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The Audience AgencyWelcome! Today’s session outline:

• Welcome and introductions

• Why does audience data matter, and what 

does good practice look like?

• Our tips for dealing with common challenges

• Conversation in small groups

• Feedback and sharing

• Next steps



Enabling cultural organisations to use our national data to

increase their relevance, reach and resilience.

The Audience AgencyThe Audience Agency

• Non-profit technology and research social 

enterprise/UK charity. We champion audience-focused 

arts & cultural democracy in the UK and internationally.

• A single database of all UK households and their cultural 

engagement across all art forms from over 1200 UK 

organisations.

• Over 10 years of turning data into intelligence and 

insight and helping cultural organisations use it!



Some questions we’ll aim to cover today

What are our shared challenges and 

how can we overcome these?
Why does collecting quality 

audience and visitor data matter?

What does good practice look like? Next steps, and how we can support 

you…



The Audience Agency

If you’ve come here today with specific 
questions, or a challenge you’d like some 

support with, do put them in the chat.

But this is your forum so…





Why does good audience data matter? 

Good audience data helps you: 

• Understand who your audience is.

• Put your audience at the centre of 

your planning, make their voices heard

• Identify opportunities for development

• Measure progress and evidence your 

success

• Fulfil obligations to sponsors, funders 

& partners



Sources of audience data 

• Quantitative: eg audience surveys, ticket bookings, digital analytics

• Qualitative: eg audience surveys, focus groups, user panels, mystery shoppers etc

Ideally, you’ll be using a variety of different sources to build up a broad picture.

Your ticket and survey data can be benchmarked in the Audience Finder Data Tools, 

and supported with sector-wide insight such as TAA’s Cultural Participation Monitor

and Ticket Sales Dashboard.



Setting yourself up for success



Getting set for success

• Know your aims: what do you want to get from this research?

• Engage your wider organisation in the process

• Understand what resources you have available? (Do you need more, can you get 

more, or can you make better use of what you have?)

• Identify potential barriers and bias

• Give your team confidence through training, briefing, and two-way feedback



1. Identify the research needs

Returning vs new visitors, needs and expectations, informing an audience development 

strategy

2. Identify the barriers and challenges

Staff capacity, technical limitations, risk of over-surveying, potential for bias

3. Identify solutions

Setting realistic targets, created a sample framework, mixed methodology for collection 

(paper and tablets), staff training

Museum of the Home



Sample size: how many surveys should you collect?

• Sample size depends on the size of 

your audience, and the level of 

accuracy you need.

• Generally the larger the sample, the 

more robust your conclusions are about 

the whole audience.

• For reporting to national funders, 

including Arts Council England, all 

organisations are asked for a sample 

of 380 to meet formal 

requirements.

Further guidance on sample size 

in our website article.

https://www.theaudienceagency.org/resources/guide-good-practice-guide-to-sampling


Minimising bias

Skewed samples = skewed results = under-represented voices not heard,

quieter stories drowned out, and wrong decisions made

• Bias can come from: schedule, methodology, interviewers, respondents.

• Bias can be overcome by: using a sample framework, training, 

considering methodologies etc.

Further guidance on minimising bias in our website article

https://www.theaudienceagency.org/resources/guide-good-practice-guide-to-sampling


How to improve your survey response rates: a few tips

Respect respondents' time

Explain why the survey matters

Offer an incentive

Enthuse and train staff

Survey as soon as possible after a visit

Use mixed collection methods

Beware survey fatigue



Coming up



Audience Finder is evolving! 

The Audience Finder Data Tools are 

evolving into Audience Answers, a vital tool 

and service to help you interact with and 

analyse your survey responses and ticketing 

data: demographics and Audience Spectrum, 

to include events (like this one!)

This service will start with surveys for 

2023-24 and a new overview dashboard 

from 1st April in the platform, currently 

known Audience Finder Answers. Support and networks: an expanded programme

of friendly support to help you make the most of 

your data, and work collaboratively with peers.



Audience Answers Survey 23/24 Offer 

• Re-designed and options to suit all 

organisations whatever your size, budget or 

artform with ACE compliant and nation 

specific options. 

• Three plans available, Snapshot, Essential 

& In-Depth based on budget and 

organisation need.

• Register your interest for 23/24 now! 

We’ll then be back in touch shortly.

http://answers@theaudienceagency.org


• A segmentation system combing culture-specificity 

with geo-location.

• 10 core segments each with two sub-segments, with 

distinct profiles based on levels of engagement.

• Launched in 2016, now used by over 1200 UK arts 

organisations with international models in 

development.

• Analysis options within your audience data 

dashboards and enhanced options, including 

database licensing/tagging, benchmarking & 

analysis.

Audience Spectrum Pen Portraits | The Audience 

Agency

Audience Spectrum

https://www.theaudienceagency.org/off-the-shelf/audience-spectrum/profiles
https://www.theaudienceagency.org/off-the-shelf/audience-spectrum/profiles


Over to you



FAQs and next steps



• For English NPOs

31 March last opportunity to set up a survey for your 2022/23 audiences

14 April all data for 2022/23 to be uploaded to your Audience Finder account

31 May Final deadline for creating your audience report in Audience Finder Answers and 

submitting to ACE.

• For all current Audience Finder survey users

31 May all 2022/23 surveys will be closed

The Audience AgencyNoteworthy dates & deadlines



The Audience AgencyTop takeaways

•Be clear on your motivations

•Make it as representative as possible

•Put yourself in your audience’s shoes

•Engage and enthuse colleagues

Finally...

Share your experiences with us, and each other!



Next steps

• Keep the conversation going over on our Community 

• Talk to us about: 

Surveys for 2023-24

Fieldworker training

Bespoke research / evaluation

etc

• Explore the further resources we’ll share after this 

event



Thank you for coming!

• Slides and further resources  available in the 

Community

• Please give us feedback via the survey

• Get in touch if there's anything you'd like to discuss 

further

https://community.theaudienceagency.org/

support@theaudienceagency.org

https://community.theaudienceagency.org/

