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o/ of the adult population
(16+) are in the market for mn
0 arts, culture and heritage Z
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Aotearoa New Zealand market for arts and culture

85%
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3.94 million
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What makes Audience Atlas unique? " Alas
It measures and explores the current,

and potential markets
Across 12 core artforms

Explores the market demographically and by
psychographics; Culture Segments
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ESSENCE

10%: pursuit of
self-actualisation
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ESSENCE EXF e
10%: pursuit of 20%: ‘people
self-actualisation people’
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ESSENCE STIMULATION

10%: pursuit of 20%: ‘people 12%: all about
self-actualisation people’ the big idea

S UCUSTIE U B mhminsight.com/segmentme



ESSENCE STIMULATION AFFIRMATION

10%: pursuit of 12%: all about 18%: do the right
self-actualisation people’ the big idea thing
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ESSENCE

STIMULATION AFFIRMATION

10%: pursuit of 12%: all about 18%: do the right
self-actualisation people’ the big idea thing

10%: through the
lens of the past
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ESSENCE EXPRESSION AFFIRMATION

10%: pursuit of 12%: all about 18%: do the right
self-actualisation the big idea thing

L PERPéCTIVE
10%: through the ~ 9%: happy in
lens of the past their own bubble
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ESSENCE EXPRESSION AFFIRMATION

10%: pursuit of 12%: all about 18%: do the right
self-actualisation the big idea thing

==
| 14 SATURDAY

A I"" 14 MoNDaY
PERSPECTIVE

| ENRICHMENT RELEASE i
10%: through the ~ 9%: happy in 12%: say they're
lens of the past their own bubble too busy
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ESSENCE EXPRES! — AFFIRMATION
10%: pursuit of 12%: all about 18%: do the right
self-actualisation the big idea thing

g " 1a MoNDaY \ >
PERSPECTIVE RELEASE i ENTERTAINMENT
10%: through the ~ 9%: happy in 12%: say they're 9%: looking for
lens of the past their own bubble too busy fun
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Culture Segments goes deeper than demographics

Engaging with arts and culture has a positive effect on personal wellbeing (agree only) - %-point difference compared to culture market average

50% culture market average
Culture Segment Ethnic identity Age band Disability : Educational attainment Level of importance

Maori
Asian
16-24
25-34
35-44
L5-54
55-64

65+

A
L
[v]
o
7]
a
w

Expression p

Affirmation p
Enrichment
Stimulation
Release
Perspective
No limitations
School Level

Post-graduate p

Entertainment
Pacific Peoples P

Pakeha and European

Differently-abled

No qualification

Bridging (Level 4-6)
Under-graduate P>
Higher importance p

Moderate importance

Lower importance
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Culture Segments goes deeper than demographics

Engaged with arts and culture online in past 12-months - percentage-point difference compared to culture market average

18% culture market average

Level of importance

Educational attainment
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Age band
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The impact of the Covid pandemic

e Impact on organisations and individual practitioners
e The role of government, funders and philanthropists
* Organisations with deep audience roots

* Impact on audiences

ddg4
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Pandemic has had a slight impact on importance

people place on arts

Importance of engaging with arts and culture

Not atall Notthat Neither Somewhat Very

Importance of arts and culture pre-Covid

Before the Covid-19 lockdown restrictions, how important
was engaging with art and culture to you?

ddg4

Change in importance

140/0 How important is engaging with art and culture
to you now, compared to before Covid-19?

77%

9%
v
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Engaging with the arts positively impacts wellbeing...

Engaging with arts and culture...

Disagree | Tend to agree + Strongly agree
has a positive effect on my personal wellbeing  Net score

137

enriches my life

34

21
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... but those who value it less are less likely to
recognise benefits

The arts and cultural experiences | engage with enrich my life - by importance group

% of the
culture market

420/0 Higher importance

3 2 0/0 Moderate importance

26 0/0 Lower importance

ddg4

Disagree

6% .

Tend to agree + Strongly agree Net score

56
s 3
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Social experiences the gateway to deeper reward

Motivations to engage with art and culture - all

Social 78%
Intellectual 70%
Emotional 38%

Spiritual 55%

ddg4
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Social experiences the gateway to deeper reward

Motivations to engage with art and culture - all  Motivations to engage with art and culture - main

Culture market average

Soca oo Qe | e Lol

Intellectual 70%

Emotional 38%

Spiritual
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Access pricing models needed to bridge gap

Was there an occasion you wanted to attend an
arts, cultural or heritage organisation or event,
and something prevented you from doing so?

Yes

Past 12 months

ddg4
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Access pricing models needed to bridge gap

Was there an occasion you wanted to attend an
arts, cultural or heritage organisation or event,
and something prevented you from doing so?

Yes

Past 12 months

ddg4

Was too expensive el

Covid-19 restrictions JPLLN
Wasn't offered in my area JRELEN
Difficulties with travel / transport / parking JRERD
Didn’t have others to go with JETE
Ran out of time JLL7S
Full / sold out VAP
Health concerns made doing so difficult L7
Caregiver commitments take priority JEELH

Didn’t feel comfortable / like | would fit in Jy&"
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Fewer than 1 in 5 engaging with the arts online

Engaged with arts and culture online in past 12 months - % and real figure estimates

Potential Recent

35% / 1.4 million / 693k

Resistant

30% / 1.2 million

ddg4

28



Fewer than 1 in 5 engaging with the arts online

Engaged with arts and culture online in past 12 months - % and real figure estimates

Potential Recent

35% / 1.4 million / 693k

Resistant

30% / 1.2 million

Paid or donated money to access arts & cultural content online in past 12 months - % and real figure estimates

Resistant | Potential Recent
51% / 2 million 28% / 1.1 million / 296k
paid, would do again
11% / 434k 2% / 75k

paid, wouldn’t do so again
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Digital engagement begs for digital strategy

Essence Online engagement will only ever be an extra: a wrap-around enhancement.
Hold them closer. Curating this online community would build huge brand equity.

Affirmation Being able to try before they hazard a visit could become a key part of their visit decisions.

Enrichment The convenience of home viewing is very appealing but difficult to monetise in this price-conscious segment.

Stimulation They've discovered new sources to feed their habit.
Release Remote consumption suits them, as long as it’s from trusted sources.

Perspective Understanding their often minority specialisms is the key to engagement.

Entertainment Seeking highlights - will only connect if our content gets on the populist radar.

ddg4
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Rates if membership and subscription continue to dip...

Active member, subscriber or friend of an arts,
cultural or heritage organisation

569k
518k
53k
i 2
12%
B
2011 2014 2017 2020
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Rates if membership and subscription continue to dip...

Active member, subscriber or friend of an arts,
cultural or heritage organisation

70% / an estimated 244k
569k are active member / subscribers and open to
518k supporting in this way again
453k
71% / an estimated 371k

are a lapsed member / subscriber and open to

i 346k supporting in this way again
9%
. 25% / an estimated 782k

2011 2014 2017 2020

have never-been-member / subscribers and are
open to becoming one in the future

...although, still holds potential
dd 4 32



New models of support are needed

Attractiveness of broad types of membership / subscriptions

No difference

36%

39%

41%

48%

52%

52%

ddg4

A bit more attractive + a lot more attractive
Pay as you go Attractive

6a%

Change the content and / or conditions at any time

1%

Flexibility to choose content and / or conditions and pay accordingly

s90%

Range of pre-defined packages to choose from
s2%
Fixed term time commitment options (1 year, 5 years etc)

%

Access member only content online
34% T

48%
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Opportunity to develop and diversify volunteering

Volunteered at an arts, cultural or heritage Number of people open to vohmteering Potential value to the sector

organisation in past 12-months (recent)

ik 1.4 million 1.5 million

333k number of people in the culture market who potential 8 hour working days on offer
K have ever volunteered or are open to doing so
251 263k 7k

Estimated capacity in the market

ﬂ m full-time equivalent positions
2011 2014 2017 2020 8.3 hours / month $244 million

ideal number of hours volunteers are open
to gifting to an arts, cultural or heritage
organisation

dollar value of 7k full-time equivalent
volunteer positions’
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How organisations might use Audience Atlas data

Audience Atlas
Aotearoa 2020

July 2021 report
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Understanding your place in the market

For example a boutique theatre in Wellington
e Size of the current market as a real figure estimates



Understanding your place in the market

For example a boutique theatre in Wellington
e Size of the current market as a real figure estimates
« 2.5 million nationally
« 288k regionally
e 208k current regional play and drama market
* 35k organisation’s current market



Understanding your place in the market

For example a boutique theatre in Wellington
e Size of the current market as a real figure estimates
« 2.5 million nationally
« 288k regionally
e 208k current regional play and drama market
* 35k organisation’s current market

* How the Culture Segment profile for theatre, or play and
drama might differ from the wider market



Refreshing membership and donations

%-point difference active member
vs the culture market

1
“‘ Essence A
Expression A

-2 . Affirmation

Culture market 2020 Active member / =M Enrichment VW
subscribers 2020

@@W

Stimulation ] +1
-2 . Release
Perspective W
m [Base 6743] [Base 637] Entertainment ¥

A" Where % is significantly different from the culture market average

ddg4
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Transactional vs common cause - membership



Shaping your offer




https://www.creativenz.govt.nz/audience-atlas-2020
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Upcoming Audience Atlas Aotearoa events:

Maori audiences focused Zui - Tuesday 15 March @9:30am NZST
Pasifkia audiences focused Zono - Tuesday 22 March @9:30am NZST
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Thank you

Helen Khoey, Senior Adviser Audience Development and Capability
helen.khoey@creativenz.govt.nz

Jo Brehaut, Director, Australian and Aotearoa New Zealand
j.brehaut@mhminsight.com



