance lessons, perform in front of live audiences or choreograph. They constitute 19% of 
all buyers (avg. age=43). 

Ð  ÒSocial DancersÓ are people who dance socially, either regularly or occasionally, but who are not ÒActive or Serious Dancers.Ó They constitute 38% of 
all buyers (avg. age=50).  

Ð  The average age of respondents who do not fit into either of these two cohorts is 56 (Ò Not DancersÓ). 

¥  ÒActive or serious dancersÓ are, by far, the most engaged audiences; they are most interested in all forms of engagement, 
especially those that involve movement. A quarter of all dance buyers take dance lessons or classes at least occasionally, and 
another 33% used to, earlier in their lives. Another 17% havenÕt, but would like to try. Only a quarter of dance buyers are not 
interested in taking 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 attendance, 
media-based consumption and active participation.   

Ð  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 children or 
grandchildren (38 vs. 53, respectively).  Similarly, those who attend with co-workers are approximately seven years younger 
than those who do not (44 vs. 51, respectively). 

Ð  Audience development schemes with incentives to Òbring your parentsÓ or Òbring your co-workersÓ will naturally attract younger buyers. 

¥  A significant amount of interest was expressed for attending dance performances at which Òaudience members themselves 
actually dance or move around.Ó One in four respondents indicated that they havenÕt done this, but would like to try. This 
underscores other findings suggesting a need for more kinetic involvement opportunities. Bear in mind, however, that many 
audience members are not dancers and are unlikely to respond to activities that involve movement. 

¥  The dominant motivation for attending is spiritual (i.e., Òto be inspired or upliftedÓ).  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 Ògreat worksÓ or new work) 
4)! Emotional/Spiritual motivations 
5)! Social Bridging and Bonding motivations (i.e., to grow closer to oneÕs 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 the Òbig 
middleÓ of the engagement curve Ð they want to engage a little more, 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. Other 
activities with the highest latency scores include:  1) learning a few dance steps from a visiting choreographer or dancer; 2) 
attending a pre-performance talk about the program; 3) watching a video of the artist(s) talk about their work; 4) listening to 
the choreographer or artistic director talk about an upcoming program; and 5) watching video excerpts of pieces that the 
artist or company will be performing. 

Ð  One might infer from this a need for a new, field-wide strategy of Òopening up the creative process.Ó  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 Ð by a wide margin Ð is informal discussion on the way 
home.  In other words, the predominant way that dance buyers Ômake meaningÕ of a dance performance is by talking about it 
with the people they came with, on the way home (i.e., outside of the venue). 

Ð  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 underlying 
dimensions or ÒfactorsÓ:  

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 prioritize 
further research and development. 

¥  A major shift towards technological means of engagement is underway with younger audiences, but is slow in coming.  
Ð  Younger audiences are categorically more interested in all forms of technology-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 ÒEngaging Dance AudiencesÓ (EDA) initiative, a 

grant program focused on research and development of audience engagement practices in the dance field; the 
goal of the study was to assess how dance patrons ÒengageÓ with the art form, and specifically what kinds of 
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 study 
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 email 
addresses; in the end, 26 of Dance/USAÕs 69 presenter members participated in the study, and 16 of Dance/
USAÕs 169 company members participated 

¥  Throughout the report, we refer to organizations that book and promote touring dance artists as ÒpresentersÓ 
and dance companies (ballet and contemporary/modern) as ÒproducersÓ 

¥  Each of the 42 participating organizations sent email messages to random samples of up to 3,000 dance ticket 
buyers from past three years, inviting them to participate in the survey; 35 of the 42 groups achieved at least 100 
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 significantly across 
the 42 groups 

Ð  Bear in mind that responses only represent ticket buyers, not those who attended with them.  Thus, we use the phrase Òdance buyersÓ 
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 presenters 
that work in traditional forms of dance; while we are confident in the representation of a good cross-section of 
ballet companies and presenters, the number of contemporary/modern companies is quite limited (see page 8), 
and may not accurately represent ticket buyers for the larger universe of contemporary/modern companies; 
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 complete a 
survey), and from online administration, may be present in the data.  In previous online surveys, we have 
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  

¥  JacobÕs 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 

University-Affiliated (9) 
¥  Carpenter Center, CSU-Long Beach 
¥  Clarice Smith Center, UMD 
¥  Hancher Auditorium, UI 
¥  Leid Center of  Kansas, KU 
¥  DeBartolo Performing Arts Center, Notre 

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) 
¥  Atlanta Ballet 
¥  Houston Ballet 
¥  Kansas City Ballet 
¥  Milwaukee Ballet 
¥  North Carolina Dance Theatre 
¥  Pacific Northwest Ballet 
¥  Pittsburgh Ballet 
¥  Richmond Ballet 
¥  Trey McIntyre Project, Boise, ID 
¥  Tulsa Ballet 

Modern/Contemporary (6) 
¥  Alvin Ailey (BAM, City Center, Ailey II) 
¥  Dominic Walsh Dance Theatre, Houston 
¥  Malashock Dance, San Diego 
¥  ODC, San Francisco 
¥  RIOULT, New York 
¥  Spectrum Dance Theatre, Seattle 
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Producer - Ballet, 
n=1791, 24% 

Producer - 
Modern /Contemp, 

n=672, 9% 

Presenter - Non 
Univ.,  

n=3617, 49% 

Univ. Presenter, 
n=1374, 18% 
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Presenting audiences account for two-
thirds of the sample 

(N=7,454) 
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Subscriber Status 
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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%). 
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Subscription Behavior, by Age 
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¥  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. 

Ð  Subscription packages appeal more to 
older adults and less to younger adults.  
The incidence of self-reported 
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.   

Ð  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. 
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Dancer Status 

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

¥  On average, six in ten audience members 
actively dance themselves on some level, 
using the following definitions: 

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

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

Ð  “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 programs. 

Ð  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 

¥  Younger buyers are much more 
likely than older buyers to be actively 
involved in the art form.  
Respondents in the 18-35 age cohort 
are twice as likely as their older 
counterparts to be Òactive or serious 
dancersÓ (40% vs. 21%, 
respectively). 

Ð  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%). 

Ð  How can dance organizations capitalize on 
the interest in social dancing within their 
audiences? 
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Dancer Status,  
by Affinity for the Art Form 
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Dance is low on my priority 
list, among the performing 
arts 

Dance is OK, but I like other 
art forms more than dance 

I like dance a lot, but not 
more than other arts forms 

I'm a dance fanatic - it's my 
#1 priority among the 
performing arts 

¥  Further analysis of Òactive or serious 
dancersÓ indicates that they are far 
more committed to the art form that 
either social dancers or non-dancers.  
Seven in ten Òactive or serious 
dancersÓ self-identify as Òdance 
fanatics.Ó 

Ð  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 with 
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 associated 
with non-university presenters such 
as JacobÕs Pillow and Dance Theatre 
Workshop, which is intuitive. 
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Frequency of Attendance at OrganizationÕs 
programs vs. Total Frequency of Dance 

Attendance 
¥  A pair of questions was designed to assess: 1) 

frequency of attendance at the participating 
organizationÕs dance programs in the past 12 
months; and 2) frequency of attendance at all 
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 respondentsÕ 
Òdiet of danceÓ accounted for by the 
organizationÕs programs.  The chart at left 
illustrates the percent of total dance 
attendance accounted for by the 
organizationÕs programs. On average, the 32 
organizations in this analysis account for 54% 
of the Òdance dietÓ of respondents. 

¥  Some interesting patterns are evident. For 
example, note that the rural presenters 
account for nearly 100% of their buyersÕ Òdiet 
of dance.Ó  A cohort of regional ballet 
companies account for between 70% and 
80% of their buyersÕ total Òdiet of dance.Ó  
This contrasts sharply with the three small 
contemporary dance companies at the lower 
end of the scale, who provide a much smaller 
proportion of their buyersÕ Òdiet of dance.Ó 

Ð  The presenters and producers who supply the lionÕs 
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. 

Rural univ. presenters 

Regional ballet companies 

Small contemporary companies 

Presenters in mostly urban markets 
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Desired Level of Future Attendance 

¥  Roughly two-thirds of all 
respondents desire to attend 
more dance than they do now 
(i.e., either ÒmoreÓ or Òa lot 
moreÓ).  While many obstacles 
may lie between them and their 
aspirations, this is nevertheless 
heartening. 

¥  ÒActive or serious dancersÓ are 
twice as likely as other buyers to 
aspire to attend dance 
performances Òa lot moreÓ often 
(17% vs. 8%). 

Ð  This re-confirms one of the central 
tenants of arts participation research Ð 
that supply and demand are symbiotic.  
In other words, the more people 
experience an art form, the more they 
want to attend.  While there are many 
exceptions, the general rule holds 
true.  In other words, exposure to an 
art form can build demand, under the 
right circumstances. 
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Relationship between Current Frequency 
and Aspirations for Future Attendance 
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¥  Further analysis of the aspirational 
data reveals a significant relationship 
between frequency of attendance and 
a desire to attend more often. 

¥  Among the respondents who reported 
no dance attendance in the past year, 
27% indicated an interest in attending 
Òmore.Ó  This compares to 33% of 
those who attended once or twice in 
the past year, and 42% of those who 
attended six to nine times. 

Ð  This is generally consistent with findings from 
other studies which suggests a symbiotic 
relationship between supply and demand. 
The more art that people consume, the more 
they want to consume. 

Ð  This argues strongly for cross-marketing 
efforts between dance presenters in the same 
marketplace; the more people go, the more 
they want to go. 
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Demographics and Social 
Context 
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Demographic Snapshot 

¥  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 on 
the social aspect of attendance, and 
more reliance on friendship groups 
to stimulate attendance. 

Total 
Sample 

(n=7454)

Producer:  
Ballet 

(n=1791)

Producer:  
Modern 

/Contemp. 
(n=672)

Non-Univ. 
Presenters 
(n=3617)

University 
Presenters 
(n=1374)

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

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%

Yes 21% 35% 16% 17% 17%
No 79% 65% 84% 83% 83%

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%

RESPONDENT DEMOGRAPHICS 
BY ORG. TYPE

Household Status

Presence of Children Under 18 in the HH

Occupational Status
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Social Contexts Surrounding Dance 
Attendance 
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¥  To gain a sense of the social 
construction of dance attendance, 
respondents were asked, ÒWith whom 
do you usually attend dance 
performances?Ó  Multiple responses 
were allowed.  

¥  As can be observed in the chart at left, 
the social context of attendance varies 
dramatically based on relationship status. 

¥  Friendship relationships dominate the 
social context of buyers who are single 
or previously married, as one might 
expect. 

Ð  What incentives can be created for attendance 
in friendship groups? 

¥  It is quite provocative to think about the 
finding that 43% of single buyers attend 
alone (at least sometimes), while only 
13% of married buyers attend alone. 

Ð  How do the needs of people who attend in a 
Òparty of oneÓ 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? 
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Social Contexts, by Age 

¥  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). 

Ð  Audience development schemes with 
incentives to Òbring your parentsÓ or 
Òbring your co-workersÓ will naturally 
attract younger buyers. 
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Level of Involvement in 
Various Dance Activities 
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How often do you do the following 
activities? 

¥  For each activity, five answers were available, which 
amalgamate frequency and interest: 

Ð  Never done it, and not interested 
Ð  Never done it, but would like to try 
Ð  Used to, but don't any longer 
Ð  Do it occasionally 
Ð  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 ÒregularlyÓ attend live dance performances as an 
observer,Ó 52% say that they do so Òoccasionally.Ó  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 Òattending live dance performances as an 
observer.Ó  In fact, respondents who answered that they 
do this activity ÒoccasionallyÓ reported an average 
frequency of 3.2 dance attendances in the past year, while 
respondents who  answered that they do this activity 
ÒregularlyÓ 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 Òtaking dance lessons 
or classesÓ (33%), Òdancing socially at clubs or 
partiesÓ (23%) and Òdancing on stage in front of 
audiencesÓ (21%). 

¥  Ten activities were tested: 
Ð  Choreograph dances, or make up your own dance 

steps 
Ð  Take dance lessons or classes 
Ð  Dance on stage in front of audiences 

Ð  Dance socially at clubs or parties 
Ð  Play dance video games (e.g. Dance Dance 

Revolution) 

Ð  Watch DVDs or videotapes of dance performances 
at home 

Ð  Watch dance programs or dance competitions on 
television 

Ð  Watch dance programs or dance videos on the 
Internet 

Ð  Attend live dance performances as an observer 
Ð  Attend live dance performances at which 

audience members themselves actually dance or 
move around  
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Unfulfilled Interest 

¥  The chart on the preceding page also 
provides clues as to which activities 
respondents havenÕt done, but would like to 
try Ð 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 
Òattending live dance performances at which 
audience members themselves actually dance 
or move aroundÓ (28% of all respondents). 

Ð  The chart at left makes the point that dancers 
within the audience (either Òactive or serious 
dancersÓ or Òsocial dancersÓ) are most interested in 
audience experiences that involve movement, as 
one might expect.  What is even more interesting, 
is that 40% of Òactive or serious dancersÓ are 
already doing this at least occasionally.  

Ð  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 Òtaking 
dance lessons or classesÓ and in Òplaying 
dance video games (e.g., Dance Dance 
Revolution)Ó (17% and 16%, respectively). 

Ð  Note that these are all ÒactiveÓ forms of 
participation. 
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Level of Involvement in ÒWatching dance 
programs or dance competitions on televisionÓ 

¥  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 Òactive or 
serious dancers.Ó 

¥  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 ÒregularlyÓ 
watch the dance programs on TV is 
only slightly lower than the average 
age of those who have never done it, 
and are not interested (50 vs. 52, 
respectively). 

Ð  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? 
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Motivations for Attending 
Live Dance 
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Motivations for Attending Live Dance 

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

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

Ð  To relax and unwind  

Ð  To discover new choreographers and companies that youÕve never seen before 

Ð  To see great works by the masters 

Ð  To spend quality time with family or friends 

Ð  To expose others to the arts 
Ð  To have an intense emotional experience 

Ð  To be inspired or uplifted 

Ð  To engage intellectually with the dance or choreography 

Ð  To celebrate or observe your cultural heritage 

Ð  To learn about cultures other than your own 

Ð  To become a better appreciator of dance 

Ð  To energize your own creativity 
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Importance of Reasons for Attending [the 
organizationÕs] live dance programs 

¥  Overall, results point to 
emotional and spiritual 
benefits (Òto be inspired or 
upliftedÓ) as the most salient 
outcomes of dance attendance 
(57%), followed by a desire to 
Òsee great works by the 
mastersÓ (40%) and Òto 
discover new choreographers 
and companiesÓ (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). 
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Importance of Reasons for Attending, by 
Organization Type 

¥  The chart on this page 
contrasts motivations 
across the four types of 
organizations covered in 
the study.  Notable 
variations include: 

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

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

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

Ð  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 
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Motivational Profile:  Two 
Organizations Compared 

¥  Results for two specific 
organizations are reported side-by-
side in the chart at left, a dance 
festival and a ballet company. 

¥  Note how the ballet companyÕs 
buyers are more likely to attend for 
social, family and nurturing reasons 
(i.e., 41% Òto spend quality time 
with family or friends.Ó) 

¥  Conversely, note how the dance 
festivalÕs buyers are far more likely 
than the balletÕs buyers to attend 
Òto discover new choreographers 
and companiesÓ (60%). 

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

Ð  More than anything, this points to the 
critical role that artists and curators 
play in the audience development 
system; their programming choices 
shape the organizationÕs constituency. 
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Natural Groupings of Motivations 

¥  The 12 motivations were 
further tested to see if natural 
groupings or ÒfactorsÓ could 
be discerned. 

Ð  One item was dropped, ÒTo 
become a better appreciator of 
dance,Ó because it did not 
positively associate with any 
factor. 

Ð  Negative factor loadings in the 
table at left indicate negative 
associations with the factor; for 
example, Òto relax and unwindÓ is 
negatively associated with the 
Òrepertoire-drivenÓ 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 Ògreat worksÓ or 
new artists/new work;  

4)  Emotional/Spiritual motivations 
5)  Social Bridging and Bonding 

motivations (i.e., to grow closer 
to oneÕs own culture, or to learn 
about cultures other than your 
own) 

Component

Stimulate 
the Mind

Nurturing
Repertoire-

Driven
Emotional / 

Spiritual

Social 
Bridging 

and 
Bonding

To engage intellectually with the dance or 
choreography

0.67    

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 see great works by the masters   0.45   

To discover new choreographers and companies that 
you've never seen before

 -0.48 0.38 -0.39  

To relax and unwind   -0.73   

To be inspired or uplifted   0.69  

To have an intense emotional experience    0.66

To celebrate or observe your cultural heritage    0.74

To learn about cultures other than your own     0.73

Exploratory Factor Analysis of 11 
Motivations for Attending Live Dance

(Principal Components Analysis)

Rotated Component Matrix(a)
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Approximate 
Prevalence of 
Motivational 

Factors 

REPERTOIRE-
DRIVEN 
(57%) 

STIMULATE 
THE MIND 

(41%) 

EMOTIONAL-
SPIRITUAL 

(48%) 

NURTURING 
(34%) 

SOCIAL 
BRIDGING & 
BONDING 

(20%) 

Get Creative Energy 

Provoke Thought 

Grow Closer to  
Family & Friends 

Enrich Children 
Make Cultural  
Connections 

See Great Works 

Discover New Art 
Feel Emotional  

Intensity 

Inspiration 

¥  The Venn Diagram on this page roughly 
illustrates the overlap between and among 
motivational factors, as well as the overall 
prevalence (size of membership) of each 
factor. 

¥  Most respondents are associated with two 
or three of the five factors. 

Ð  Only 19% of respondents associate with only one 
of the factors, illustrating the complexity of 
motivations. 

¥  ÒActive or Serious DancersÓ are 
significantly more likely to be associated 
with the ÒStimulate the Mind,Ó and 
ÒRepertoire-DrivenÓ factors. 

Ð  How can the dance presenters become more 
adept at messaging all five of these 
motivational factors? 
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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: 
Ð  Pre-performance activities 
Ð  Activities that take place at or during performances 
Ð  Post-performance activities 
Ð  Engagement activities that are not tied to specific performances 

¥  First, respondents were asked ÒHow often do you do the following activitiesÉÓ  
Ð  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 ÒHow often would you like to do 
the same activities, if they were offered or available on a regular basis?Ó 

Ð  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 reported for 
the current level of involvement.  Next, results are reported for the desired (or ÒaspirationalÓ) level of 
involvement.  Finally, a Ònet latency analysisÓ is presented, which involves subtracting one score from the 
other, in order to identify the activities that respondents most desire to do more often. 

Ð  For example, if a respondent indicated that s/he ÒoccasionallyÓ does a certain activity now, but would do the activity ÒregularlyÓ 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 ÒalwaysÓ does an activity now, and 
would continue to do the activity ÒalwaysÓ 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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Observations on Pre-Performance 
Engagement Activities 

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

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

Ð  How can dance consumers be provided with high quality criticism to read, given the near absence of dance journalism in many markets? 
Ð  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 do now. 
¥  The largest latency was observed for Òwatch a rehearsal,Ó by a wide margin.  This holds true for both 

presenters and producers.  One can only conclude that dance patrons are curious about how dance is made, 
and have a real desire to see Òbehind the curtain,Ó much as they might watch the directorÕs cut on a DVD.  

Ð  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, scheduling)?  What if dancers donÕt 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 expected); 2) 
attend a pre-performance talk about the program; 3) watch a video of the artist(s) talk about their work; 4) 
listen to the choreographer or artistic director talk about an upcoming program; and 5) watch video excerpts 
of pieces that the artist or company will be performing. 

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

Ð  For more information about how preparatory activities can increase an individualÕs ÒReadiness to ReceiveÓ the art, and magnify impact, 
see WolfBrownÕs 2007 report, Assessing the Intrinsic Impacts of a Live Performance , available for free download at 
www.wolfbrown.com/mup .  
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Observations on At/During-
Performance Engagement Activities 

¥  While 15% of dance buyers say that they either ÒregularlyÓ or ÒalwaysÓ hear short introductions of each 
work from the stage, 42% said they would like to hear such introductions either ÒregularlyÓ or Òalways,Ó if 
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 those who 
are dancers to want to hear spoken introductions, which seems intuitive. 

Ð  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 todayÕs 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. 

Ð  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?   

Ð  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 viewing kiosk 
videos. 

Ð  This raises a more general question, which is, ÒHow can audiences be exposed to a broader range of artistic voices while they are at 
performances?Ó  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 (ÒActive or Serious DancersÓ Ð about 20% of the sample) is interested in 
more opportunities to Òplay an interactive role during the performance of the work (e.g., move around or 
join the performers in some way)Ó  
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Preferred Approach to Post-
Performance Processing 
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Preferred Method of Post-Processing (by Dancer 
Status and Organization Type) 

Reflect privately 2 Casual conversation 4 Discuss in detail with others 

¥  To gain a general sense of how dance 
buyers prefer to ÒprocessÓ their live 
dance experiences, respondents were 
asked if they prefer to Òreflect 
privatelyÓ or Òdiscuss in detail with 
othersÓ on a scale from 1 to 5, with 
Òcasual conversationÓ 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 Òcasual conversation.Ó  

¥  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. 

¥  ÒActive or Serious DancersÓ were 
significantly more likely than ÒSocial 
DancersÓ or ÒNon-DancersÓ to want 
to discuss the program in detail 
afterwards. 
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Observations on Post-Performance 
Engagement Activities 

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

Ð  Since almost 80% of all buyers reported that they already do this activity ÒregularlyÓ or Òalways,Ó the latency score is very low.  This 
should not be taken to mean that the activity is not important, or that it doesnÕt require further thought. 

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

Ð  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? 

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

¥  About four in ten dance buyers say that they ÒregularlyÓ or ÒalwaysÓ process their live dance performances 
by reading reviews by a professional critic.  These figures vary substantially by organization and area, from 
a low of around 25% for presenters in rural areas to a high of over 60% for presenters in New York City. 

Ð  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 opportunities, 
both with and without the involvement of artists. 

Ð  A great deal of experimentation and testing is underway now with respect to different approaches to post-performance discussion 
(e.g., the Walker Art CenterÕs ÒSpeakeasyÓ format, Yerba Buena Center for the ArtsÕ ÒDownloadÓ 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 technology-
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 
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Engaging the ÒBig MiddleÓ 

¥  To look at the very big picture, 
scores for current engagement 
levels were summed across all 
three categories (pre-, at/during, 
and post-).  The chart at left plots 
the overall distribution of 
engagement scores for over 6,000 
respondents.  The result closely 
resembles a bell curve, which 
suggests a ÒnormalÓ distribution. 

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

Ð  How can dance presenters meet the 
needs of the Òbig middleÓ Ð people who 
want to be a little engaged, but who 
may not come early for a lecture, or 
stay late for a discussion? 
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Tech-Based Engagement 
¥  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 average 
desired engagement level by age. The 
blue line represents technology-based 
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. 

Ð  Engagement activities involving 
technologies are clearly an investment in 
developing younger audiences.  
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Natural Groupings of 
Engagement Activities 
(Factor Analysis) 
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Approximate 
Prevalence of 
Engagement 

Factors 

WATCHING AND 
TALKING 

(46%) 

DEEP 
CONTEXT & 

INSIGHT 
(44%) 

CRITICAL 
ASSESSMENT 

(48%) 

LIVE 
INTERPRETATION 

(35%) 
DIGITAL 

INTERACTIVES 
(33%) 

Post to Facebook, 
Twitter 

React in a 
Blog 
 

Spoken  
Introductions 

Watch Rehearsals 

Watch Videos 

Pre- and Post-Talks 

Audio  
Descriptions 

Read Previews  
& Reviews 

¥  A factor analysis was conducted on a total of 
30 different engagement activities in order to 
identify underlying dimensions or Òfactors.Ó 
This analysis is based on frequency of 
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. 

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

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

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

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

Ð  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? 

Discuss on the way home Acquire Info. 
Online 
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Interest in Engagement 
Activities Not Associated 
with a Specific Program or 
Artist 
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Interest in Engagement Activities Not Associated with a 
Performance (total sample) 

No interest Low interest Moderate interest High interest 

Interest in Other Forms of Engagement 
¥  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 buyers 
indicated Òhigh interestÓ in at 
least one of these activities. 

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

¥  For example, 43% of all 
respondents expressed 
ÒmoderateÓ or ÒhighÓ interest 
in attending social events with 
professional dancers, while 
16% expressed ÒmoderateÓ or 
ÒhighÓ interest in receiving 
information about upcoming 
performances on a cell phone. 

Ð  Any activity that garners moderate 
or high interest amongst 40% or 
more of all dance buyers is 
probably worth an investment of 
R&D.  
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"High" or "Moderate" Interest in Engagement Activities,  
by Dancer Status 

Active or Serious Dancers Social Dancers Not a Dancer 

¥  Respondents who are 
Òactive or serious 
dancersÓ are far more 
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). 

Interest in Other Forms of Engagement 
Activities, by Dancer Status 
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Attitudes about Engagement 
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Attitudes about Seeing Familiar vs. 
Unfamiliar Work 

¥  To explore attitudes about a 
number of key issues related 
to dance attendance, 
respondents were asked to 
agree or disagree with a series 
of eight statements.   

¥  Several of these statements 
address the appetite for 
unfamiliar work (this page and 
next page).  The chart at left 
reports results for the 
statement about affirming 
existing tastes (i.e., seeing 
familiar works). Most 
respondents disagreed with 
this statement, to some 
degree, and very few agreed at 
all that they prefer seeing 
familiar works. 

¥  While ballet buyers were 
somewhat less likely than 
contemporary/modern buyers 
to disagree, only 15% agreed 
at any level. 
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"I prefer to see familiar works that I know I will like rather than seeing 
unfamiliar or challenging work." (by Dancer Status and Age Cohort) 

Strongly agree 
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Mixed feelings 
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Strongly disagree 
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Attitudes about Seeing Familiar vs. 
Unfamiliar Work 

¥  Most respondents have 
mixed feelings, or agree 
somewhat that ÒI prefer to 
discover dance that is 
unfamiliar or challengingÉÓ 

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

¥  Significant differences were 
observed between ballet and 
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 for 
new work amongst a 
majority of buyers. 
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"I prefer to discover dance that is unfamiliar or challenging rather than 

see familiar performances" by Dancer Status and Age Cohort 

Strongly agree 
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Mixed feelings 

Disagree 

Strongly disagree 
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Attitudes about Interactivity During 
Dance Performances 

¥  Three-quarters of all dance 
buyers agree or strongly agree 
that Òaudience members should 
watch attentively and remain 
quiet during performances.Ó 

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

Strongly agree 

Agree 

Mixed feelings 

Disagree 

Strongly disagree 
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Attitudes about Interactivity During 
Dance Performances 

¥  On the flip side of the same 
issue, very few buyers agree 
that audience members should 
be allowed to take photos and 
videos during dance 
performances, although the 
level of disagreement varies 
significantly by age, suggesting 
a generational shift. 

Ð  It would be interesting to ask this 
question of young people who are 
not  already coming to dance 
performances. 
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"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) 

Strongly agree 

Agree 

Mixed feelings 

Disagree 

Strongly disagree 
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Attitudes about Live vs. Digital Dance 
Experiences 

¥  While half of all respondents 
agreed that Òdance can only be 
appreciated by experiencing 
live performance,Ó the other 
half either disagreed or have 
mixed feelings. 

¥  There is no pattern here with 
respect to age. 
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"Dance can only be truly appreciated by experiencing live 
performance." (By Dancer Status and Age Cohort) 

Strongly agree 

Agree 

Mixed feelings 

Disagree 

Strongly disagree 
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Attitudes about Viewing Dance on Digital 
Devices 

¥  When provided with specific 
examples of digital devices 
that can be used to view 
dance, a clear pattern emerges 
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 Òactive 
or serious dancersÓ are quite a 
bit younger than their 
counterparts. 

Ð  About one in five respondents 
report Òmixed feelingsÓ Ð 
suggesting that maybe theyÕve 
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. 
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"I would enjoy watching more dance performances on my cell phone, 
iPod or computer." (by Dancer Status and Age Cohort) 

Strongly agree 

Agree 

Mixed feelings 

Disagree 

Strongly disagree 
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Attitudes about the Creative Process 
vs. Live Performance 

¥  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 
Òmixed feelingsÓ may be saying 
that they donÕt yet have an 
opinion.  

Ð  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. 
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"As an audience member, sometimes I am more interested in the 
creative process (i.e. how the art is made) than I am in the final 

performance." (By Dancer Status and Age Cohort) 

Strongly agree 
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Mixed feelings 

Disagree 

Strongly disagree 
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Interest in Specific forms of 
Technology-Based Engagement 

¥  To close the survey, 
respondents were asked to 
indicate their level of interest 
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 Òwatching 
free video recordings of live 
performances online,Ó while 
significantly lower interest 
ratings were reported for 
Òsubscribing to a pay-per-view 
serviceÉÓ 

¥  Again, one sees a clear pattern 
of higher interest among 
younger buyers, across all six 
activities, and an especially 
strong relationship between 
age and interest in engaging 
via social media sites like 
Facebook. 

¥  Figures are especially high for 
Òactive or serious dancersÓ in 
the younger age cohorts. 
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Using social networking sites 
(e.g. Facebook, MySpace) to 
learn about upcoming 
performances or follow the 
dancers or company 

Receiving information about 
upcoming performances on 
your cell phone 

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

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

Watching free video 
recordings of live 
performances online 

Subscribing to a pay-per-view 
website where you can view 
high-quality video presenta-
tions of recent dance from 
around the world 



64   Dance/USAÕs Engaging Dance Audiences Ð National Survey of Dance Audiences 

Interest in Specific forms of 
Technology-Based Engagement 

¥  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 
Òextremely interestedÓ 
or Òvery interestedÓ in 
the activity. 
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Using social networking sites (e.g. 
Facebook, MySpace) to learn about 
upcoming performances or follow the 
dancers or company 

Receiving information about upcoming 
performances on your cell phone 

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

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

Watching free video recordings of live 
performances online 

Subscribing to a pay-per-view website 
where you can view high-quality video 
presentations of recent dance from 
around the world 



65   Dance/USAÕs Engaging Dance Audiences Ð National Survey of Dance Audiences 

Appendix:  Survey Protocol 

Available at: 
http://www.danceusa.org/

edaresearch  


