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D står för



Everyone in your organisation is involved:









Audience development
looks very different in
different
organisations …



…so this presentation 
explores the ideas 
common to all 
audience 
development 
activity



E står för

Evidens



Take a guess:

• What percentage of the population of West Sweden 
visited a theatre in the past 12 months?

• What percentage of the population of West Sweden 
visited a museum in the past 12 months?

• What percentage of the population of West Sweden 
has never been to a live music performance and is not 
interested?



What happens to the way you approach audience development 
if you believe that almost everyone in your community is 
interested in what you do? 



What happens to the way you approach audience 
development if you believe that very few people in your 

community are interested in what you do? 



• What percentage of the population of West Sweden 
visited a theatre in the past 12 months?

• What percentage of the population of West Sweden 
visited a museum in the past 12 months?

• What percentage of the population of West Sweden 
has never been to a live music performance and is not 
interested?

53%

4%

41%



Is it because the core 
audience is more like us?

D står förDubbelgångare



Unless we look for the 
evidence, it’s too easy 

to believe that everyone 
thinks the way we do.  

But we are not normal!  
We know much more 

about the arts and 
culture than almost 

everyone else in our 
community.



S står för

Skor



We can remove barriers 
to engagement with arts
and culture but people
still don’t come.  Why 
not?

People mostly talk about 
three barriers: they are 
not interested, they have 
no time and it costs too 
much.  

Let’s look at why 
reducing ticket prices 
doesn’t by itself develop 
audiences.



P står för

Pris



Guess how much?

How did you know?



Put them in order of price, 
cheapest first

A     B     C     D



How much?

11 kr
Did you guess right?

We all have in mind an anchor
price – what we think a
normal tin of tomatoes might 
cost, usually based on our 
experience of going shopping.

Then we look at this particular 
tin of tomatoes and adjust our 
guess relative to the anchor 
price: up a bit because the 
tomatoes are “ekologiska” 
and back down a little 
because this is a low price 
brand. 



B     A     D     C

11 kr5 kr 13 kr 32 kr



Perceived 

value
Price

We don’t just look at the price when we make 
purchase decisions.  We compare the price with our 
anchor price and with how much the product – in 
this case a cultural activity - is worth to us.



Perceived 

value

Price

Would you buy?



✓Yes

Perceived 

value

Price



Perceived 

value

Price

Would you buy?



Perceived 

value

Price

 No



Perceived 

value

Price

Would you buy?



Perceived 

value

Price

?

It’s complicated!  In this situation, you are more likely to question 
your perception of the value: it’s so cheap there must be something 
wrong with it.



Price

 No

Perceived 

value



Perceived 

value

Price

Our discounts usually aren’t big enough to make a 
difference.  Would you buy if you got a 50% discount?



Perceived 

value

Price

 No



Perceived 

value

Price

So the most important thing is to increase the perceived value.  
Then you might also give a discount if your target group is price 
sensitive. 



✓Yes

Perceived 

value

Price



Perceived 

value
Price

At heart, perceived value is about relevance – people 
are subconsciously working out “How relevant is this 
cultural event to me?”



R står för Relevans



Köp inte grisen
i säcken!

G står för

Gris



Övertyga
mig!

Most people are willing to take risks but they are 
carefully calculated risks.  We must persuade them 
that our cultural event is relevant to them…



Alla är “fantastiska och
unika” på nätet. Men hur
tar du reda på vad som är
intressant/inte intressant
för publiken?





It’s hard to choose which to event to click on because 
they seem so similar.  How can you tell which one is 
most relevant to you?  People need more
information



For sale: baby shoes; 
never worn

There’s a whole life packed into this six word story.  
We can use them to create relevance.



What would you expect from this festival?



www.patricksanders.co.uk

U står för

Upplevelse
Relevance is based on the 
whole experience from the 
moment someone decides to 
attend to the conversation 
with their colleagues at work 
the next day. 



Understanding and developing audiencesSean Perkins and Heather Maitland

Urgh! How 

pretentious!

I love Russian 
films, don’t 

you?

This is why changing where you do cultural events and 
activities can develop audiences.  People want to go to 
venues where they feel at home.







Var du ska börja?



Veta vad du vill



What kind of
audience
development is
right for your
organisation?

If you have lots of
audiences or 
participants who 
get involved once 
and never come 
back – like a 
revolving door –
then you need to…





If your audience is made 
up of a relatively small 
group of people who 
engage really frequently, 
then you need to …





If your audience does not represent the diversity of the
communities your organisation serves, then you need 
to...





Gå i någon annans skor





Don’t copy other 
organisations.  Your 
organisation is unique so 
you need to …



…tailor your audience development
to fit your artistic work, your

organisational goals and
the communities you 

serve.  



heather@heathermaitland.co.uk


