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A version of this document was presented by Arthur Cohen,
CEO of LaPlaca Cohen, at the Culture Track 2014 release
at The TimesCenter on Monday April 28, 2014.

The following are top-line insights from Culture Track 2014.
The comprehensive results from the study (and a video of the
presentation) can be downloaded at LaPlacaCohen.com/culturetrack.

Twitter: @LaPlacaCohen #culturetrack



What 1s
Culture Track?




An ongoing study, Culture Track has
been fielded six times since 2001.

2003 2005
2011 2014

2008



A national study focused exclusively

on the of

Attitudes, Culturally
Motivators, active
and Barriers audiences




Why
Culture Track?




N

|
st

-

—y

AL, .
. ._\;::"\ §"% - ’A vall
- : —
i R ~- . -
. .

HOW A NATION ENGAGES WITH ART

HIGHLIGHTS FROM THE 2012 SURVEY OF PUBLIC PARTICIPATION IN THE ARTS
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Go Deeper
1Into meta trends, such as:

- search for authenticity
- self curation
- collaborative consumption




Understand

what’s really driving
or discouraging
cultural participation




Audiences are ...




overstimulated Dromiscuous

hyper-connected cynical

overcommitted self-focused



but curious




Today’s cultural audiences
are complicated and
ever-changing.




So Culture Track asked them...



what? how? why?



First, some
background




Methodology




Data collected from




18 {0 29 50 {o 69

4 audience M illennials
segments
by age




What we learned



Cultural Landscape




Participation has increased
for a majority of art forms,
with some exceptions.



PERCENT OF RESPONDENTS WHO ATTEND AT LEAST ONCE PER YEAR

Living Science History Art Musical Dramatic Classical Modern Classical Opera
museums museums museums museums theater theater music dance dance

. 2011 . 2014

en 23



Although audiences are
attending a wider variety of
activities, frequency 1s down.



NUMBER OF CULTURAL ACTIVITIES ATTENDED PER MONTH

none 1 to 2 events 3+ events
2014
30% 54%  15%

2011

27% 51% 22%




The oldest and youngest
ends of the spectrum
participate most often.



NUMBER OF CULTURAL ACTIVITIES ATTENDED PER MONTH (BY GENERATION)

Events
per month




The effect of the economic
downturn lingers.



ECONOMIC REASONS FOR DECREASING
CULTURAL PARTICIPATION

. 2011 . 2014

Reducing Cutting back Reprioritizing Prefer to
expenses across on leisure time/money spend more
the board activities spent on leisure time at home

en 29



But people are defining
culture even more broadly ...

... and they are open to
new experiences.
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define as a

. N\ participate at least
cultural activity \.

) onﬁ per year
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http://commons.wikimedia.org/w/index.php?title=User:Carterhawk&action=edit&redlink=1
http://commons.wikimedia.org/w/index.php?title=User:Carterhawk&action=edit&redlink=1
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define as a
cultural activity

38% Y'j‘

participate at least
once per year a live or recorded lecture online
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defineasa participate at least
cultural activity once per year



MASTERRIEGE 51%
O~

define as a
cultural activity

884

participate at least
once per year

non-commercial television



Motivators
& Barriers




Cultural audiences are
seeking both entertainment
and enlightenment ...



... and 1t’s less about being
“In-the-know” than 1t 1s about
being with who you know.



REASONS TO MAKE CULTURE A PART OF ONE’S LIFE

I “/a! I I l I I

. 2011 . 2014

Entertainment Time with Expand my Interest in Learn about  Introduction Supportmy  Escape Celebrate Be “in
& enjoyment  friends/ perspective  subject other to new things community  stress my heritage  the know”
family cultures

en 41



! KEY INSIGHT:
- MOTIVATORS

Not so carefree:
The younger you
are, the more

culture 1s about
escaping stress.

N




REASONS TO MAKE CULTURE A PART OF ONE’S LIFE (BY GENERATION)

Escape
stress




What drives participation?

Content, value, ana
peing social.



MOTIVATORS FOR ATTENDING CULTURAL ACTIVITIES

“/al I I I I I I l

. 2011 . 2014

Subject Cost Invited by  Friends’ Spouse/ Ease of Special Convenient  Publicity/ Critics’
family/ recs partner is getting event access buzz recs
friends interested tickets

en 45



What are the big barriers?

Cost, content and
(in)convenience.



BARRIERS TO ATTENDING CULTURAL ACTIVITIES

Cost Unappealing [t’s a hassle Can’t find Difficult Inconvenient [ find it
topic to get there anyone to to find hours unwelcoming
go W]th the time © 2014 LaPlaca Cohen 47

2011 . 2014




KEY INSIGHT:
BARRIERS (1)

Traveling 1in packs:
Almost 1/2 of

M illennials won’t

attend 1f it means

going alone.

-----

- e, s



BARRIERS TO CULTURAL PARTICIPATION (BY GENERATION)

Can’t find
anyone {o
g0 with




3 KEY INSIGHT:
: | BARRIERS (2)

Not for me:

Over 3/4 of [Pre-Wars
stay away if they feel
the programming is
not for them.




BARRIERS TO CULTURAL PARTICIPATION (BY GENERATION)

Unappealing
topic




Information
Sources




To learn what’s going on
culturally, broadcast and
print still matter ...



PRINT & BROADCAST INFORMATION SOURCES FOR CULTURAL ACTIVITIES
(USED OFTEN)

. 2011 . 2014

Sunday Daily Radio Brochures Regional Specialty National
newspaper newspapers magazines magazines magazines




... as do online sources,
which are still catching up.




ONLINE INFORMATION SOURCES FOR CULTURAL ACTIVITIES
(USED OFTEN)

. 2011 . 2014

Social E-newsletters  Cultural Newspaper Online Personal Cultural
media org sites sites magazines blogs org blogs



KEY INSIGHT:
INFORMATION

SOURCES

For M illennials,
social media
matters most.




ONLINE AND MAINSTREAM SOURCES (BY GENERATION)

M Millennials

Social media Sunday newspaper Daily newspapers Broadcast Television Cable/Satellite/TV/etc



Beyond Facebook and YouTube,
social media 1s driven
by the young(er).



USE OF SOCIAL MEDIA PLATFORMS

| | (BY GENERATION) o

Facebook YouTube Twitter Pinterest Instagram Tumblr Snapchat




Advance Planning



Advance planning continues
to be on the rise for the
visual arts ...



VISUAL ARTS ATTENDANCE PLANNING

2007 . 2011 . 2014

29 54 17 51D

Well in A few days in Same day as
advance advance event



... and even more so for
the performing arts.




PERFORMING ARTS ATTENDANCE PLANNING

2007 . 2011 . 2014
S-I 42h 9 3.

Well in A few days in Same day as
advance advance event



Technology &
On-Site Experience




Ownership of mobile devices
has skyrocketed since 2011.



OWNERSHIP OF MOBILE DEVICES

. 2011 . 2014

Smartphone Tablet/ iPod/
E-Reader MP3 player



Yet, few are using mobile
devices to enhance their
cultural experience on-site.



OWNERSHIP vs. USAGE OF MOBILE DEVICES ON-SITE

. 2014
Ownership

. 2014
Usage
On-Site at

a Cultural
Experience

Smartphone Tablet/ iPod/
E-Reader MP3 player



This 1s a transitional moment
for using technology 1n
cultural experiences ...



... and the audience 1s
leading the way 1n defining
the new norms.




KEY INSIGHT:
TECH USE ON-SITE

The “selfie moment:”
Tech-savvy audiences
are all about taking
and sharing photos
on their smartphones.



MOBILE DEVICE ACTIVITIES

! (BY THOSE WHO USE A DEVICE ON-SITE)

Taking Sharing Browsing Using a Social media Reading/ Using

photos photos cultural org’s search engine “check in” commenting cultural org’s
website about event on mobile app

social media

en 74



Audience Loyalty




| oyalty continues to
decline for both visual
and performing arts.



VISUAL ARTS PERFORMING ARTS

2011 2014
Il

% w/Memberships % w/Subscriptions



For visual arts membership,
affinity and value matter most.



MOTIVATIONS TO PURCHASE VISUAL ARTS MEMBERSHIPS

2007 . 2011 . 2014

Support orgs Less expensive Discounts on Members-only Special Permanent
[ like tickets parking, merch, events exhibitions collection
and food




For performing arts
subscribers, value and
content steal the show.




MOTIVATIONS TO PURCHASE PERFORMING ARTS SUBSCRIPTIONS

2007 . 2011 2014

aal sel ! zeh L

Less expensive Type of Support Subscribers- Simplify
tickets performance local orgs only events planning
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KEY INSIGHT:

PERFORMING ARTS
LOYALTY DRIVERS

DIY:

Fewer subscribers
want you to
choose for them.

< ' - ——



MOTIVATIONS TO PURCHASE PERFORMING ARTS SUBSCRIPTIONS

22 2900

Simplify
planning






Despite the economic
downturn, charitable
giving 1s vibrant.






Donors reward community
iImpact and organizations
they enjoy.




MOTIVATIONS FOR CHARITABLE GIVING TO CULTURAL ORGANIZATIONS

. 2011 . 2014

Support orgs Support orgs Support Help with Tax Help orgs Benefits
that benefit [ enjoy the arts funding deductibility achieve their received
community challenges potential

en 88



Sponsorship



Perceptions of cultural
sponsorship are positive
put nuanced.




More audiences believe
that sponsorship 1s
motivated by marketing.



NEGATIVE PERCEPTIONS OF CORPORATE SPONSORSHIP

2007 . 2011 . 2014

Sponsorship is just a Corporations should have Indifferent about No one benefits from
marketing tactic other priorities sponsorship sponsorship

en 92



But cultural sponsorships
are more admired than ever.



POSITIVE PERCEPTIONS OF CORPORATE SPONSORSHIP

2007 .2011 .2014
42 45 szl n/a! nl

Think highly of Feel good about More receptive Remember More likely to purchase
sponsor doing business to sponsor’s sponsorship when sponsor’s goods
with sponsor messages [ see sponsor’s logo o



What 1t means




Today’s audiences are
anything but passive.



The good news 1s that they
are open-minded and actively
seeking new experiences.



The bad news 1s that they
are more restless and
less loyal than ever.



To create the cultural
experience of the future,

meet audiences where they live
and understand how they feel.



CUrious heat seeking

plugged-1n born branded

up for anything discerning



What’s a cultural
organization to do?




L1sten to what
audiences have to say.



So we asked:

What’s a cultural
experience to you?




“Something that entertains,
enriches, challenges the mind,

and gives enjoyment.”




“Having ‘aha’ moments.”




“Something that offers
enrichment via sight,

sound, touch or taste.”




“An experience that
enlightens and

enlarges your world.”




“Something that takes you
above your everyday life—

1t raises your awareness
and uplifts you.”




“Something that enhances

your mind, body, and soul
In a unique and profound way.”




what do you think?

@laplacacohen
#culturetrack




For more information:

LaPlacaCohen.com/
culturetrack
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ABOUT LAPLACA COHEN

For 20 years, LaPlaca Cohen has helped many of the world’s leading cultural and creative
organizations build powerful connections and achieve greater impact through strategy, design,
and advertising. All of our work is grounded 1n a strategic understanding of cultural audiences,
which we gain through ongoing research and experience with clients who span the spectrum of
the cultural world.

In order to further advance our thought leadership and deepen our understanding of cultural
audiences at large, LaPlaca Cohen developed Culture Track (fielded six times since 2001)—a
tracking study focused exclusively on the ever-changing attitudes and behaviors of U.S. cultural
consumers, as well as the trends in attendance and the motivators and barriers that affect
participation.

Culture Track 2014 1s the product of over a decade of research and dedication to producing a
current, highly-actionable resource for the leading cultural institutions across the nation.
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