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Spotlight on Arts Audiences

Wave 3: Summer/Fall 2024
Calgary results
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Thank you to our generous partners

This initiative is being funded by arts funders who 
are keen to use data to drive engagement and 
growth strategies across Alberta. 

We thank them for their generous support.
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The point of this work is to help leaders 
like you reach more people. 

The data is yours to leverage and should 
applied along with other inputs – put it 

to work!
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Our approach. 

n=1,600 
These are results 
from Calgary only 
(n=400)

+/- 4.9%

August 
5 – 15th 

Representative 
sample of Arts 
Interested 
Calgarians
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A reminder of what 
we’ve learned so far
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First, not all audiences 
will engage in the same 
way or to the same 
degree…….

IMMERSED: The most active, 
eager, and supportive.

ENGAGED: They are active but 
not as enthusiastic. 

PASSIVES: They will need to be 
inspired to engage more. 

INFREQUENT: They may be 
interested but rarely engage. 
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There are two primary currencies of 
engagement: time and money. 

The competition for time is fierce: audiences 
only have 16 hours of free time a week to 
invest.

While some time is devoted to arts 
experiences, audiences aspire to investing 
more.  
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Emotional benefits are key to garnering greater 
investments of time and dollars. 1

Audiences want to see themselves in the activity. Help 
them see it. 

2

The market craves flexibility. Consider ways to meet their 
expectations by providing choice.

3

Philanthropic support will be a challenge but not 
impossible. Evolve messages past the personal 
motivations to show impact, create urgency & make it easy. 

4

Audience growth 
will hinge on 
reaching 
audiences who 
need to hear 
about 
experiences in 
more personal 
terms.  



99

Exploring engagement this fall. 

Back to School

Growing engagement 
through arts learning. 

Feeling the Pinch

More on spending habits.
 

Making Choices

Understanding when 
decisions are made to 

engage. 
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Engaging in Arts Education
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Children are much more likely to be 
engaging in hands on learning in the 
arts than adults. 

Child(ren) participation 81%

Personal participation 48%

Participation in art classes or workshops
% in the past two years

And schools 
appear to own 

this more than arts 
organizations. 
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Audiences clearly 
see the value, 

98%
Developing creative 
skills is a good thing. 

96%
Important to connect to 

creative side.

92%
Arts experiences make 

this a better place to live. 

89%
Arts education is important 

part development. 

66%
Some of the most fun I’ve had is 
in creative activities/experiences

51%
Appreciate the arts but don’t 
consider themselves creative

18%
Arts experiences are for other 

people – not really for me or my 
family. 

and most see the 
experiential benefits 

and the personal 
relevance. 
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But why are 52% of adults still not participating?

32%

32%

29%

25%

21%

19%

14%

12%

10%

8%

7%

7%

4%

3%

2%

Cost is too high

Other areas I want to focus on/more important things

Involved in other activities

Not interested in the activities

Not aware of opportunities to do those things

Not a creative/artistic person

I don’t know where to start

Classes/activities are never available when I want/need them

No reason – just never considered it

Locations are not easy to get to

I don’t like or gravitate to the arts

Health concerns

Transportation to get to activities is a challenge

Not accessible for me

Special accommodations (for disability, special needs, etc.) are not…

Reasons for NOT participating in arts education activities

56% NET Opportunity to inform or reassure
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When it comes to participating in arts education, personal 
development takes a back seat to basic enjoyment. 

50%

22%

22%

21%

20%

19%

18%

18%

17%

16%

9%

9%

7%

7%

6%

6%

5%

2%

1%

For fun

Something new to try

Something to entertain/fill time

Good for overall development

Something unique/different

Specific interest in this type of art form

Interest in arts in general

Opportunity to express themselves/ourselves

Develop specific skills

Foster creativity

Activity was available/fit into our schedule

Learn to appreciate art/music

Another reason

Develop fine/gross motor skills

Free/subsidized activity

Just something we did as kids too

Cultural connection

To manage special needs

Recommended by doctors/therapists/teachers

Reasons for participating in arts education – % selected (top 3)

Net Any 
Fun/Entertaining 

mention: 
76%

Net Any 
Development 

mention: 
40%
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12%

11%

10%

10%

9%

7%

6%

6%

5%

5%

4%

4%

4%

4%

4%

Learning and knowledge acquisition

Unique and memorable experiences

Entertainment and enjoyment

Something new and different

Fun and relaxation

Joy and happiness

Social interaction

Emotional experience

Exposure to new perspectives

Sense of community

Personal growth and self-development

Emotional and sensory experiences

Creativity and inspiration

Stress relief and tranquility

Family and friend activities

Emotionally charged experience.

Doing something creative 
that's not part of our day-
to-day experience.

Being able to enjoy an 
experience and create 

memories with people I 
want to spend time with.

Being able to express 
my creative side.

Learning something 
new, meet new people 

and get to personally 
experience the process. 

You usually are focused and in 
the moment.  Also, an 

experience that you can share 
and discuss with others. 

Relaxation and peace from doing stuff i enjoy 
and want to be around. Something I can just 

enjoy without being coerced into other 
obligations or commitments (sold stuff).

There are more benefits than just learning. 
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Back to School
✓Audiences understand the value and 

relevance, so a market exists. 

✓Too often the message is about the 
feature: development. 

✓Align with the benefits and motivations 
instead: enjoyment, memorable, 
new.
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Understanding Spending and 
Affordability
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Financial optimism continues to wane in Calgary. And 
how people feel about their finances shapes how they 
engage. 

16%

27%

44%

13%

Falling behind

Just getting by

In a good financial position
(but not getting ahead)

Getting ahead

• Stricter budgets with set limits. 

• Increased desire for flexibility. 

• Focus on lower cost.

• Less likely to commit. ?
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17%

47%

34%

2%

Spending
more

Spending about
the same

Spending
less

Not sure

Spending habits are shifting.

How about next year? 

9% extremely or very 
likely to spend more. 

47% Unlikely 

45% on the fence

How much are they 
spending?

$219

How much on the arts?

$61

How does that compare 
to last year? 
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Many budgets aren’t strict – there is flexibility and an 
open-mind with budgeting

33%

59%

8%

We don’t follow any budget and 
find the money when we want to 

do something

We have a rough budget that we
follow but there is some flexibility

We have a strict annual budget
that we set and follow

Budget for discretionary experiences and activities
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Attitudes about spending reveal a hesitant 
consumer base.  

Only a small 
proportion (33%) 
are deciding on 

price alone. 

Many (86%) are 
willing to spend 
but it must be 
appealing and 

unique. 

Many (63%) are 
trying to get many 

experiences at 
lower prices. 

83%  first find 
something they 
want to do, then 

find a price option 
that fits. 
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54%

48%

46%

40%

37%

32%

28%

28%

26%

19%

18%

10%

9%

5%

Activities/experiences that are easy to enjoy and do (convenient)

Activities/experiences that help me learn something new

Something that I can do with my friends/social group

The promise of experience that will make me feel something – laughter, surprise, 
excitement, inspiration, etc.

Activities/experiences where ‘extras’ like parking or refreshments are included

Something that also supports a cause in the community

Activities/experiences that are interactive

Activities/experiences that are not available anywhere else

Activities/experiences for your whole family or household

Activities/experiences where ‘perks’ are included (meeting artists, exclusive 
reception, etc.)

Something I can do over and over

There is nothing organizations could do to get me to spend more

Packages that cost more but deliver savings for more individual experiences
(volume discount)

Something else

Messages that are likely to compel spending have more 
to do with value than price. 
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29%

19%

13%

10%

9%

8%

7%

7%

7%

6%

5%

5%

5%

5%

4%

4%

16%

Enjoyment

Unique Experiences

Learning

Memories

Performance Quality

Entertainment

Value

Satisfaction

Fulfillment

New

Emotions

Cost

Time with Friends/Family

Positive Memories

Shared Experience

Lasting Impact

Other

How do audiences judge if something is worth 
their time and money?

If it's high quality, 
easy to attend and 

offers something all 
the family can enjoy .

Being able to express or 
appreciate creativity and 

getting something 
meaningful out of it (could 

be material like a painting or 
not, like a good memory).

There’s something for 
my kids to appreciate, 
AND myself. Shows a 

new perspective.

Something that is engaging 
while being cost friendly 
and something the offers 

new experiences.

Connection with others.

Leaving with the feeling 
that I learned something 

new or really 'felt' 
something from the 

performance or piece. 
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Feeling the Pinch
﹩Affordability is a challenge that is not 

going away. 

﹩Spending is constrained, but it is 
happening. Interest drives the decision, 
not the wallet. 

﹩Lower price helps, but the 
conversation starts with showing value & 
benefit more than price on its own. 
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Decision Making and Last-
minute Activities
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Not everyone approaches the planning process the same 
way. 

Who does the research?

6%

Myself

My partner

Shared

39%

54%
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I do the research…                                   …and I make the final decision

We both do research…                   …and both make the final decision

In most cases, the final decision is shared. Just like the 
experience. 

Who does research on 
which experiences/ activities to do

Who makes the final decision? 

39%

54%

24%

73%

Myself

My 
par
tne

r

Shared

Myself

My 
partner

Shared

Women, young adults and those 
on strict budgets are most likely to 

take ownership of the process. 
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Decided in 
advance

79%

Decided 
last minute

21%

Planning for all experiences/activities

Consumers appear to make decisions in advance, but 
may be only committing at the very end. 

6%

11%

36%

25%

23%

Immediate

1 hour before experience or activity

1 day before experience or activity

1 week before experience or activity

More than 1 week before experience or
activity
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70%

50%

48%

45%

45%

42%

41%

40%

39%

30%

30%

Cost of the ticket

Location of the event is too hard/inconvenient to get to

Event is too crowded or busy

Logistics – location, parking, etc.

Date/time of the event

How I am feeling that day (tired, overwhelmed, ill, etc.)

Conflicts with other pre-planned activities

Not interested

Not liking the art form or performance type

Time the event ends (too late or too early)

Getting the tickets/seats/spaces I wanted

While cost is an obvious factor, things like friction, overly 
crowded, and logistics are key too. 

Factors that impact consideration

0.5% 
mention 

cost as the 
only reason 

to not 
consider an 

activity. 
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What are the top things that can inspire an impulse 
decision? 

Promise of 
Quality

Knowing the 
experiences would 
be of high quality

29%
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Making Choices

Consumers may be 
making decisions later, 
but they are planning. 

The journey may not be 
shorter – just different.

Decisions and planning 
are also shared. You may 
have to show the shared 

benefits. 

Persuasion can hinge on 
inspiration (shareable, 

quality, uniqueness) but also 
resolving barriers (value, 

friction, logistics)
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What can you take away 
from all this?
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Widening our reach and diversifying 
connections with audiences can be a matter 
of shifting consumer behaviour. 

1. Easy: Besides cost, hassle is a key factor. Think of all the friction 
points. 
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of shifting consumer behaviour. 
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points. 

2. Attractive: Consumers may have less money to spend, but their 
decision journey starts with the inspiration of an experience. Help 
them see it. 
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points. 

2. Attractive: Consumers may have less money to spend, but their 
decision journey starts with the inspiration of an experience. Help 
them see it. 

3. Social: Not only are their key motivations social, but decision 
makers are sharing the decisions and planning as well. Show them 
the benefits are enjoyed together. 
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Your input helps design future 
phases. 
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