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ENCUESTA DE PARTICIPACION Y NECESIDADES
CULTURALES EN BARCELONA

PROCESO DE ELABORACION Y ANALISIS DE RESULTADOS

Barcelona, febrero del 2020

s

Instituto de Cultura de Barcelona
Ayuntamiento de Barcelona
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GRI'U’:ICO'39. MOTIVOS PARA INCENTIVAR LA ACTIVIDAD CULTURAL. RESUMEN
SEGUN GENERO.

P8. AHORA LE LEERE UNAS FRASES. ¢ME PODRIA DECIR EN QUE GRADO ESTA DE ACUERDO
CON CADA UNA DE ELLAS?

10 Media
8 74
9 67 6,7
o o 6.0
8 o
2
7.0 78 66 6,9 68 6,7 6.0 6,0
0
ACTIVIDADES GRATUITAS MAS ACTIVIDADES MAS RELACION CON ALGUIEN CON QUIEN IR
O MAS BARATAS CULTURALES EN SU SUS NECESIDADES E
BARRIO INTERESES
Hate fotel O Media Barcelona Hombres Mujeres

N = 1655
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GRAFICO 53. IMPORTANCIA DE LAS ACTIVIDADES CULTURALES.
P9. ¢QUE IMPORTANCIA TIENEN EN SU VIDA...?

Base total Media
N = 1655 p
La misica [Erad 16 47 8,3
La lectura, los libros, la literatura, la poesia _ 151 7 7.8
El cine, la fotografia, el audiovisual 205 95 7,3
Los actos populares 258 17,2 6,6
La pintura, el dibujo, las artes plasticas, la [PHEN 26.1 253 6.1
artesania : 2 ¥ '
‘ El baile o la danza 26,3 32,0 56
0 20 40 60 80 100
® Mucha importancia m Bastante importancia Poca importancia Ninguna importancia NS/NC
(9-10) (7-8) (5-6) (0-4)
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GRAFICO 54. ATRIBUCION DE VALORES A LA CULTURA.
P13. ¢ME PODRIA DECIR EN QUE GRADO ESTA DE ACUERDO CON LAS SIGUIENTES

AFIRMACIONES?
Base total Media
N = 1655
Las artes y la cultura son necesarias para la
sociedad 727 5,0 9.1
Las actividades culturales contribuyen a 67.9 6.7 8.9

la convivencia ciudadana

Las actividades deportivas contribuyen a
la convivencia ciudadana

©
©
o]
~

Através de las artes y la cultura he aprendido a 82
apreciar puntos de vista diferentes al mio 492 143 34 "
Participar en actividades culturales me ha dado la 7,6
oportunidad de relacionarme y conocer gente 180 9.4
0 20 40 60 80 100
B Muy de acuerdo M Bastante de acuerdo ' Poco de acuerdo ™ Nada de acuerdo NS/NC

(e-10) (7-8) (5-6) * (049



https://www.tresc.cat/magazine/28316/com-ha-estat-el-consum-cultural/
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Com ha estat el consum
cultural i com sera despres
del confinament?
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TEATRE
72 BARCELONA

Impacte de la pandémia COVID-19
en les percepcions i actituds
dels espectadors teatrals

a Catalunya
Juny 2020
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Després d'aquesta crisi hi haura menys
teatres, alguns es veuran obligats a tancar

(59,7% d'acord)

Aquesta crisi sera una oportunitat per al
sector de les arts escéniques per a innovar
en nous formats o nous espais (56,3

A'arnrd)
a acorqa)

20 82

27 19

28,4

a54

438

143

125



https://drive.google.com/file/d/1wbldgty2410WayvNLk1TrWpIDIk3P_Y2/view

Alguns teatres han comencgat a oferir o s’estan plantejant oferir obres no només de manera presencial al teatre, sin6é també a través
d’internet de forma virtual. En aquest sentit, fins a quin punt estaria disposat a pagar per veure un espectacle teatral online? % respostes

325

58 .22

437

145

Fins a quin punt estaria interessat a disposar d'una plataforma online aml
un cost fix a I'estil de Netflix o HBO on poder veure obres dels teatres? %
respostes

—- 79 26,6 229 27,8 10,7
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Se ha preguntado si sus organizaciones han desarrollado alguna oferta digital especifica
para el confinamiento.

Un 73% ha puesto en marcha alguna actividad digital en estas semanas, la mayoria (62%)
ha ofrecido contenidos digitales gratuitos y un 19% ha desarrollado actividades solidarias
respecto a la crisis sanitaria. Un 11% ha promocionado la venta online de sus productos
culturales previos y un 9% ha conseguido nuevos ingresos lanzado nuevos productos de
pago o actividades patrocinadas.

Promocion de la venta online de productos fisicos: descuentos, vales de
regalo...

Venta de productos digitales: libros, peliculas, musica, grabaciones...

Actividad online gratis: exposiciones, cine, teatro, musica, entrevistas y
debates, visitas guiadas...

Actividades de pago o patrocinadas: cursos y talleres, concursos, contenido
audiovisual...

Actividades solidarias con las necesidades de la crisis sanitaria: fondos,
apoyos...

No hemos desarrollado nada extraordinario

Respecto al papel desempefnado por la cultura durante el confinamiento, una mayoria
del 71% defiende que esta aportado entretenimiento cuando es mas necesario y mas
del 50% creen que ha aliviado problemas psicolégicos y ha aportado formacion e
informaciéon mas necesarias. Tan solo el 11% creen que la presencia cultural en nuestra
vida esta siendo menor.

Si, aportando entretenimiento cuando ha sido mas necesario

Si, cubriendo una demanda extraordinaria de formacion e informacion

Si, como respuesta terapéutica a situaciones de estrés, soledad o miedo

No, ha desempenado su papel habitual

N
IR

El consumo de cultura ha disminuido durante estas semanas
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Un nuevo escenario para el sector

14. Di

acion de 13 oferta
1ICION de 1a oferie

El 88% apuesta por la digitalizacion de la oferta, pero solo para el 3% en exclusiva. Para
el 45% conviviran contenidos digitales y presenciales, y para el 40% los digitales seran
solamente un complemento a la experiencia presencial.

A medio plazo, nuestra oferta cultural sera exclusivamente digital

Aumentaran los contenidos digitales, conviviendo con las actividades
presenciales

Desarrollaremos mas actividades digitales, pero solo como complemento a
la experiencia presencial

No es viable en nuestro caso la digitalizacion de la oferta

La facilidad para que el publico acepte el cambio a un formato digital y esté dispuesto

a pagar por ello reciben la puntuacion mas baja (4,45 y 3,34 sobre 10). Tampoco las
organizaciones culturales estan listas para la transformacion digital (5,47) ni disponen de
plataformas para distribuir sus contenidos (5,30).

Nuestro publico va a aceptar con facilidad el cambio de nuestra oferta a un
formato digital

Nuestro publico asumira sin dificultad el pago por nuestros contenidos en
formato digital

Mi organizacion esta totalmente preparada para una rapida transformacion
digital de su actividad

La distribucion de nuestros contenidos digitales requerira plataformas
compartidas de comercializacion
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16 Raciineracian de niihlicoc
16. Recuperacion de publicos
! }

El grado de acuerdo es elevado (8,58) respecto a la necesidad de estrechar vinculos con
el publico y llegar a nuevos publicos. El acuerdo es menor (6,39) respecto al interés del
publico por la cultura tras el confinamiento y sobre el posible impacto en el sector de una
crisis del turismo de masas (5,66).

‘ Tenemos que estrechar vinculos con el publico y llegar a nuevos publicos

El publico va a volver del confinamiento con mas ganas de propuestas
culturales que alivien consecuencias de la crisis como la soledad, el
miedo o el estrés

Una posible crisis del turismo de masas va a tener un gran impacto en mi
actividad
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Tan solo para un 22% la cultura saldra reforzada de esta crisis y para un 31% perdera
peso en la sociedad.

La cultura saldra reforzada en nuestra sociedad

‘ La cultura seguira teniendo el mismo peso que ahora

La cultura perdera peso en la sociedad

Tras esta crisis la oferta cultural sera diferente y mejor para un 34%, frente a un 27% que
opina que sera peor.

Diferente y mejor que la anterior

Esencialmente igual

Peor
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ENCUESTA
DE IMPACTO

En el Sector del Teatro
de Titeres, Visual y de Objetos

12 Oleada. Periodo: marzo, abril y mayo

TITERE

Encuesta realizada entre el 30 de marzo y el 4 mayo de 2020 por
el sistema de cuestionario online enviado por email a todo el
censo del sector.

TITERE
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Thinking about once the restrictions are lifted, which of the following are you likely to try
and avoid for the time being, because of coronavirus / Covid-19?
(as of May 31, 2020)

Germany United Kingdom United States
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Audiences felt more
deprived of popular music
concerts, comedy shows,
and the cinema, and this
sense of deprivation
peaked during October.

n=30-751 (Consumers of each type of entertainment activity)

Q: To what extent do you currently miss attending the following entertainment
activities?

Note: Percentages lower than 10% do not appear in the graph

High feeling of deprivation

60%

50%

40%

30%

20%

10%

0%

PERCEPTION OF DEPRIVATION

Low feeling of deprivation
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LEVEL OF CONCERN -9

LEPOINTDEVENTE.COM g

Quebec entertainment
consumers seem to have
become accustomed to
the pandemic, and are
much less worried about it
now than they were when
it started.

However, they still have a high level of
concern about attending crowded venues
such as bars and nightclubs, festivals,
concerts, and sporting events.

n=22-806 (Consumers of each fype of enfertainment activities)

Q: How worried would you be about engaging in the following
entertainment activifies at the moment?

Note: Percentages lower than 10% do not appear in the graph.

Evolution of concern since the start of the

Aquarium/zoo

Educative museum

Multimedia experience

Art/design museum

Restaurant

Movie theatre

Play

Classical concert

Comedy show

Dance

Sporting event

Live music concert

Festival

Bar/night club

Notworried at all + Not very worried Somewhat worried Very worried

pandemic (April 2020)
*Very worried"

-24 pts

17 pts

-14 pts

-18 pts

-15 pts

-21pts

-25pts

-27 pts

-21pts

-13 pts

-24 pts

-12 pts

-20 pts

-6 pts

Variance (en points)




https://www.gvpta.calfiles/docs/GVPTA-PatroninsightsReport-Sep_11_2020.pdf

B.C. Patron Insights

September 11, 2020

Produced by

GVPTa

Questions may be directed to GVPTA executive director,
Kenji Maeda at kenji@gvpta.ca or 604-608-6799.

At GVPTA, we acknowledge that our organization is located
on the unceded territories of the Coast Salish peoples of the
x*madkwayam (Musqueam), Skwxwi7mesh (Squamish),
and Salilwatat (Tsleil-Waututh) Nations.

This report includes data collected between July
21 and September 8, 2020, through the GVPTA
B.C. Patron Insights program — a decentralized
data collection strategy.

Data in this report represents responses from
2,189 patrons surveyed by 11 participating
organizations across British Columbia, including
those based in Metro Vancouver, Kamloops,
Kelowna, Nelson, and Quesnel.

We recognize that accurately measuring patron
sentiment will continue to be a moving target as
new realities emerge for individuals,
communities, and across the province.

To learn more about B.C. Patron Insights and to
have your organization participate, visit
www.gvpta.ca.

GVPTA B.C. Patron Insights | Greater Vancouver Professional Theatre Alliance | www.gvpta.ca
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# OF DIGITAL ARTS EVENTS, PEFORMANCES, OR
VIRTUAL TOURS ATTENDED SINCE MID-MARCH

% OF TICKET PRICE PATRONS ARE WILLING TO
PAY FOR SAME LIVE PERFORMANCE ONLINE

n=2175
More than 10 7%

6to 10 8%

3to5

lor2

None 41%

0% 10% 20% 30% 40% 50%

n= 1645
80% to 100% 12%

60% to 79% 15%
40% to 59%
20% to 39%

1% to 19% 9%

Not Interested 11%

m 0% 10% 20%

What We See

58% have attended at least one digital/online arts and culture
event, performance, or activity. The most engaged patrons who
participated in 6 or more accounted for 15% of respondents.

What We See

27% of patrons are willing to pay 60% or more of the regular
ticket price for the same live performance online. A further 30%
of patrons would pay 40-59% of the regular ticket price. Only
11% of respondents are not interested in buying a ticket.

GVPTA B.C. Patron Insights | Greater Vancouver Professional Theatre Alliance | www.gvpta.ca
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PATRONS BELIEVE ARTS AND CULTURE STRENGTHENS...

Strongly Agree Somewhat Agree
Quality of Life 81% 17%

Mental Health and Wellness 78% 19%
Civic Pride 62% 28%
Tourism 59% 31%
Economic Recovery 54% 34%

Business Community 48% 34%

0% 10% 20% 30% 40% 50% 60% w70% 80% 90%

What We See
All patrons agree that arts and culture strengthens the community in many ways,
including quality of life (98%) and mental health and wellness (97%).

GVPTA B.C. Patron Insights | Greater Vancouver Professional Theatre Alliance | www.gvpta.ca
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Audience views on attending are stable or increasing. In September 2020, 29% of past
attendees are ready to attend as soon as permitted. However, this varies across the

states/territories
29% of past attendees have returned to a cultural event recently. The proportion of

D

nded a cultural event of any kind in the past fortnight has increased

AtriAdiAan~cac that At A
audiences that atte

from 24% in July to 29% in September, as more venues and facilities reopen.

As performances return to venues, more people are buying tickets. The proportion
who are buying tickets has grown from 10% to 14%, and over half of ticket buyers are
buying tickets for events this month (51%).

Social distancing is helpmg more people feel comfortable at large venues. Comfort
levels have also increased with a range of performance venues including large theatres

and concert halls (67%, up from 61 '%5,) and comedy clubs or live music venues (37%, up
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» The majority of audiences now accept the use of face masks. In September 2020, 70%
say they would find face masks encouraging.

» Most audiences are satisfied with venue safety. Many also acknowledge the
circumstances where venue staff had made exira efforts to make people comfortable
and make the experiences as ‘'normal’ as possible.

. » Outdoor events and digital streaming continue to be the most popular formats.
However, the proportion who put digital streaming as their first choice has dropped back

SO
>

slightly across Australia (35%, down from 39%) and slightly more ;j-e(:.wp!e now rank
outdoor events more highly (39%).

» Slightly more people are paying for experiences, but not necessarily spending more.
When asked if they have paid for an experience online, 39% of respondents said they

have, compared to 36% in July and 34% in May 2-1328.
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Figure 3: Have you paid for any online arts & culture experiences in
the past fortnight? (Phases 1, 2 and 3)

‘September 8% 17% 2% 53%

May 1% 8% 18% 60%
m Purchased a single experience Subscribed to access content on-demand
Made a donation for something | experienced Other

m Have not paid
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AUDIENGE
OUTLOOK
VONITOR.

Supporting arts leaders in navigating the COVID crisis
— «~ B

krnark this website s the go-to source of information on research findings, scenario planning, and critical thinking about
@s and programming.

own has launched Audience Outlook Monitor, an international collaboration between top researchers, funders, service
zations, and hundreds of cultural organizations who want to make Informed decisions about how and when to re-start
amming based on rigorous research data

health officials consider how and when to re-open venues, we need to gain a sense of how audiences feel about going out agalr
stage a successful comeback.

yned a survey that will be deployed at regular time intervals by cohorts of cultural organizations in different
with funders and service organizations. Our initial US partners include CultureSource (Detroit), the Arthur M
Atlanta), Theatre Development Fund (New York City), the League of Chicago Theatres, Theatre Bay Area
the & be deployed throughout Australia in partnership with our colleagues at Patterns
incll for the Arts, Create NSW, Creative Victoria, and 4 eensland, Ir
Norway the survey will be deployed in Norway and the

ted in joinir




THE AUDIENCE INVOLVEMENT SPECTRUM

SPECTATING
Spectating is
fundamentally an
act of receiving a
finished artistic
product. Itis
therefore outside the
realm of participa-
tory arts practice,

https://www.audienceoutlookmonitor.com/

) W

ENHANCED
ENGAGEMENT
Educational or
“enrichment”
programs may
activate the creative
mind, but for the
most part do not
involve creative
expression on the
part of the audience
member

@

CROWD SOURCING
Audience becomes
activated in choosing
or contributing

rds an artistic

CO-CREATION
Audience members
contribute something
1o an artistic exper-
ience curated by a
professional artist.

AUDIENCE-AS-
ARTIST

Audience members
substantially take
control of the artistic
experience; focus
shifts from the
product to the
process of creation.

<

.

PARTICIPANT’S LEVEL OF CREATIVE CONTROL

CURATORIAL
INTERPRETIVE
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Under what conditions will you resume attending arts and cultural events?

This question also appears on Demand for Live Programming: Conditions for Return

2%
20%
30%
24%
26%
1%
(n=4101) (n=3m n=3789 (n=8616) (n=1060)
Georgia Aggregate Southeast Michigan Cincinnati Aggregate National PAC University Presenters

(May 14) Aggregate (May (May 19) Aggregate (May Aggregate (May
15) 20) 20)

Il pon’tknow
[l None in the foreseeable future

di

[ After 've been inated or develop

I Testing and treatment broadly available

[l Rate of new infections drops to near zero
As soon as legally allowed

(n=1132

LosAngeles
Aggregate (May
21)
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Have you watched any digital broadcasts or other digital content offered or recommended by

[Organization] since the health crisis started?

Aggreg ate

10%

Hlstory
Museums

(n=183)

Orch.

Zoo

Ope ra Theatre

(n=493)

Presenter

'] Not aware of digital content offered by [Organization)
Yes - Multiple times
Yes - Once

W No



Once | buy a ticket to a live performance, I'd like to have the choice of attending in-person or

watching a live stream at home.
[ strongly Agree
e 3

Neutral

3

Strongly Disagree

Georgia Aggregate Southeast Michigan National PAC University Presenters Los Angeles

(May 14) Full Aggregate Aggregate (May Aggregate (May Aggregate W1
(May 15) 20) 20) (May 21)



Optinn 3: A serias of two pre-recorded programa with directorial insights

Option 2: Aa edited Nl length 30-minyts recording of the production, svailladle on-demand

Option 11 A live stream of the prediuction as It is performed

| did not watch any online cultural programs | watched, but did not pay for programs | watched and pald for/contributed to programs
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Coronavirus Theater Survey
Quantitative Research Findings

Prepared By:
Shugoll Research
7475 Wisconsin Ave.
Suite 200
Bethesda, MD 20814

P
Shugol

April 14, 2020



Percent

100 ~

90 A

80 A

70 A

60 -

50 A

40 1

30 -

20 A

10 A

https://titeredata.eu/wp-content/uploads/2020/05/coronavirus-theater-report-washington-dc.pdf

3

A lot more
than before

Predicted Frequency of Attending the Theater Compared to Previous Years

B Total (n=2750)

Somewhat more About the same Somewhat less

Much less
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activities are shut down during the
pandemic, what (if anything) do you
miss most? Please check up to five.

. . What do you want more u Now that many of those cultural
Mlsslng u of in your life right now?
Connections il

respondents want more 53%

After getting outside, m

connection and fun in

54%
their lives—needs that

!

align with what they !

miss most from cultural

o
experiences.
[i<i] Getting outdoors — Spending quality time with family or friends
Bl Connection with other people Hl Having fun
I Fun Hl Relaxing or feeling less stressed
Bl Staying informed, with trusted information Bl Learning or experiencing something new
Bl Humor Escaping the stress of the real world
3% selected none of these. 5% selected none of these.

©2020 Culture Track 4
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How valuable to you personally

were those activities?

: P - Have you done any of these online or
Tunlng In to Dlgltal Trends ﬂ digital cultural activities yourself in the 0
past 30 days? Please check any that apply.
s A #1 Pre-COVID recorded performances | AT
range of online cultural

offerings, of which learning-

#2 Live-stream performances | AR
based activities are seen as

particularly valuable. ‘#3 Online activities for kids | EoOC T

#4 Online classes or workshops | [3ACIES

By S

cultural activities. #5Podcasts | [XATIE

Only top 5 activities are listed. Five point scale for value

Participation ranged from 17% to 12%. Top two responses are combined.

©2020 Culture Track E
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What Makes Digital Culture Valuable?

%Almost all [of the online
activities | tried] provided
a sense of community and
a strange kind of intimacy.
There was a sense of being
connected with the world
outside my house and the
grocery store.”

©2020 Culture Track

“Right now, | am
looking for things to
do with my children
that allow us to be
together and to
enjoy something
| don’t have to
organize myself. |
want them to learn
and to experience
the world.”

“The activities that were
most valuable were
those that helped me
accomplish a task or

: y
learn something new.”

“It was a chance to keep
in touch with creativity,
especially when it comes
from artists or places
that | admire. The
chance to interact with
them is a plus.”
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Were any of the online activities you used offered by the
following sources? Please check any that apply.

Looking to Content Creators 0

Respondents access digital
cultural content from a variety
of sources, with individual
performers being the single
largest category. Few are paying
for online access to culture. 38%

Individual performer,

artist, band, or ensemble
Zoo or

aquarium

Total exceeds 100% as respondents could select all that apply

©2020 Culture Track E
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A Vlnual Gateway Breakdown of Digital Users by Content Category and Prior Visitation

Many respondents who are Cultural Natural History Theate. Science Botanic
using online cultural offerings St W M e

had not physically visited
the same kinds of cultural

organizations in the past year.

74% NOT VISITORS 57% NOT VISITORS 55% NOT VISITORS 51% NOT VISITORS 44% NOT VISITORS
Art Too/ Classical Historic Library
Museums Aquarium Music Attraction
40% NOT VISITORS 37% NOT VISITORS 36% NOT VISITORS 32% NOT VISITORS 28% NOT VISITORS
Categories are listed in descending order of non-visitors in the past year. —

©2020 Culture Track



https://culturetrack.com/research/reports/

Do Digital Offerings Expand
0 “I hope this kind of “The rapid
Access fo cu“ure creativity in access shift to online
and availability grows programming and

in non-pandemic times.” digital exhibits
%]'m disabled, so even from my favorite

COVID-19 aside, | institutions across
the country has

appreciate digital access )\

6
| was able to I d :
to cultural explorations | ot

part|C|p.ate In activities participate more
that | might not and on my own
be able to afford schedule.”

might not otherwise have.”

financially.”

©2020 Culture Track
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is . When you do that again, what qualities will you be
looking for most from that experience?

ﬂ You shared that one of the things you're most excited to do

Play to Emotional Strengths

Respondents seek a variety of qualities from different cultural experiences, but activities that
are fun, lighthearted, and beautiful appeal most.

allenging or Emotionalk i Act =
. Beautiful ‘ Adventurous 0 Tt ; . oweril Y y'gﬁ:‘_, < .

© ©

Go to an

Qoo OO0

Visit a park, Go to a concert or See a play
garden, or zoo musical performance art museum

77, «“"X\aﬂ | P

Gotoa Go to a science Take an art, music, See a dance Go to a children’s
historic site or natural history or dance class performance museum

museum

3

>

0o 0°

\

Only the top three qualities for each activity are listed unless qualities were tied

£2020 Culture Track
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Who Gets Support

Respondents
continue to prioritize
human services

and religious

causes and more
strongly support
health causes since
COVID-19.

D What types of causes or organizations have you donated

money to in the past 2 years?

BEFORE COVID-19

1. Human services

Environment & animals
Arts, culture, & humanities

Education

Rl

Health

Giving in 2018-2019

"Human services includes poverty,

DURING COVID-19

Human services’

—

Health
Environment & animals (tie)

Arts, culture, & humanities (tie)‘

I ol o

Education

ving in 2020.

o

childrens services, eiderly care, etc
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The Change Respondents Wantt0S88 (L | w3 racsivtons beror oryou i the ftare?

Respondents indicate
a variety of ways
cultural organizations
could change to be
better in the future.
72% selected one or
more of these changes.

28% selected “Nothing—I wouldn't
change them at all

©2020 Culture Track

Please check all that apply.

o 00,00 '
@%lllllii 9
| oo

24% S ti | artist: Stories or content tha
upporting local artists 28% More fun s at
organizers, etc connect to my life
24% Friendlier to all kinds of | . More frequent new works
riendlier to all kinds of people % L foriial More freq
or exhibits
20% Treat their employees fairly

and equitably . "
Gz 14% More child-friendly

19%

18%

18%

Engage more young people
More focus on our local community

More diverse voices and faces

15%

Respons

Working with other nonprofits

in our community

ere grouped into themes using factor analysis. Total exce
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Figure 1  Longer-term impacts of COVID-19 on audience behavior

Thinking of your organization’s audiences in five years from now,
what would be different in the aftermath of COVID-19?

B Strongly Agree Somewhat Agree Unsure H Somewha Disagree W Strondy Disagree

There may be an increase in socio-economic divide in
propensity to participate in person

.Themmqybeagmatermdimcedemnd for digital arts -~ - .
experiences ’

There may be a generational divide in propensity to
participate in person

Audiences may be less inclined to attend arts events in
person

we saw before (i.e. in 2019)

There may be a greater audience demand for live arts
events and in-person experiences

Audiences may return to same levels of arts participation -
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October 2020

Commissioned by ﬂ ”
Wallace

AEA Consulting



e-center/pages/navigating-uncertain-times-a-scenario-planning-toolkit-for-arts-culture-sector.aspx

Long-Term Scenario Planning: Scenarios Introduction
Future States of the World

We have plotted four potential future scenarios

Cooperative Living

The virus is largely controlled within 12-15 months and focus
on social justice grows, creating a new sense of optimism and
rush back to the social scene with vigor and enthusiasm

HIGH PROPENSITY TO GATHER

Cooperative Living

New Means of Gathering @
A resurgent virus creates significant challenges but, U=
uitimately, deeply ingrained social behaviors persevere in w
transformed ways g

= New Means of Gathering
Digital Connection 3
While the COVID-19 pandemic is contained, the threat of fiture =
outbreaks leads to continued physical distancing and focus on
digital interaction -

=
Social Disintegration =
Prolonged outbreak of COVID-19 and recurring pandemics — Social Disintegration
from a mutated virus lead to the decline of social life and g
underlying support systems =

LUNCONTAINED / MULTIPLE WAVES SEVERITY OF THE PANDEMIC CONTAINED / LIMITED OUTBREAKS



Long-Term Scenario Planning

Scenario 3: Digital Connection

Macro Forces

CREATIVITY Arts Economy 8  Arts Participation

SOCIETY Domestic & International Travel -

r-arts-culture-sector.aspx

TECHNOLOGY Daily Average Screen Time ‘i

Creative production and consumption shift into the
digital world as reality technologies and other forms of
digital expression become increasingly popular and
affordable.

Streaming services and other forms of digital culture,
entertainment and learning thrive, but so do local arts
clubs, home-cooking and craft-making.

Design, videogames, software development, etc. dominate
while other creative industries are forced to adapt to
new behaviors.

ECONOMY  Unemployment Rate 4=

Impact on the global economy is smaller than first
anticipated, but — in the medium term — hotels,
restaurants and tourism experience a major slowdown.
'Distributed' working is normalized and improved by
digital and communication technologies.

Government spending is focused on health, innovation
and the environment — funding for the arts is reduced
and re-distributed with emphasis on digital and local
programming.

Philanthropic giving is directed toward wellbeing, the
environment and social equity.

Vaccine distribution is slow and unequal and the
psychological impact of the pandemic is pronounced,
creating a new sense of fragility that results in a reduced
propensity to travel or gather in large groups.

There is enhanced interest in physical and mental health
and their connection to the larger social justice and
racial equality movements.

Communication is integrated with technology and new
platforms enhance experiences — although, this deepens
the digital divide as not everyone has equal access.
Travel, especially long-haul, is minimized — business travel
becomes largely obsolete and micro/stay-cations become
increasingly popular as tourist sites or events can be
experienced virtually.

ENVIRONMENT  C02 Emissions 8-

Deepened concern with the climate crisis as research
connecting ecological imbalance with the rapid spread of
disease, as well as other natural disasters, grows.

Despite the increasing use of technology — or perhaps
because of — there is a new appreciation for the power of
nature and the outdoors to offer personal rejuvenation
and respite from a largely sedentary lifestyle.

Technological innovation across industries boosts
productivity, but bifurcates more people into digital
‘haves’ and ‘have nots’.

Existing tech giants — and some new entrants — increase
in influence.

The importance of digital presence and personality is
intensified as social life takes place virtually.Various forms
of reality technologies (VR,AR, MR) are normalized in
household entertainment.

Biotrackers and wearable technology are popular and
affordable ways to keep tabs on physical and mental
health.

POLITICS Voter Turnout -

The political landscape becomes increasingly fragmented
as new political ideas, ideologies and conspiracy theories
proliferate in the digital sphere.

There is 2 wave of nationalist sentiment as economic and
technological competition between the “East” and
“West” is intensified.

New communication technology encourages deep
collaboration at individual and institutional levels, while a
sense of local community is also deepened.
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Long-Term Scenario Planning
Scenario 3: Digital Connection
Arts & Gulture Sector Indicators

Pre-COVID-19
Baseline
In-person attendance In-person attendance decreases significantly as audiences are wary of unnecessary gathering, especially in large groups.
pe Cultural infrastructure is re-designed, re-purposed, reduced in scale and leased or sold in response to these changes.
- . Digital consumption increases exponentially as audiences spend more time in the home and seek new ways to connect,
DIQTE[J consumption - although some audiences get left behind.
Audience diversi Diversity increases marginally as digital programs focus increasingly on scale and costs are reduced; however, those
without high-speed internet connections or access to new technologies are increasingly left behind.
Emplovment Employment in the arts and culture sector contracts as attendance to physical infrastructure reduces, but new remote
pioyme roles, especially in digital and technology, simultaneously grow.
There i i in the vol f artisti k d and published b; ial media and
New work created ere is an increase in the volume o artistic work created and published by new creators on social media and new
digital platforms.
PPDd‘.KJIﬂg organzatjons - An increase in production is focused on digital content most suitable for streaming and at-home access.
Farned income Income generation direct from audiences and from sponsors increases as digital programs expand total users and paid
for online events are normalized.
Individual phianthmpic giv'ng In ac@owl@gement of Lhe challenges and uncertainq facing arts organizations — and the moral support that r.heyv
provide audiences — individual supporters are more inclined to donate to presenters and producers that they admire.
. . . Overall support for the arts from organized philanthropic organizations (trusts, foundations, etc.) decreases as funds are
Orgamzed ph|lanthmp|c gving directed toward other causes, primarily health and wellbeing, the environment and social justice.
Government fl.lldﬂg Government spending is focused on health, innovation and the environment as overall funding for the arts is reduced.



Long-Term Scenario Planning
Scenario 3: Digital Connection
Arts & Cufture Sector SWOT Analysis

STRENGTHS

Rapid innovation in cultural offerings and modes of consumption as growth in the digital
economy leads to a proliferation of ‘next generation’ arts and culture organizations.
The arts are increasingly 'democratized' as accessibility is increased via digital
technology and some audiences diversify.

Flexible working opportunities are enabled by enhanced digital and communication
technologies, creating new ways of working for artists and organizations.

Increased concern with collective wellbeing and the environment lead to new
sustainability practices and shift focus away from exponential growth toward quality and
social impact.

OPPORTUNITIES

New technologies and markets for digital consumption develop rapidly as new social
platforms and reality technologies are popularized — the arts and culture sector have
the opportunity to lead the way in content development.

New funding opportunities emerge especially for digital and local programming and
organizations that can demonstrate impacts on health, wellbeing and social justice.
Opportunities for outreach to new, diverse staff and Board to lead to digital futures.
Collaboration and co-creation of new content digitally and in local communities.
Increased demand for creativity in the home e.g. painting, musical instruments, creative
learning, reading and writing supports growth in these sectors.

Growth in digital and creative learning as more time is spent at home.

r-arts-culture-sector.aspx

WEAKNESSES

= Reduced propensity to gather in large groups and continued social distancing practices
significantly impact visitation to arts and cultural destinations — organizations are forced
to adapt or risk permanent closure.

= Reduction in global travel impacts the “event economy™ and attendance to major
heritage sites, tourist destinations, events and festivals.

= The physical design of traditional arts buildings are inefficient for new social norms and
distancing measures.

= Funding for the arts is shifted away from legacy institutions based on changing patterns
of consumption.

= Minimal opportunity to connect to audiences without internet access.

THREATS

= Visitation to traditional, location-based events and experiences is significantly reduced
forcing arts and culture institutions to re-think their business models.

= Increasingly challenging and competitive funding environment for the arts as social
impact (especially health, wellbeing and social justice) is prioritized.

= Arts and culture struggle to compete with digital offerings of large corporate tech firms
as the fight over audiences’ digital attention span intensifies.

= Organizations without existing digital production capabilities (or the resources to
quickly develop them) have reduced opportunities.

= Value and appreciation of material culture is threatened as the world moves more and
more into the digital sphere.
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Long-Term Scenario Planning
Scenario 3: Digital Connection
Arts & Culture Sector Stakeholder Impact Rl

Individual artists Individual artists continue to produce work and explore new mediums and forms of expression. Group works are more challenging to produce but
collaboration continues through digital means. Corporate sponsorship of artists as influencers increases as they grow their digital audiences.

There are closures among arts organizations of all types and size but especially mid-size organizations without the reserves or government support to
persevere, nor the ag:hty to transform to the new environment. Those that thrive are those that can develop meaningful digital initiatives at speed.

Arts educators Interest in formal and informal arts education initiatives is strong but there is a shift toward new technologies and forms of expression.The division between
art, innovation and technology diminishes and education curriculum reflects this.

The art market is rocked by a short-term slump in sales and high turnover of small galleries. It rebounds as online fairs and exhibitions become the norm.
Museums reduce their physical footprint and opening hours while enhancing digital presence. Local museums and “open houses™ for collectors become

popularlzed

Th f
cience, history and other educational institutions re-direct resources and collaborate to produce new and engaging
Some re-focus their missions toward social justice and racial equity.

e performance persists as people tu

podcasts, etc.).

igital content (

Creat]ve industries The creative industries experience a slowdown initially as the operating environment shifts but prove to be highly adaptive and growth continues. Software
e.g. fim / fashion / architecture developers and designers are the big winners, but new products and services emerge across sectors to address new customer concerns.

Individual philanthropy Individual philanthropy decreases in the short-term due to high levels of uncertainty but slowly grow again to pre-COVID levels. Support for the arts is
facxhtated through onllne platforms to support | both mdmdual artists and organizations.

In toml orgamzed phnlanr.hropy remains constant bu( fundmg priorities shift toward social justice, healthcare and the climate crisis. Support for the arts is
contingent upon its impact on these sectors being clearly measured and articulated.

The need and desire for large-scale cultural infrastructure is drastically diminished as work is conducted remotely and arts are presented primarily online.
Organizations attempt to re-purpose, reduce in size and lease or sell real estate, often at a loss.
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Lt

Digital ‘ Qf%@
Performances al

i n T h e i r' I n fa n Cy Trends in Audience Behavior — Digital Performances
Reaching New Audiences

Across all organizations, 43% of digital ticket buyers had never purchased a ticket for an
in-person performance, and an additional 14% of buyers had only ever attended in
person once.

Number of Bookers

An analysis of audiences for digital performances in 2020.

Created by JCA Arts Marketing

JCA ;
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Public Park (inc. Botanic Garden)

Zoo

Public Beach

Aquarium

Museum (e.g. Art, History)

Sports Arena or Stadium

Science Center or Science Museum

Community Swimming Pool

Concert Hall (e phony, Pop)

Dance)

Other Performing Arts (e.g. Live Theater

Movie Theater
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. Cultural experiences that allow for a visitor’s relative freedom of movement - and

particularly those that feature outdoor spaces - will likely benefit from increased demand.

This includes outdoor historic sites, parks, zoos, botanic gardens, etc.

Experiences involving enclosed spaces with minimal visitor movement - such as performing

arts enterprises - indicate lessened demand.

. Entities perceptually offering tactile experiences - such as science centers - are also at risk in

terms of immediately regaining their typical visitor volume.

How susceptible people believe they are to the virus may play an important role in their
attendance decisions. Symphony audiences tend to be comparatively older and thus may be

more concerned about contracting the virus.
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. Cultural experiences that allow for a visitor’s relative freedom of movement - and

particularly those that feature outdoor spaces - will likely benefit from increased demand.

This includes outdoor historic sites, parks, zoos, botanic gardens, etc.

Experiences involving enclosed spaces with minimal visitor movement - such as performing

arts enterprises - indicate lessened demand.

. Entities perceptually offering tactile experiences - such as science centers - are also at risk in

terms of immediately regaining their typical visitor volume.

How susceptible people believe they are to the virus may play an important role in their
attendance decisions. Symphony audiences tend to be comparatively older and thus may be

more concerned about contracting the virus.
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Intent to Visit 2020

US adults as of 11 April 2020, 84 organizations

mEOY 2019 Jan 31 Feb 28 mMar13 Mar 21 Mar 28 Apr4 mAprii
100

80

One week One month Three months Six months One year Two years Never

INTENTTOVISIT

N
o

=]

INTENDED TIME TO NEXT VISIT
bmpacts
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“What would make you feel safe and comfortable going to a museum,
aquarium, theater, zoo, or concert again?”

ultiple choice, select all that apply, choices populated by lexical analysis

m Performance Exhibit

I,  85.6%

Availability of Coronavirus vaccine 79.8%

I 67.3%

Government lifting travel, movement, access restrictions o0
0%

I  53.8%
thers visit
Seeing others visi 643%

; I 50.1%
Ability to be outside/outdoors 45.5%

I 37.1%

Availability of hand sanitizer 37.6%

I 29.7%

Organizations choosing to re-open 34.2%

! ] %
No significant changes necessary - | feel safe and comfortable 14:4% 25.3%
b

: . I 22.8%

Avoiding long lines of people S0

Limits on crowds (e.g. limit attendance) 24.3%
17.5%

9
Onsite health monitoring (e.g. taking guest temperatures) 3.2% 25.1%
2%

9
Knowing facility cleaning procedures e 16.7%
A

0% 20% 40% 60% 80% 100%

% INDICATING POSITIVE IMPACT ON PERCEPTION
®mpacts *April 14
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COVID-19 Sector
Benchmark

Real-time intelligence on the impact of our
changing world

Understand how you compare to an industry leading
benchmark of over 400 organizations across the North
America, the UK and Ireland.

Join the free Benchmark

/PURPLE
SEVEN/

In Partnership

NATIONAL

ARTS SMU |DataArts

This project is supported in part by the National Endowment for
the Arts through our partnership with SMU DataArts.

statista s

Latest Insights: COVID-19 and Philanthropy — Who is giving?
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Digital Culture
Consumer Tracking Stud

WAVE 6 OF 6 JUNE 2020

AUDIENCE@

Overview

Time consuming daily

After some declines in the median amount of
time spent consuming content per day,
online or offline, two of the categories (music
and TV) bounced back somewhat in week 6.
For film, video games, books, magazines and
audiobooks, there were no changes in week
6. TV continued to have the highest median
time across categories (3.3 hours per day).

Levels of downloading, streaming,
accessing

Week 6 saw no notable changes compared
to week 5 in the proportions downloading,
streaming and accessing any of the
categories.

Physical purchasing

Physical purchasing, like most other
consumption methods, saw a peak in week 2
across all categories. Despite declines in the
following weeks, some categories saw a
slight increase in week 6 and most remained
notably higher than the levels seen at the
start of the study (i.e. week 1).

Legal and illegal sources

The use of illegal downloading, accessing or
streaming methods has fluctuated, however
for most categories, on the whole, it has
declined over the course of the study. lllegal
streaming levels were notably lower than for
illegal downloading. There were marginal
changes from week 5 to week 6 for most
categories, however for magazines the level
of illegal accessing/downloading increased
by 10 percentage points and for audiobooks
by a significant 16 percentage points.

Other content categories

For other content categories, there were no
significant changes when comparing total
weekly consumption in week 6 to week 5.

Looking across all the weeks to date for total
weekly consumption, 9 out of the 17
categories have shown a general decline to
the point where they are significantly below
their highest points, which were seen in week
1 or 2. The remaining categories have only
seen marginal changes. In some categories
the decline is relatively small in relation to
their base number of content consumers, but
for others with a smaller base, the decline is
much more significant.

Wellbeing and lifestyle

Wellbeing measures saw only marginal
changes from week 5 to week 6. However,
the level of anxiety ("how anxious did you
feel yesterday?’) has declined in most weeks
- including week 5 to week 6 - and is now
significantly lower than the highpoint in week
1. Feelings of life being worthwhile have also
significantly shifted downwards from weeks
1to 6.

The percentage of people who reported
having changed their work/lifestyle owing to
COVID-19 measures was consistent with the
percentage in week 5, except for the
proportion self-isolating, which fell
significantly by 2 percentage points to 3%.
This measure is also the only one to have
significantly changed since the start of the
study



https://www.indigo-ltd.com/covid-19-after-the-interval-national-audience-surve

indigo indigo

Act 2

After the Interval

. | onal Audience Research
National Audience Research National Audience Researc

Wavaz |z Wave 2

Katy Raines
Katy Raines

Indigo-Ltd t © Indigo-Ltd



s://lwww.indigo-ltd.com/covid-19-after-the-interval-national-audience-surve

i After the Interval (Full results) " 5 Act 2 (Full results)
? n([iyo Findings At A Glance ? )1([1{/0 Findings At A Glance

137K 317 103K 258
Audience responses Organisations Audience responses Organisations
94% 74% 57%
missing
Covid-safe 'kite mark’ Masks for audiences
Safety & ok sonkic] Sogmiher e

7 Limited numbers x B

Qutdoor
Culture

3
Safety & Al Avoiding queues
: " Limiting attendance numbers . Q10 Audiences expect to
Comfort oD e et Economic bl

spend 4% more on
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Figure 3: Thinking about how you feel at the
moment, how likely would you be to do this
type of activity? average

Visiting a country park or other outdoor scenic area

0

o
w

Going to a bar or restaurant

f
:

Vlsmng an mdoov shopping centre for non-essential shopping

o
N]

Visiting a hwstonc place

[
o

Visiting a museum

wu
w

Visiting an art gallery or exhibition

y
4

Visiting the cinema

@
»
o

Going to the theatre

‘
S
0

Attending a live music event or gig

'S
o

Going to a swimming pool

IS
(=]

Going to the gym/a sports centre

. 1 Extremely unlikely to be the type of activity | would
consider doing

. 10 Extremely likely to be the type of activity | would do

Figure 4: Which, if any, of the following best
describes when you would feel happy to do this
type of activity?

Visiting a ccu'\tw park cr other outdoor scenic area

Visiting an r‘door shopping centre for non-ess

€«

Visiting a "|storc place

X

Going to a bar or restaurant

B

B
[
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- 4
Q
8
°
a

iting a museum

|
:

ng an art gallery or exhibition

Visiting the cinema

&

Going to the theatre

&

Attending a live music event or gig

«

Com] !o the gym/a sc-o'ts cent'c—

¢

Going to a swimming pool

. Have already been
“4 Plan to attend as soon as possible
Would visit - but would wait a few weeks
B Would visit - but would be in no hurry to do so
B Would not visit in the foreseeable future

87/covid-summary-final.pdf

Figure 5: How have your preferences changed
compared with what you might have chosen to
do before the COVID-19 outbreak?

i

Historic place

Street art:

Museum

Art gallery or exmbmor‘

Arts or cultural a(t\ /ny Vor children

Live cofm:dy

Community Femval or fete

Book festival or liter

ture event

Attending arts or culture c\a<s or course

Classical music performance or opera
-35%

Theatre eg pantomime,

wsical/play

Cinema

fevent eg ballet performance

Live music event

B Less likely to consider B More likely to consider



https://www.theaudienceagency.org/resources/developing-audiences/covidculture
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https://www.theaudienceagency.org/bouncing-forwards-digital-audience-survey-findings

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

| have discovered new forms of arts and culture m
online

The types of art and culture that | am viewing online m
is similar to what | would normally see in person

| am engaging with arts and culture online to reduce m
feelings of stress and anxiety

| am viewing more online arts and cultural content m — m
now, than | did before the COVID-19 crisis :

| am engaging with arts and culture online to boost
my mood m

® Strongly agree Agree  ®Neither agree nor disagree  ® Disagree Disagree strongly



https://www.theaudienceagency.org/bouncing-forwards-evidence-hub-interpreting-the-evidence-act-two-survey

Before: Yes: 25
Yes Interested: 36

During: Yes: 60

Possibly Interested: 46
Before: No: 75

During: No: 40

Not Interested: 18






https://youtu.be/wsSJhZsYr0Y
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1 - interactuar
2 - obtener datos
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AbilifyMyCite

(aripiprazole tablets with sensor)

Dispense the accompanying Medication Guide to each patient.

Dablets e 5euz-030-85
AbilifyMyCite

Needs a compatible mobile device. S (aripiprazoie tablets with sensor)
Please see U.S. FULL PRESCRIBING INFORMATION el [ u,";gfgf,,j’_;‘;gg&

including Boxed WARNING enclosed. % .
Keep Abilify MyCite® components out of the reach of children. e ‘
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Enrichment Entertainment Expression Perspective
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Stimulation Affirmation Release Essence
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MORRIS HARGREAVES MANTYRE > LATERALTHINKERS MORRIS KARGREAVES MCINTYRE » b LATERALTHINKERS
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The 7 Pillars of
Audience-focus

2

Outcome-

Vision-led orientated Interdisciplinary
Believe that the
audience is as

important as the

programme.

Believe it's
everyone’s job to
respond to
audience needs.

Believe outcomes
(change) more
important than

outputs (productivity)

34
v

il

Vision expressed as a
Cause: how what we
do will enrich
people’s lives and
benefit society.

Measure success by
depth of engagement,
audience needs met
and societal impact.

Work is delivered by
interdisciplinary teams
of all the talents,
valuing expertise but
ignoring hierarchy.

A

Brand
DNA-driven

Believe that Brand
is the DNA: the
who, why and

how of the Cause.

The Brand DNA
belongs to everyone
and frames, shapes

and guides every

aspect of their work.

5

Meaningfully-
segmented

Believe audience
engagement is driven
by deep-seated
motivations.

.Y
M

T

Uses the power of
psychographic
segments to connect to
these deep-seated
values and needs.

6

Insight-
guided

Believe that
audience insight is
the lifeblood of the

organization.

5

Listen to audiences,
collecting rich, deep,
data that illuminates
every aspect of
engagement.

Interactively-
engaged

Believe in enabling
and empowering
audiences and
communities.

Seeks two-way
audience exchange,
co-creating experiences,
building community and
growing social capital.

morris
o) p hargreaves
pmcintyre







HOW TO BUILD A LASTING RELATIONSHIP:

1. Cut on dotted line.
2. Rotate 180 degrees.




HOW TO BUILD A LASTING RELATIONSHIP:

1. Cut on dotted line.
2. Rotate 180 degrees.
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de Teatros, | Pepe Z_apata
; Z ! | S - pz.pepezapata@gmail.com

Festivales instagram + twitter: @PepeZapata



