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The 5 Studies

What are the emerging forms of cultural engagement?

The Cultural Engagement Index
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The 5 Studies

What will Philadelphia region’s population look like in 20207
Demographic Trends and Forecasts

In the Philadelphia Region
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The 5 Studies

How does our region’s engagement compare nationally?

Culture & the Arts Survey
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How do people migrate between cultural organizations?

Paid Patronage Study
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Who and what influence the decision to participate culturally?

Engage 2020 Focus Groups
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The Cultural Engagement Index
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in the Philadelphia Region Study
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1 Philly scores well...

Attendance at cultural events

going to the movies: 81%

mainstream Hollywood films |, :°

living museums 76%

(gardens, zoos, aquariums) | oo

general points of interest/ 74%

historic attractions | IS, 5o

national parks 72%
museum art exhibitions 57%

popular music 55%

e —

popular music 55%

in small spaces or clubs |, 6 c°:

live drama/theater 54%
walking/bus/boat tours 52%

music festivals 51% national

N B Fhiladelphia region

source. Culture & the Ants Survsy



1 Philly scores well...

Attendance at cultural events

45%

el e N ¢

going to the movies: 39%
independent releases I ;-

i 35%

e e | o

33%

ctssloal rueic | »=

26%

-

| 22%

classical dance or ballet _ 239%

21%

modern;denot [N w

. . 17“0
literature or poetry readings D -

6%

opera S 1o

source: Culture & the Arts Survey



2 Our bucket is leaking
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3 Personal practice Is a gateway

personal practice «— attendance
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4 People of color...engaged & growing

Cultural Engagement Index
hispanic 7 129
african american [ TN
white [N
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4 People of color...engaged & growing

Cultural Engagement Index
hispanic
african american | N
white —I

ulture Engagen

100

Greater Philadelphia’s forecasted population change 2000-2020

aggregate

2000 2020 % change

total population 5,888,000 6,439,000 9%
non-whites 1,652,000 2,226,000 35%

whites 4,235,000 4,212,000 -1%

source. Damographic Trends and Forecasts in tha Philadelphia Reqior



5 Families matter

Cultural Engagement Index by life-stage
U R e u e 100 |
young professional, with children
) ——— |
mid-life, no children [ N NG
retired couples
retired singles NN

source; Cultural Engagement Ingex
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5 Families matter

Percentage of people who agree:

arts enrich children’s understanding 88%

important to introduce arts at early age 84%
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5 Families matter

Percentage of people who agree:

arts enrich children’s understanding 88%

important to introduce arts at early age 84%

arts organizations are kid-friendly [ GGG 2

source: Culture & the Arts Su fvey
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6 Role models are key

Cultural Engagement Index
by presence of cultural role model

no cultural role model
in-family role mode ! | 5 T
out-of-family role mode ! |

both

136

source: Cultural Engagement Index
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/ Marketing is multi-channel
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/ Marketing is multi-channel

Where do you get information
about Cultural events?

T e S————————————————
word of mouth |GG,
email NG 7
ads in newspapers I -
radio programs [ NG oo

source: Culture & the Arts Surviey



8 Product matters

Top five motivations to participate in cultural activities

interest in particular exhibition or performance 75%

interest in the genre/period/style of the event 64%
convenient time or location 62%

cost of admission 55%

educational experience 50%

ource: Cufture 8 the Arts Survey: Philageinhia reQion only



Social connection Is huge

Things that are very influential in deciding
to attend cultural activities and events

spouse/partner wants to go [ INGNININGNGNGNGEGEGEGEGEGEGEGEGEEEEEEE 0o
cost of the event |GGG ::-
invited by family or friends [ GGG -
friends’ recommendations |GGG -
availability of discounted tickets [ GGG -
easy transportation/parking [|[IGTTGNGNGEGEGEGEGEGEGEGEEEEEE 20
held at trusted venue |GGG 2 0-
ease of obtaining tickets | KT -
special event (one night only) GGG 220
promotion of the event [[GTRNGGGEGE 1%
publicity surrounding event [[IEGNCGG 11

recommendation by critic [IIEGI: 6%

source; Culturs & e Arts Survey, Phiadeiphia ragion only



10 Service Is central

product artistry + logistics competence =
quality experiences

! = ) | 3

R TN N, nogathering

Ticket purchase

Duration

Time of day
Customer service
Parking

Transit

Safety

Post-event gathering



10 key findings
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5 hext steps

1)

Read the report

2)

Share it

3)

Read the 5 studies at philaculture.org

4)

|.D. opportunities that fit mission

5)

Build one innovation element into next year’s plan
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