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INTRODUCTION 

For arts presenters, finding new ways to attract audiences to live arts performances has 

long been a challenge. In 1974, the First American Congress of Theater (FACT) convened “to 

bring the leaders of American theater together to address a number of problems … including 

declining attendance and the need to stimulate youth and minority audiences,”1 but these issues 

were not solved and continue to be a source of frustration for arts presenters. With downward-

trending ticket sales plaguing performing arts events nationwide,2 an arts audience that is “older 

than the general population” of the United States,3 more existing arts organizations than 

interested patrons or donors,4 and rapidly declining contribution levels,5 it is evident that live arts 

performances are still losing the battle to the these external forces. Therefore, it is critical that 

arts presenters reevaluate and update the value proposition we are offering to our communities, a 

task that can be accomplished in two steps: 1) reframing how we view the problem of declining 

attendance at live art performances; and 2) reimagining how we program, market, and present art 

performances. Truly, as seasoned arts leader Kenneth J. Foster proposes, “Nothing less than a 

revolution in our approach to arts management is required if we are to create a transformative 

and lasting response”6 to the external threats facing performing artists and presenting 

organizations. 

 

 

                                                      
1 Diane Ragsdale, In The Intersection: Partnerships in the New Play Sector (November 2011), quoted in Clayton 
Lord. 

2 National Endowment for the Arts. 2008 Survey of Public Participation in the Arts. Page 1. 
3 Bob Harlow, Thomas Alfieri, Aaron Dalton, and Anne Field. Page vii. 
4 Kenneth J. Foster. Page 9. 
5 Ibid. Page 3. 
6 Page 4. 
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BACKGROUND & RESEARCH TOPIC 

During a class discussion between aspiring arts administrators about marketing for the 

arts, the question of whether young adults have the money to afford going to arts performances 

was raised. A majority of the class, almost all young adults themselves, responded that, “No, we 

don’t have the money available,” immediately citing monetary priorities such as student debt, 

starting ‘adult’ lives, and potential unemployment. The professor listened to these answers, and 

when the class settled, responded, “But, don’t those same people also spend money going out for 

dinner and drinks with friends, renting movies, or attending sports events? The issue is not that 

they do not have the money to spend on attending live arts performances, it’s that they choose to 

spend it on other forms of entertainment.” 

Simultaneously intuitive and obscure, this observation applies to more than just young 

adults. All people, regardless of age, race, gender, or socioeconomic status, are constantly faced 

with the decision of how to spend their money on entertainment, whether it is on arts 

performances, bowling and beer, or not spending it at all. From this intuitive realization emerged 

the question central to this thesis: What can arts presenters, who “curate not only the art but also 

the constituency for an arts institution,”7 do to convince more people to spend their money on 

tickets to live arts performances rather than spending it on other forms of entertainment (or not 

spending it at all)? 

DEFINITION OF “LIVE ARTS PERFORMANCE” 

 For the purposes of this research project, live arts performance is defined to include any 

music, theater, or dance performance style, but does not include museum and gallery exhibits. 

                                                      
7 Alan S. Brown & Jennifer L. Novak. Intrinsic Impacts. Page 21. 
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Music Theater 

• Classical (including contemporary classical) 

• Jazz 

• Latin 

• Opera 

• Pop styles (pop, rock, hip hop, indie, etc.) 

• Country/bluegrass 
 

• Musicals 

• Non-musicals (plays, physical theater/cirque-style 
shows, comedians/comedy improve., etc.) 

Dance 

• Ballet 

• Other dance (modern, jazz, contemporary, tap, etc.) 

RESEARCH 

 Two research methods were utilized to explore what we, as arts presenters, can do to 

convince more people to spend their money on attendance at live arts performances instead of on 

other forms of entertainment. First, a general examination of existing research on this topic was 

conducted through a review of research studies and reports, articles, and blog posts pertaining to 

attendance trends, audience development, attracting new and diverse audiences, audience 

engagement and enhancement, use of technology in arts presenting, and other similar topics. 

Concurrently, a market research survey was distributed to arts patrons around the state of 

Wisconsin. 

SURVEY 

Built and administered through SurveyMonkey.com, the survey was designed to explore 

the overall entertainment consumption habits of Wisconsinites who purchased tickets to at least 

one live arts performance between the months of September 2011 and August 2012.8 The robust, 

62-question survey,9 available only online, was distributed via email by participating live arts 

presenting organizations around the state of Wisconsin during the months of October and 

                                                      
8 The first question in the survey acted as a filter to ensure that all survey participants had actually purchased tickets 
to a live arts performance between September 2011 and August 2012. 

9 All survey questions can be found in Appendix I. 
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November 2012. Each participating arts presenting organization was provided a unique web 

address to distribute so that collected responses would be automatically tagged, allowing analysis 

of responses on a localized (per theater) level or in aggregate (statewide). No identifying 

information was requested or collected throughout the survey,10 and, other than the tag indicating 

which theater had sent the survey link, responses were completely anonymous. 

PARTICIPATING LIVE ARTS PRESENTERS 

 Six live arts presenting organizations11 from around the state of Wisconsin agreed to assist in 

this research project by distributing the survey to all of their patrons who bought tickets to at least 

one performance between the months of September 2011 and August 2012. Several factors played 

into the selection of the arts presenters, and, ultimately, the six were selected based on their 

locations, the variety of performance art genres they present, and their willingness to assist in this 

research project. The participating presenters were: 

• Center for the Arts, University of Wisconsin-Platteville, Platteville, WI 

• Eau Claire Regional Arts Center/State Theatre, Eau Claire, WI 

• Marcus Center for the Arts, Milwaukee, WI 

• Overture Center for the Arts, Madison, WI 

• The Grand, Wausau, WI 

• Weidner Center for the Performing Arts, University of Wisconsin-Green Bay, Green Bay, WI 

PILOT DISTRIBUTION OF SURVEY 

 On October 11, 2012, a pilot version of the survey was distributed via email to eleven 

graduates of the University of Cincinnati’s Arts Administration program. Results and feedback 

received from the pilot distribution were used to fine-tune the survey and response collection 

                                                      
10 Respondents who completed the survey were taken to a separate survey where they were given the option of 
providing their email addresses for a chance to win a prize in a raffle drawing. Email addresses collected through 
this separate survey were not associated with the research survey in any way, and the email list was destroyed 
immediately upon the awarding of the prize. 

11 See Appendix II for a map of the participating arts presenters. 
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protocol; however, responses collected through the pilot survey are not included in the overall 

analysis or results of this study. 

 DISTRIBUTION & RESPONSE RATES 

 A total of 85,842 arts patrons from all over Wisconsin were emailed a link to the survey 

by the six participating organizations. From this general pool, 2,889 surveys were started, and 

2,539 surveys were completed,12 yielding an aggregate completion rate of 3.0% and an average 

response rate of 3.1% per arts organization. Although the opportunity to win an iPod Shuffle 

upon completion of the survey was advertised, response rates were quite low, most likely due to 

the length of the survey.13 Survey feedback received also indicated that some survey takers may 

not have finished the survey because they felt several questions were too personal. Even with the 

low response rate, however, enough responses were collected to claim a significant sample size. 

Presenting Organization 
Emails 

Sent 

Surveys 

Completed 

Completion 

Percentage 

Center for the Arts, UW-Platteville 1,171 
122* 1.7%* 

Eau Claire Regional Arts Center/State Theatre 6,000 

Marcus Center for the Arts 51,942 1,394 2.7% 

Overture Center for the Arts 19,175 740 3.9% 

The Grand 3,756 63 1.7% 

Weidner Center for the Performing Arts, UW-Green Bay 3,798 220 5.8% 

Total 85,842 2,539 3.0% 

*Due to an error in survey distribution, responses collected from patrons of the Center for the Arts at  
UW-Platteville and the Eau Claire Regional Arts Center were inextricably combined. 

 
 
 
 
 
 
 

                                                      
12 A map showing respondents’ zip codes can be found in Appendix III 
13 Although a few participants in the pilot test of the survey indicated they felt the survey was too long, the decision 
was made to maintain the survey’s length and offer a prize to encourage participants to complete the long survey. 
In retrospect, it would have been wiser to shorten the survey. 
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LIMITATIONS & CAVEATS 

 When analyzing or utilizing this data for organizational or programming initiatives, three 

main caveats must be kept in mind: 

1. Although an attempt was made to collect responses from patrons across much of the 

state, the results of this survey are not representative of all live arts presenters or 

audiences, but, rather, are a snapshot of the entertainment consumption habits of the 

patrons of six Wisconsin live arts presenting organizations; therefore, while the results 

and insight provided by this survey can certainly be useful to other presenting 

organizations, prudence must be used when attempting to apply the results of this survey 

to a wider region. 

2. The survey was available online only, so distribution was limited to those live 

performance patrons who provided their email addresses to the presenting organizations 

from which they purchased tickets. Undoubtedly, there are many ticket-buyers who do 

not have, or did not provide, an email address, and, therefore, did not have the chance to 

complete this survey. Obviously, the responses of these patrons are important, but to 

collect both paper and online survey responses was unfeasible due to financial and 

logistical constraints. 

3. The survey was not distributed to Wisconsinites who did not purchase at least one ticket 

to a live arts performance between September 2011 and August 2012. Certainly, those 

who fall into this category would be able to provide invaluable information about 

entertainment consumption and how arts presenters might better attract new audiences; 

however, it was beyond the scope of this research project to include these community 

members. 



  © Jason Hurwitz 2013     7 

A similar research study, done with the inclusion of the community stakeholders mentioned in 

numbers 2 and 3, would be incredibly beneficial to the arts presenting field, and it is 

recommended that a collection of presenters work together to accomplish this goal. 

 Additionally, survey feedback indicated that some respondents experienced technical 

glitches while attempting to answer a few questions in the survey. Although SurveyMonkey.com 

was consulted regarding these errors, no solution was found; therefore, notice will be given 

whenever analysis that uses results from those questions is mentioned in this report. Finally, 

because this research project is focused on the overall (aggregate) entertainment-consumption 

habits of Wisconsin’s arts patrons, all data was merged, unweighted, during analysis. 

DEMOGRAPHICS 

 To engage new audiences, we must first understand our current patrons, and what they 

are looking for.14 After all, “It is not a new phenomenon that the country is changing 

demographically and yet too many arts organizations stay focused on the dreams and demands of 

older, upper middle class white people.”[sic]15 Capturing changing demographics, and 

differences in levels of diversity between Wisconsin’s arts audiences and the general populace, is 

an important first step in reframing our methods of presenting live arts performances to attract 

new audiences. Furthermore, through a comparative process of elimination, we can begin to 

establish the demographics and desires of those Wisconsinites who do not currently purchase 

tickets to live arts performances, enabling us to create new audience development strategies. 

 

 

                                                      
14 Bob Harlow, Thomas Alfieri, Aaron Dalton, and Anne Field. Page ix. 
15 Kenneth J. Foster. Page 9. 
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Age of Wisconsin Art Audiences

Younger Than the Mean

GENDER 

 Survey results show that Wisconsin’s 

arts audiences are 71.0% female and 29.0% 

male, a wider disparity in attendance between 

the genders than is generally observed through 

surveys of this type; however, these results 

cannot be viewed as an actual gender 

distribution because women have been shown to complete surveys more often than men.16 

Comparing the results against national data acquired from similar surveys, though, does seem to 

indicate that Wisconsin women do, in fact, attend live arts performances considerably more often 

than Wisconsin men, and other women, across the country (see graph above). 

AGE17 

 Wisconsin’s arts audiences have a 

mean age of 50.6, with 58.8% aged 50 or 

older, and the median and mode age is 59. 

According to the 2008 NEA Survey of Public 

Participation in the Arts (SPPA), 20.4% of the 

people who attend at least one of that studies’ 

benchmark art forms were between the ages of 45-54, with 49.4% aged 45 and older.18 Compare 

this with 25.0% of Wisconsin’s arts patrons who are aged 45-54, and 69.0% who are at least 45 

years old, and, as charted below, we can clearly see that Wisconsin’s ticket-buying audience is 

                                                      
16 Alan S. Brown & Jennifer L. Novak. Intrinsic Impacts. Page 28. 
17 The youngest survey respondents were 18 (as per the survey design), and the oldest was 87. Four outliers were 
omitted from age calculations: two responses for “Under 18,” one for “99,” and one for “100.” 

18 National Endowment for the Arts. Page 14. 

National data source: NEA 2008 Survey of Public 
Participation in the Arts. 
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older than the average national arts audience, which is, in turn, “increasingly older than the 

average U.S. adult.”19 

Age 18-24 25-34 35-44 45-54 55-64 65-74 75 + 

Wisconsin Arts Audience 3.5% 11.7% 15.8% 25.0% 29.9% 12.0% 2.3% 

National Arts Audience
20
 12.1% 18.5% 20.0% 20.4% 15.8% 8.5% 3.7% 

National Gen Pop
21
 14.1%22 13.3% 13.1% 14.3% 12.2% 7.2% 6% 

Totals may not equal exactly 100% due to rounding. 

RACE 

 An overwhelming majority of Wisconsin’s arts audiences are white (93.2%), which 

means that all other races, combined, comprise only 6.8%. This disproportionate attendance by 

race represents a significantly greater disparity than that found by the NEA’s Survey on Public 

Participation in the Arts (SPPA) for national arts audiences. Wisconsin’s ticket-buying arts 

patrons are also far less diverse than both the state and national general populations. 

Race 
WI Arts 

Audiences 

U.S. Arts 

Audiences
23
 

WI General 

Population
24
 

U.S. General 

Population
25
 

White (not Hispanic) 93.2% 78.9% 83.1% 63.4% 

Black/African-American 0.7% 7.0% 6.5% 13.1% 

Hispanic or Latino 0.9% 8.2% 6.1% 16.7% 

Other 5.2% 5.9% 5.1% 8.7% 

American Indian or Alaska Native 0.2%  1.1% 1.2% 

Asian 0.8%  2.4% 5.0% 

Native Hawaiian or Other Pacific Islander 0.0%  < 0.5% 0.2% 

Multiple Races 1.0%  1.6% 2.3% 

Other 0.4%    

Prefer Not to Answer 2.8%    

 
Totals may not equal exactly 100% due to rounding. 

Empty cells indicate no available information. 

 

 

 

 

                                                      
19 National Endowment for the Arts. Page 3. 
20 Ibid. Page 14. 
21 U.S. Census Bureau. ACS Demographic and Housing Estimates.  
22 Percentage of US population aged 15-24. Data for only the 18 to 24-year-old demographic is not available. 
23 National Endowment for the Arts. Page 14. 
24 U.S. Census Bureau. State and County QuickFacts. 
25 U.S. Census Bureau. ACS Demographic and Housing Estimates. 
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EDUCATION 

 Nationally, more than 48% of arts attendees

Wisconsin, more than 76% of arts 

Wisconsin’s ticket-buying arts audiences have a higher 

national arts audience. Further, the chart below shows that

significantly more educated than 

 

EMPLOYMENT STATUS & 

 More than 72% of Wisconsin’s arts patrons 

retired. Within Wisconsin’s general population, those percentages are 

respectively, and in the national public, 57.0% are employed and 17.7% claim retirement 

income.29 The largest fraction of Wisconsin

$100,000 and $124,999 annually

household income of at least $150,000

level in Wisconsin. Overall, Wisconsin arts audiences do not earn as much as national arts 

audiences. 

                                                      
26 National Endowment for the Arts. Page 14.
27 U.S. Census Bureau. State and County QuickFacts
28 U.S. Census Bureau. Selected Economic Characteristics
29 Ibid. Accessed 12/30/2012. 
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EMPLOYMENT STATUS & INCOME LEVEL 

Wisconsin’s arts patrons work full- or part-time, and 18.2% are 

Within Wisconsin’s general population, those percentages are 62.1% and 17.4%,

respectively, and in the national public, 57.0% are employed and 17.7% claim retirement 

of Wisconsin ticket-buying households (12.4%) earn 

annually. Nationally, 15.2% of arts patron households have an annu

household income of at least $150,000, whereas 12.5% of art patrons’ households earn at that 

ll, Wisconsin arts audiences do not earn as much as national arts 

National Endowment for the Arts. Page 14. 
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Employment Status 
WI 

Arts Patrons 

 

Income 
WI 

Arts Patrons
30
 

US 

Arts Patrons
31
 

Employed part time 11.3% Less than $10K 2.4% 2.5% 

Employed full time 54.7% $10K to $20K 1.1% 4.5% 

Self-Employed part time 2.3% $20K to $30K 3.1% 6.3% 

Self-Employed full time 4.1% $30K to $40K 4.8% 8.5% 

Not employed32 2.7% $40K to $50K 5.2% 8.3% 

Retired 18.2% $50K to $75K 17.4% 20.5% 

Student 3.7% $75K to $100K 16.8% 17.5% 

Stay-at-home spouse or partner 2.9% $100K to $150K 19.5% 16.4% 

  $150K and over 12.5% 15.2% 

  Prefer not to answer 17.1%  

ATTENDANCE: TRENDS, MOTIVATORS, & HABITS 

 Having established a framework of understanding about Wisconsin live arts patrons, we 

now turn to their attendance motivators and habits at various entertainment events. “The fact is 

that people attend different types of cultural events for different reasons, with different people, in 

different places, with different experiences … Arts organizations wishing to reach those 

audiences should be aware of such differences.”33 Therefore, it is no longer sufficient for 

programming, presenting, and audience development strategies to be made exclusively by 

‘highly skilled curators and artistic directors who prize their artistic autonomy,”34 and who 

justify their decisions with “assumptions based on ticket sales.”35 To develop innovative, 

forward-looking strategies that attract new audiences and strengthen relationships with existing 

patrons, it is essential that we understand all aspects of why Wisconsinites attend various forms 

of entertainment.36,37 

                                                      
30 434 survey respondents preferred not to answer this question, so calculations are based on 2,105 responses. 
31 National Endowment for the Arts. Page 14. 
32 Breakdown of this, and other, demographic data can be found in Appendix V: Demographic Responses. 
33 Francie Ostrower. Page 2. 
34 Alan S. Brown & Jennifer L. Novak. Intrinsic Impacts. Page 5. 
35 Bob Harlow, Thomas Alfieri, Aaron Dalton, and Anne Field. Page x. 
36 Ibid. Page ix. 
37 Francie Ostrower (page 3) makes an excellent point in reminding us that “Overarching statements about ‘cultural 
participation’ that fail to take the differences among events into account can … be very misleading.” While the 
analysis contained in this section of the report is clearly general observation, it does compare attendance trends 
and preferences across a variety of entertainment genres, thus proving valuable in providing a starting point for 
conversations regarding motivations for arts attendance.   
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DESIRES WHEN ATTENDING ARTS PERFORMANCES 

 According to the survey, 52.3% of Wisconsin’s ticket-buying arts patrons go to arts 

performances so that they can “enjoy something familiar and comfortable,” while 30.1% list 

having an opportunity to learn about, and experience, new cultures as their main reason for 

going. Only 17.6% credit having their boundaries pushed beyond their normal comfort zones as 

the most desired result of attending live arts performance. 

 

Although these results match the national research data, which shows that “most ticket 

buyers opt into performing arts experiences that reinforce their cultural identity and validate their 

preferences and tastes,”38 it is worth noting that the aggregate desire for familiarity and comfort 

does not apply equally when broken down by the demographic filter of race. In fact, of the five 

races represented by at least ten survey respondents,39 Whites were the only demographic to 

choose “familiar and comfortable” as their top desire when attending a live arts performance. 

Blacks, Hispanics/Latinos, Asians, and those who are multiple races all indicated that learning 

about, and experiencing, new cultures is their top priority.  

                                                      
38 Alan S. Brown & Jennifer L. Novak. Intrinsic Impacts. Page 10. 
39 “American Indian/Alaska Native” (6 responses), “Native Hawaiian or other Pacific Islander” (1 response), and 
“Other” responses were omitted from this portion of the analysis due to their small sample size (n < 10). 
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As a result of the fact that 93.2% of Wisconsin’s arts audiences are White, the general 

preferences of the aggregate audience are heavily influenced by this demographic group (as 

illustrated by the Aggregate Weighted Average in the chart above). Therefore, while it is 

important to know that a strong majority of Wisconsin audience members desire a live arts 

performance that lets them enjoy something familiar and comfortable, we also must remember 

that minority demographic groups, which are significantly underrepresented at Wisconsin’s live 

arts performances, may have different priorities and desired outcomes from attendance than does 

the majority. The general population of Wisconsin is becoming ever-more diverse, and yet our 

ticket-buying audience remains almost entirely White. If we are to increase the attendance levels 

of these minority groups, more needs to be done to recognize the increasing racial diversity of 

our state, and a conscientious effort to understand the needs and desires of every demographic 

group must be made. Market research studies, targeted at specific demographic populations and 

involving both survey and anecdotal data, would serve as a solid starting ground in this process, 

and continued interaction and conversation between arts presenters and our potential audiences 

would, eventually, provide an understanding of what these demographics are looking for when 

they attend a live arts performance. 
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WHY AUDIENCES ATTEND

Intuitively, we know that 

characterize cultural participation.

performances ranging from “Music restores my faith in life. It helps to remi

of life and the goodness of mankind. It makes all my frustrations disappear

entertainment and relaxation,” to

this notion. While many of the oft

reasons credited most often by Wisconsin arts audiences 

and “To spend quality time with the person I came with.

 

What is striking about the

apply specifically to arts performance

quality time with the person I came with” and “To have a night out” could as easily be 

justification for going out for drinks, bowling, or a movie as they are for going to a live arts 

                                                      
40 Francie Ostrower. Page 3. 

*All “Other” responses to this question can be fou
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ATTEND 

ly, we know that there is a large “diversity of motivations and circumstances that 

acterize cultural participation.”40 With answers to the question of why they attend live arts 

“Music restores my faith in life. It helps to remind me of the beauty 

of life and the goodness of mankind. It makes all my frustrations disappear,” to “F

to “Because my wife says so,” Wisconsin arts patrons confirmed 

While many of the oft-cited reasons for attendance are predictable, two of the three 

reasons credited most often by Wisconsin arts audiences are less expected: “To have a night out”

ime with the person I came with.” 

What is striking about these results is that these two top reasons for attendance do not 

apply specifically to arts performance but, rather, to general social experiences. “To spend 

quality time with the person I came with” and “To have a night out” could as easily be 

justification for going out for drinks, bowling, or a movie as they are for going to a live arts 

All “Other” responses to this question can be found, unedited, in Appendix VI: Why Audiences Attend.
A version of this chart broken down by demographic characteristics can be found in Appendix 
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performance. Indeed, “Much of the Social Bonding associated with attending live performances 

occurs before or after the performance … aspects of the experience that do not relate directly to 

the performers or to the art.”41 For a majority of our current ticket buyers, then, an overarching 

desire for a general social experience is realized through the secondary wish to attend a 

performance. In other words, for many of Wisconsin’s arts patrons, the primary motivation for 

attending live arts performances is not the art itself. In a general, mathematical sense, this 

manifests as	Attendance = Desire for Social Experience + Desire for Arts Performance. 

National research supports these findings. In Motivations Matter, Francie Ostrower writes 

that, for those who go to music or theater performances, “a primary motivation is to socialize 

with friends and family.” She goes on to point out that not having an enjoyable social occasion 

while attending an arts performance is one of the two negative experiences that most often 

results in patrons not returning for another performance.42 Similarly, the authors of Attracting An 

Elusive Audience write that, “The Audience Growth Initiative study suggests that multiple 

elements of the experience beyond artistic quality … play a role in determining whether first-

time visitors return for additional performances.”43 

Based on data collected in this survey, nearly all of Wisconsin’s arts audiences (93.7%) 

go out for dinner, drinks, or a fun night out in an average week, and an informal appraisal of 

restaurants, bars, and other entertainment venues quickly confirms that the general Wisconsin 

population does the same. With such a large percentage of the population ostensibly enjoying 

general social experiences on a regular basis, logic again suggests that a desire to attend an arts 

performance, rather than a desire for a general social experience, is the missing piece of the arts 

                                                      
41 Alan S. Brown & Jennifer L. Novak. Intrinsic Impacts. Page 16. 
42 Francie Ostrower. Page 4, 7.  
43 Bob Harlow, Thomas Alfieri, Aaron Dalton, and Anne Field. Page 50. 
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attendance equation. “People still want to gather with other people. What’s more, they still want 

to be together while they connect with art.”44 

These conclusions force us to confront the possibility that declining ticket sales can be 

attributed more to a problem with how arts are marketed and presented than to the personal or 

cultural shortcomings of non-attendees. This is not to suggest that arts performances are 

necessarily less relevant to the general population than they used to be; in fact, much of the 

research on this topic suggests that interest in the arts is not waning, but, rather, that a “dynamic 

shift in participation, both in amount and in form,” is taking place.45 According to the National 

Endowment for the Arts’ report Audience 2.0: How Technology Influences Arts Participation, 

“Over half of all U.S. adults (53%, or 118 million) participate in the arts through electronic and 

digital media,”46 and, given the tremendous increase in the number and convenience of arts 

media consumption technologies since that report was released in 2008, the percentage of the 

U.S. population that consumes arts through those mediums has, surely, increased significantly. 

This proposition does, however, suggest that much of the onus for declining ticket sales and the 

other challenges we currently face in the arts world lies with artists and arts presenters for 

allowing the external world to evolve while we continued to present our arts in, fundamentally, 

the same way we did 100 years ago.  

Historically, for a variety of cultural and technological reasons, arts presenting 

organizations had simply to provide venues, performers, and the services necessary to present 

those performers in order to attract an audience. Even in the face of stiff competition from other 

arts-presenting vehicles, such as radio, television, and the internet, and other forms of 

entertainment, countless presenters still operate in much the same way they have for decades. Of 

                                                      
44 Kenneth J. Foster. Page 10. 
45 Bob Harlow, Thomas Alfieri, Aaron Dalton, and Anne Field. Page vii. 
46 National Endowment for the Arts. (June 2010). Page 35. 
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course, most have recently begun trying to find ways to offer enhanced experiences around 

performances “to attract and retain audiences,”47 and, collectively, these efforts have come to be 

labeled audience education or, more recently, audience engagement. Unfortunately, as Kelly 

Tweeddale, Seattle Opera’s Executive Director, writes, “… arts organizations and the arts sector 

at large throw around the term ‘audience engagement’ quite irresponsibly, using it as the new 

buzz word that makes us feel like we are doing something.”48 This is apparent in that, quite 

often, audience engagement is used interchangeably with the term audience development. 

Perhaps it was not irresponsibility that caused this confusion between terms, but, rather, a 

general merger of practices over time for the purpose of streamlining organizational initiatives. 

Whatever the reason might be, however, audience development is surely a separate issue from 

audience engagement, though the two are inarguably related. Alan Brown and Jennifer Novak, in 

their presentation titled “Audience Engagement: Working Toward A New Vision,” note the 

difference between the two is that “Audience development can be measured quantitatively; 

audience engagement can be measured qualitatively … Audience development is focused mainly 

on filling seats; audience engagement is more about filling souls.”49 

This separation of efforts—audience development versus engagement—can be observed 

in that many of these audience engagement activities, designed to provide an opportunity for 

community members to learn more about the art forms being presented, materialize as lectures or 

discussions that take place at the venue before or after performances. Unfortunately, the timing 

(immediately pre- or post-performance) and location (at the venue) of most of these events make 

them less than accessible for those people who were not planning to attend the performance in 

the first place. In their research on the topic of audience engagement, Brown and Novak found 

                                                      
47 Alan S. Brown & Rebecca Ratzkin. Page 2. 
48 Kelly Tweeddale. 
49 Alan Brown & Jennifer Novak. Audience Engagement. Page 21. 
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that engagement activities are, first and foremost, “undertaken to heighten impact, although 

marketing outcomes are also desired,”50 verifying that these activities are primarily intended for 

current patrons, not for non-attendees. Consequently, although they certainly add value and 

depth of experience for current arts patrons,51 portraying audience engagement activities as 

audience development is somewhat insincere. Further, because these programs are developed 

around the idea that providing an opportunity to learn about the art form being presented is the 

missing factor in making the overall arts performance experience more inviting to non-patrons, 

they conform to our cherished, but outdated, tendency to “talk to our audiences rather than listen 

to them.”52 This practice was, as discussed previously, born from the rather egotistical belief that 

the problem is not with the art or its presentation but with non-patrons. 

There do exist a number of pioneering arts presenters who are attempting to reenergize 

the public to attend live arts performances, among them Kenneth J. Foster and Doug Borwick. 

Mr. Foster, Executive Director of Yerba Buena Center for the Arts in San Francisco, California, 

and former Chair of the Board of the Association of Performing Arts Presenters (APAP), was 

commissioned by APAP to write “Thriving in an Uncertain World: Arts Presenting Change and 

the New Realities” for presentation at the APAP annual conference in January 2010. In it, Mr. 

Foster tackled the topic of “what we, as arts presenters, can and should do in response to” the 

events surrounding the Great Recession. His approach did not subscribe to “the strategies that 

have worked in the past – tighten up, reduce expenditures and wait this out,” but, rather, 

suggested a radical solution: 

                                                      
50 Alan Brown & Jennifer Novak. Audience Engagement. Page 16. 
51 It is interesting to note that a strong majority (85.9%) of Wisconsin audiences reveal that they find the task of 
understanding and appreciating the performances they are attending to be either somewhat or extremely easy, 
12.7% find it neither difficult nor easy, and only 1.3% find it to be either somewhat or extremely difficult. 

52 Kenneth J. Foster. Page 19. 
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A more sophisticated and deeper response is demanded of us if we are to not just 
survive this particular moment but emerge from the crisis as a stronger, more vital 
arts ecology than we previously had been … If this is to happen, we have to do 
two things … The first is to reframe and rethink the current situation and the 
context within which it is occurring. The second follows from that reframing 
which is to rethink how our organizations operate and how we need to manage 
them in ways quite different from what our previous experience has been … No 
matter how counter-intuitive it may seem, now is the time to innovate.53 
 
Doug Borwick, past President of the Board of the Association of Arts Administration 

Educators, long-time Director of the Arts Management and Not-for-Profit Management 

Programs at Salem College in Winston-Salem, North Carolina, and CEO of the nonprofit 

organization management services company Outfitters4, Inc., recently wrote a short but powerful 

post on the ArtsJournal blog, in which he made the statement that: 

Historically, arts organizations have placed art, their understood mission, at the 
core of their work and thinking. To be honest, in that construct, the ‘community’ 
outside of the arts organization is often an afterthought, if it rises to the level of 
thought at all. My argument is that the mission really lies in the relationship 
between the arts organization and the community. The art is at the center of that 
[sic] … I am advocating for a shifting of our frame of reference about the art from 
our own internal understanding of (and passion about) it to the point at which the 
art brings meaning to the larger community-shifting the center.54 

 

 

 

 
 
 

                                                      
53 Kenneth J. Foster. Pages 4-18. 
54 Doug Borwick. 

Doug Borwick’s visualization of “shifting the center” 
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These two arts leaders and innovators are doing precisely what must be done at this 

crucial moment in the history of arts presenting. To truly make audience development about 

bringing new audiences to arts performances requires that we reframe the conversation about 

how to attract them within the context of their wants and needs and the world around all of us. 

While many forms of audience development and engagement, such as bussing K-12 students to 

performances at our venues, are certainly important in building future audiences, they continue 

to subscribe to the failing “arts are intrinsically worth it” argument and compete against better-

funded enticement campaigns by sundry other forms of entertainments. We need to intensify our 

efforts. We must let “go of some long held assumptions and [adopt] an entirely new approach to 

the way that we function,”55 through innovative methods of positioning arts performances at the 

center of more general social experiences rather than as the social experience. 

CHANGES IN ATTENDANCE LEVELS 

Overall, this survey’s results show that attendance between September 2011 and August 

2012 increased as compared to the same time period the previous year. A majority of 

Wisconsin’s ticket buyers (56.2%) attended the same number of live arts performances as they 

had during the previous year, a quarter went to more performances, and fewer than 20% attended 

fewer live arts performances.56 On the other hand, while 65.0% of Wisconsin’s arts audiences 

went to the same number of sporting events as they did the previous year, only 12.9% went to 

more sporting events, and 22.1% went to fewer, resulting in an overall decline in attendance at 

sporting events from the previous year. 

                                                      
55 Kenneth J. Foster. Page 4. 
56 Although there has been an uptick in attendance in the last year, general levels of attendance remain a concern 
because the multi-year trend still shows decreasing ticket sales. 
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As illustrated in the graphs below, of Wisconsin’s arts patrons who made a change in 

their frequency of attendance, more chose to increase, rather than decrease, the number of 

performances they attended during the time period under review. Based on the fact that 62.4% of 

current ticket buyers reported being more financially stable than they were the previous year, this 

upturn in attendance may indicate that the effects of the Great Recession are dissipating.57 After 

all, “we are inextricably linked to the ‘real world’ …The effect of the economic downturn on arts 

organizations has certainly demonstrated how entwined the arts sector is in the economic 

ecosystem of the country.”58 Other possible reasons for this upturn might include, for example, 

the general appeal of the performances offered or increases in the amount of time patrons had 

available.  

 

  

Change in 

Attendance 

Change in Patron’s 

Financial Situation 

Change in Patron’s 

Available Time 

More 

Stable 

Less 

Stable 
Total 

More 

Available 

Less 

Available 
Total 

Arts 
Performances 

Attended more 16.7% 8.8% 25.5% 15.5% 10.0% 25.5% 

Attended fewer 10.0% 8.3% 18.3% 9.0% 9.3% 183.% 

Attended the same 35.8% 20.4% 56.2% 32.4% 23.8% 56.2% 

Total 62.4% 37.6% 100.0% 56.9% 43.1% 100.0% 
 

Sports 
Events 

Attended more 8.2% 4.7% 12.9% 7.6% 5.3% 12.9% 

Attended fewer 13.2% 8.8% 22.1% 12.1% 10.0% 22.1% 

Attended the same 40.9% 24.1% 65.0% 37.3% 27.8% 65.0% 

Total 62.4% 37.6% 100.0% 56.9% 43.1% 100.0% 

                                                      
57 Of course, it is also possible that, for example, audiences found the arts performances available during this time 
period more appealing than during the previous year. 

58 Kenneth J. Foster. Page 14. 
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TIME AND MONEY SPENT

 Between September 2011 and August 2012, Wisconsin arts patrons attended an average 

of 7.4 performances (the national average was 5.2 in 2008

to six or fewer performances. The largest percentage of patrons (11.1%) attended three 

performances, while the next-largest portion (11.0%) went to five performances.

the largest crowds (79.5% of Wisconsin’s audiences), plays were the second

(59.3% of Wisconsin patrons), and classical music came in as the distant third

form with only just 27.8% of all Wisconsin arts audiences

The largest percentage of Wisconsin ticket buyers (15.1%) spent, on average, between 

$50 and $59 on tickets/admission to each individual arts performance, including handling and 

processing fees. The next-most reported spending range was b

spending levels were, overall, higher than the previous year.

typically spent between two and three hours attending each live arts performance, while 16.4% 

spent three to four hours, and 14.8% spent b

                                                      
59 National Endowment for the Arts. Page 14.
60 For this calculation, the answer “20 or more” was valued at 20. Given that 9.1% of respondents selecte
answer, more detailed data would most likely lead to a higher average number of performances attended.
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TIME AND MONEY SPENT ON VARIOUS FORMS OF ENTERTAINMEN

Between September 2011 and August 2012, Wisconsin arts patrons attended an average 

performances (the national average was 5.2 in 200859), although a majority (58.1%) went 

to six or fewer performances. The largest percentage of patrons (11.1%) attended three 

largest portion (11.0%) went to five performances.

the largest crowds (79.5% of Wisconsin’s audiences), plays were the second-best attended 

(59.3% of Wisconsin patrons), and classical music came in as the distant third-most attended art 

form with only just 27.8% of all Wisconsin arts audiences in attendance. 

The largest percentage of Wisconsin ticket buyers (15.1%) spent, on average, between 

$50 and $59 on tickets/admission to each individual arts performance, including handling and 

most reported spending range was between $70 and $79.

spending levels were, overall, higher than the previous year. A majority (64.8%) of patrons 

typically spent between two and three hours attending each live arts performance, while 16.4% 

spent three to four hours, and 14.8% spent between one and two hours at performances.

National Endowment for the Arts. Page 14. 
For this calculation, the answer “20 or more” was valued at 20. Given that 9.1% of respondents selecte
answer, more detailed data would most likely lead to a higher average number of performances attended.
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ORMS OF ENTERTAINMENT 

Between September 2011 and August 2012, Wisconsin arts patrons attended an average 

), although a majority (58.1%) went 

to six or fewer performances. The largest percentage of patrons (11.1%) attended three 

largest portion (11.0%) went to five performances.60 Musicals drew 

best attended 

most attended art 

 

The largest percentage of Wisconsin ticket buyers (15.1%) spent, on average, between 

$50 and $59 on tickets/admission to each individual arts performance, including handling and 

etween $70 and $79. These 

A majority (64.8%) of patrons 

typically spent between two and three hours attending each live arts performance, while 16.4% 

etween one and two hours at performances. 

For this calculation, the answer “20 or more” was valued at 20. Given that 9.1% of respondents selected this 
answer, more detailed data would most likely lead to a higher average number of performances attended. 



  

That same year, Wisconsin arts audiences attended an average of 1.4 live sports events, a 

majority (58.2%) of whom went to three or fewer sports events. While 24.1% did not go to any 

live sports events between September 2011 and August 2012

those who went to at least one sporting event

and/or processing fees, for the experience. Furthermore, 93.7% of Wisconsin’s arts patrons we

out for dinner, drinks, or a fun “night out” (alone and/or with friends, family, or coworkers) at 

least once per week, with a majority (56.7%) going out one time per week (approx
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That same year, Wisconsin arts audiences attended an average of 1.4 live sports events, a 

majority (58.2%) of whom went to three or fewer sports events. While 24.1% did not go to any 

September 2011 and August 2012, the largest percentage

those who went to at least one sporting event spent between $20 and $29, including all handling 

and/or processing fees, for the experience. Furthermore, 93.7% of Wisconsin’s arts patrons we

out for dinner, drinks, or a fun “night out” (alone and/or with friends, family, or coworkers) at 

least once per week, with a majority (56.7%) going out one time per week (approx

percentage (18.8%) spent, on average, between $16 and $20 on food 

alcoholic beverages) when they went out, but did not spend any money on 
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That same year, Wisconsin arts audiences attended an average of 1.4 live sports events, a 

majority (58.2%) of whom went to three or fewer sports events. While 24.1% did not go to any 

the largest percentage (16.5%) of 

spent between $20 and $29, including all handling 

and/or processing fees, for the experience. Furthermore, 93.7% of Wisconsin’s arts patrons went 
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alcoholic beverages (27.6%), cover or door charges (94.8%), participation charges (87.4%), or 

other costs associated with going out (50.2%). Of those who did spend money on these “extras,” 

however, 32.9% spent between $6 and $10 on alcoholic beverages, 49.6% spent less than $5 on 

cover and door charges, 35.0% spent between $6 and $10 on participation charges, and 35.7% 

spent between $6 and $10 on other expenses associated with going out. 

Finally, in an average month during the study period, 92.4% of Wisconsin’s arts patrons 

watched at least one movie either at home or at a movie theater,61 51.9% watched between one 

and three movies, and the largest fraction (26.3%) spent between $10 and $19 per month to do 

so. The largest percentage of patrons (31.1%) watched two hours of TV at home on a normal 

day, and most commonly (39.5%) paid between $50 and $99 per month for their home television 

service, which predominantly (48.3%) included more than 100 channels (not including pay-per-

view or one-time-charge channels). Moreover, 53.6% paid between $25 and $49 per month for 

their home internet service, allowing them unlimited access to the sundry entertainment outlets 

available on the internet. 

Arts presenters would be well-advised to begin seriously exploring the possibilities of 

combining society’s addiction to electronic gadgets and constant connectivity with the 

performances that we present. The traditional arts performance model of the last one hundred 

years, wherein audience members sit in quiet restraint throughout performances, is, conceivably, 

a turn-off for those who prefer to stay connected socially at all times. Many organizations are 

already exploring ways to meld these two conflicting attitudes together, with experiments arising 

in the form of, for example, “Tweet seats” at The Guthrie Theater in Minneapolis, Minnesota, 

and live broadcasts of Metropolitan Opera performances at movie theaters all around the country. 

                                                      
61 78.9% of respondents indicated that at least 50% of the movies they watch in an average month are watched at 
home, and the largest percentage (29.3%) reported watching between 90% and 99% of all movies at home. 
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These efforts are necessary, however, and national research shows “that people who engage with 

art through media technologies attend live performances or arts exhibits at two to three times the 

rate of non-media arts participants.”62 Furthermore, Audience 2.0 also found that electronic 

media was the primary or exclusive way that a considerable percentage of the American 

population, especially demographic minorities, participates in many art forms.63 To better 

connect with these potential audiences, we must devise new ways to leverage these technologies 

to merge our arts with their everyday habits.  

SATISFACTION WITH ATTENDANCE 

Following closely on the encouraging discovery that Wisconsin’s current ticket buyers 

are attending more performances than they did in recent years, more good news can be found in 

that Wisconsin patrons’ satisfaction levels when attending performances are incredibly high. 

Nearly all (98.6%) report that the combined costs of time and money are worth the experience of 

attending a live arts performance, while a significantly lower proportion of Wisconsin’s arts 

patrons (67.5%) feel the same way about attending live sports events. 

  

                                                      
62 National Endowment for the Arts. Audience 2.0. Page 7. 
63 Ibid. Page 16. 
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On the other hand, 35.2% of Wisconsin’s current arts patrons feel that arts tickets are 

overpriced.64 Moreover, this percentage is, likely, much higher than reported because of patrons’ 

needs to “post-justify the[ir] purchase decision[s] … with a successful experience.”65 In other 

words, if they admit that they feel the tickets to a performance they attended were overpriced, 

they must also deal with the realization that they did not spend their money wisely, a difficult 

acknowledgement to be sure. Regardless, the fact that more than one-third of our current ticket 

buyers feel arts performance tickets are overpriced makes a profound statement. 

 

An interesting incongruity arises between these findings: how can nearly all of our 

patrons feel that the combined time and money required to attend a live arts performance is 

worth the experience while more than a third of those same people feel that tickets to these 

events are overpriced? While additional data is required to provide a definitive answer to this 

question, two hypotheses might explain the contradiction. The first proposes that the terms 

“overpriced” and “underpriced” are being inaccurately defined by survey participants as 

                                                      
64 Sports fared much worse in this area than did the arts, with 66.8% of Wisconsin arts audiences declaring that 
tickets to live sports events are overpriced. 

65 Alan S. Brown and Jennifer L. Novak. Pages 21 & 30. 
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“expensive” and “inexpensive.” If this is, in fact, what is occurring, then it would explain why so 

many patrons feel that the tickets are expensive (overpriced) but still worth the cost. 

The second hypothesis is based on the idea that the two issues are more unrelated than 

they first appear: perhaps the opinion that ticket prices are overpriced is based more on a general 

desire to be able to afford attendance at additional performances rather than on the belief that the 

cost to attend any one show is, in and of itself, too high. In other words, the cost per performance 

is not too high when looked at solely in the context of a specific performance, but, when 

assessing overall affordability of attending more than one performance, ticket prices begin to 

look high. 

The survey data seems to support this hypothesis, which implies that, were ticket prices 

lower, more of the patrons who find tickets currently too expensive would go to more 

performances. Indeed, attendance rates at live arts performances appear to line up with opinions 

about ticket price. Survey respondents who think tickets are underpriced (0.4%) attended a 

weighted average of 11.09 performances during the study period, respondents who think tickets 

are appropriately-priced (64.4%) attended a weighted average of 7.81 performances, and those 

who believe tickets are overpriced (35.2%) attended a weighted average of 6.67 performances 

during the study period.  
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In producing and presenting live arts performances, there are three interdependent 

components that influence the experience of attendees: ticket price, artistic quality, and length of 

performance. The length and artistic quality of a performance combine to form most of the 

aesthetic aspects experienced by audience members at a performance, and these two production 

elements, combined with ticket prices, form a cycle of influence on each other. In order for a 

producing or presenting organization to change any one 

of these three categories, a trade-off must occur: at least 

one of the other two must adjust to counteract a change 

in the third. For example: to raise artistic quality, the 

price of tickets must also rise to earn extra revenue to 

cover the added cost, and the length of the performance 

must also increase since abridged or shortened performances cannot, usually, command the same 

ticket prices as full-length performances. On the other hand, if lower ticket prices are desired, 

either the length of the performance or the artistic quality, or both, must be lowered to reflect the 

decreased revenue and market demand. 

For many years now, arts organizations have “pursue[d] a strategy of unlimited 

growth,”66 adding layers to our core mission that required more time, more resources, and more 

money. Facing new economic realities, however, we need to examine our core principals, and 

“embrace our limitations … The new realities demand that we create ways of accomplishing this 

goal that do not depend on endlessly expanding resources. We must understand our work within 

the context of sustainability, focusing on impact and quality of experience rather than growth.”67 

                                                      
66 Kenneth J. Foster. Page 10. 
67 Ibid. Page 10. 
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To move toward this new understanding of sustainability, this survey asked Wisconsin’s 

audiences to pit two of these three performance experience components against each other in a 

round-robin method: artistic quality versus length of performance, length of performance versus 

ticket price, and ticket price versus artistic quality. In framing the question this way, an eventual 

“winner” would emerge as the most important/most-desired factor in patrons’ live arts 

performance experiences. In direct contradiction to the view of 35.2% of Wisconsin audiences 

that arts performance tickets are overpriced, 82.6% report that they would choose a higher ticket 

price associated with higher artistic quality over lower artistic quality for a lower ticket price. 

 

Moreover, 80.2% say that they would prefer a higher ticket price over a lower ticket price 

if it meant seeing a full-length performance rather than an abridged performance. Put another 

way, a majority of Wisconsin’s arts patrons want to continue seeing the quality and length of 

performance they are accustomed to, even if it means paying more for that experience. This lines 

up with national data that reveals that “These audience declines do not seem primarily dependent 

on high ticket prices. Audiences appear willing to pay higher prices for events they want to 

attend.”68 Is the same true for Wisconsin’s general public that does not currently attend live arts 

performances? Unfortunately, because this research project’s survey did not query non-attendees, 

                                                      
68 Dana Gioia. 
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no verifiable verdict can be made. Again, it would be incredibly beneficial to conduct a topic-

specific market research study, targeted to non-attendees, to determine how they value the three 

components of audience experience discussed above (artistic quality, length of performance, and 

ticket prices) to help us find ways to appeal to new audiences through slight adjustments in these 

three areas. 

Interestingly, 79.4% of current Wisconsin audiences would rather attend an abridged 

performance than one with decreased artistic quality. In this discovery, it is possible that there 

exists a way to make live arts performances more accessible to new attendees while still earning 

our core audience’s satisfaction. While those who wish to pay for full-length performances can 

continue to attend those offerings, perhaps offering abridged arts performances at a slightly 

lower ticket price is the key to attracting community members who are not ready or able to pay 

current ticket prices or tackle full performances but would be interested in shortened, lower-

ticket price options? In much the same way an abridged book makes a difficult novel accessible 

to a much larger audience than it would otherwise attract, abbreviated works that preserve the 

essential core of the original works but have lower ticket prices and take less time might attract 

new audiences to live arts performances. In attending several abridged performances at cheaper 

prices, as with reading abridged books, these potential audience members would, ideally, become 

comfortable enough to eventually attend full-price, full-length performances. 

While Wisconsin audiences are, overall, willing to pay more for tickets and/or accept 

abridged performances, the one concession they are not willing to accept is decreased artistic 

quality. As arts presenters, this is welcome news, as it means that gutting our core principals – 

namely, cutting back on the artistic part of our art – would not only weaken our organizational 

value, it would actually make us less appealing even to those who currently attend the 
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performances we present. However, as explored above, if artistic quality is non-negotiable, 

tradeoffs must be made in ticket prices and/or the length of performance. 

INCENTIVES FOR ATTENDANCE 

As in the for-profit retail market, in which almost every company offers customer 

rewards and incentives through sales, coupons, and loyalty programs, arts presenters also offer 

incentives to loyal customers: according to survey respondents, 64.3% of Wisconsin’s arts 

presenters offer incentives and/or rewards for attendance at performances. These incentives 

range from subscription/season ticket discounts and ticket discounts for specific demographics, 

such as seniors and students, to meet-the-artist opportunities and special events designed around 

specific performances. Predictably, 44.5% say that additional incentives might make them more 

likely to attend while 30.1% say that added incentives would definitely make them attend more 

often. 

To find out what specific incentives would make them more likely to attend 

performances, survey participants were asked to suggest programs, incentives, and rewards that 

appeal to them. An unedited list of these suggestions can be found in Appendix VII, however, 

four stood out as creative, feasible, and underutilized in the arts presenting field: 

• Frequent buyer discounts (ex: buy 9 tickets, get your 10th ticket free) 

• Accumulating “audience awards” that can be redeemed at specific intervals for 
benefits such as waived ticketing fees, a free upgrade to the next price level, or 
free drinks at intermission 

• Random sales with deep discounts (one-day, overnight, 3-hour, online only, etc.) 

• “Bring a guest” discounts for those who are bringing first-time attendees 
 

Based on the responses collected through this survey, a localized market research study 

would be well-advised for all presenting organizations to evaluate the success of their current 

incentive programs and to explore the possibility of substituting or adding new initiatives.  
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CONNECTION BETWEEN AUDIENCE AND PRESENTERS 

 The last aspect of live performance attendance explored in this research project is how 

well Wisconsin audiences feel presenters are connecting to them. Overall, patrons feel that the 

live arts performances presented in Wisconsin fall somewhere between “Appealing” and “Very 

Appealing” on a scale that ranges from “Not At All Appealing” to “Extremely Appealing.” 

 

This indicates that, in addition to the findings discussed previously, there is potential room for 

improvement in what we as presenters are offering our communities. While we should not 

abandon our core values or mission to achieve this, making an effort to include our general 

communities (not just current ticket holders) in the performance-selection process would go far 

in engaging them more. 

While many organizations are undoubtedly already attempting to do this, 59.0% of 

Wisconsin’s audience members report that they have never been asked for their opinion about 

the arts performances being offered by their local presenting organization. Of the 41.0% who 

have been asked, 89.5% have given their opinions, and 62.2% remember the organization doing 

something to acknowledge that they had taken the time to do so. Unfortunately, 14.4% report 

that the organization did not do anything to let them know that it had actually read or heard their 

opinions, 10.5% did not receive any indication that the organization was considering doing, or 
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had done, something based on those opinions, and a staggering 28.3% received no indication at 

all that the organization had received or appreciated these patrons’ opinions. Further, 89.7% still 

believe that the presenting organization appreciated them taking the time to give their opinions, 

and 82.1% think their opinion was actually read or heard. Just over half of Wisconsin’s patrons 

(50.1%) trust that their local presenting organization was considering doing, or has done, 

something based on their opinions. 

“Arts organizations hoping to reap the benefits of an engaged audience must think 

holistically about managing the total experience, from the moment a decision is made to attend, 

to the days, months and years after the event.”69 This includes engaging our communities in the 

programming process, allowing both attendees and non-attendees an opportunity to have their 

opinions and desires heard, and to prove to them that their thoughts are being considered. In this 

world of “self-curated art experiences (think IPods) [sic],” we must have the daring, the audacity, 

and the trust to include both our current audiences and non-attendees in our efforts to innovate 

and survive.70 

While many of us decry the unfair competition of the for-profit market, especially for-

profit entertainment, against our mostly not-for-profit world, we cannot hope to make a stand 

against their advantages unless we stop blaming external forces and instead “question all of the 

basic assumptions about how we do our work.”71 For-profit businesses have adopted new 

technologies and cultural norms into their creative and marketing efforts, engaging current and 

potential customers in conversations through social media to get feedback – both good and bad – 

that allows them to improve their offerings. Most arts organizations, on the other hand, continue 

                                                      
69 Alan S. Brown & Rebecca Ratzkin. Page 2. 
70 Kenneth J. Foster. Page 19. 
71 Ibid. Page 18. 
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to use social media primarily as a push marketing tool,72 avoiding the feedback of patrons about 

the arts we’re presenting. If we, as artists and arts presenters, hope to reverse the continued 

erosion of our audiences, we must provide the opportunity for current and potential patrons to 

give input into, and about, our offerings so that they have a greater sense of understanding and 

ownership, and, thus, view us as more worthy of their time, money, and general support. 

CONCLUSION 

Facing declining ticket sales, changing donor interests, antagonistic politics, and ever-

increasing expenses, arts presenters are now situated at a unique moment in history. How we 

response to the challenge of attracting new audiences who are younger and more diverse will, for 

many of us, determine whether or not we survive these trying times. In facing such daunting 

challenges, it is critical that arts presenting organizations reevaluate their current values, 

processes, and structures to ensure that they are able to adapt and innovate while still achieving 

their core missions. 

Given the diversity of organizations within the arts presenting field, and the constantly-

changing environment in which we operate, there is no long-term solution or prescription that 

can solve these problems for all arts presenters. However, as Kenneth Foster writes, “Clearly, 

what we know from the past and what we are doing for the present are guides and learning tools 

for us … But we must also build for what we don’t know and this is where innovation must be 

inherent in every arts organization that hopes to survive.”73 Therefore, the following conclusions, 

based on the findings contained within this report, are intended to both provoke new paradigms 

                                                      
72 Debra Murphy, on master-marketing.com, defines push marketing as using “various activities to get your message 
in front of your ideal client” (such as radio and TV ads or display racks at the grocery store). She defines pull 
marketing as “developing relationships that attract your ideal client to you” using “the law of attraction, 
incorporating all the components of your personal brand to attract and retain these people as your biggest fans.” 
http://masterful-marketing.com/push-vs-pull-marketing/#axzz2NTpeu5cM. Accessed 3/13/13. 

73 Page 16. 
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of community engagement in the presenting process and serve as fundamental guides as we 

maneuver through the new realities of presenting live arts performances. 

INCREASE AUDIENCE DIVERSITY THROUGH TARGETED EFFORTS 

With a less-than-diverse audience base, but an increasingly diverse general population, 

Wisconsin’s arts presenters must increase their efforts to attract and retain audience members 

from a wider mixture of demographic categories. To do this, presenters must make a 

conscientious effort to utilize localized market-research initiatives that explore what it is these 

varied constituencies seek. In doing so, the goal is not to pander to public taste, “thereby 

sacrificing artistic integrity (sometimes referred to as ‘dumbing down’),” but, rather, to develop a 

better understanding of the communities in which we exist, an understanding that will allow us to 

create inventive, engaging, and meaningful experiences for our audiences.74 

REFRAME ARTS AS PART OF A BROADER SOCIAL EXPERIENCE 

Furthermore, this research project has revealed that arts presenters should attempt to 

reframe live arts performances as more general social experiences, with live arts performances 

central to, but not the exclusive focus of, the overall events. Kenneth Foster believes that “We 

are living in an artistic world of mashups, a seemingly random combining of disparate samplings 

to create something entirely new … It looks like theater, it sounds like music, it draws on 

mashups of pop culture and profound ideas and creates a new experience.”75 With a majority of 

our current patrons desiring, first and foremost, a social experience that is, secondarily, 

combined with spending quality time with others and witnessing something unique and amazing, 

we can provide this “mashup” of experiences for our patrons by rethinking the model of how we 

                                                      
74 Bob Harlow, Thomas Alfieri, Aaron Dalton, and Anne Field. Page xi. 
75 Kenneth J. Foster. Page 11. 
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market and present arts performances. By way of example, many European arts presenters have 

accomplished this reframing by positioning their venues as social destinations wherein 

community members gather with family and friends for hours on end to enjoy not only live arts 

performances but also pre-show dinners, happy hours, and/or post-show drinks at the venues’ in-

house restaurants. Because of this, audience members end up spending more time at these venues 

than they would have if they were simply attending performances, and, as an added bonus, these 

presenters are able to capture the revenues from food and drinks that would have otherwise been 

lost to other local businesses. 

BETTER-UTILIZE TECHNOLOGY 

By better utilizing existing technologies, not just for marketing but also for increasing 

engagement and participation before, during, and after performances, we can begin to attract 

younger, more diverse potential audience members who have grown up constantly connected to 

digital media and online entertainment. In 2010, “Over half of all U.S. adults … participate[d] in 

the arts through electronic and digital media,”76 and that percentage has undoubtedly grown 

much larger since then. Yet, arts presenters continue to use technology as a marketing and 

advertising tool first, and, if there is the time, energy, and money available, an engagement 

mechanism later. This has left our field far behind many other entertainment sources such as 

television and radio, where interactions utilizing technology are commonplace (the voting 

process for America’s Got Talent, for example). We must put efforts into increasing our 

technological interaction with current and potential audience members if we hope to connect, in 

any fashion, with the younger, more diverse demographics that are currently lacking from our 

audiences. Allowing for frank, online discussion about how our communities feel regarding what 

                                                      
76 National Endowment for the Arts. Audience 2.0. Page 10. 
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we present, opening up forums for community members to ask questions and get honest answers, 

and providing opportunities for stakeholders to directly interact with arts performances through 

the technologies they use will all enhance our ability to connect—and stay connected—to these 

potential audience members. 

OFFER TRULY ACCESSIBLE PERFORMANCES 

Finally, thought should be given to the idea of offering abridged performances at lower 

prices for those in our communities who, for whatever reason, choose to not attend full-length, 

more expensive performances. The cost of tickets to live arts performances is, without a doubt, a 

barrier to entry for many, and there are surely many in our communities who are worried that 

they will not understand what they are seeing on stage. In much the same way that abridged 

books allow a wide audience to appreciate the core essence of much more difficult novels, so too 

might offering abridged performances allow potential audience members to sample live arts 

performances at lower ticket prices in less-overwhelming settings. Of course, these abridged 

performances would not replace full-length performances; rather, they would be alternatives (of 

the same show or different shows) offered to make the venue and the art form being performed 

more accessible to a wider audience. 

FINAL THOUGHTS 

The apocalyptic stories we read and hear about daily in the arts presenting field are 

disturbing, and the threats they convey are real; however, we do not have to let these trends turn 

into self-fulfilling prophesies. By finding new ways to shift “the traditional role of arts presenters 

from one of simply marketing and presenting to one of drawing audiences into the experience,”77 

                                                      
77 Alan S. Brown & Jennifer L. Novak. Intrinsic Impacts. Page 21. 
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we can, slowly but surely, reverse these damaging trends. Presenters aren’t the only ones who 

face these myriad challenges, however, and survival in this heavily interdependent field will 

require that artists, managers, and all other stakeholders involved in the presentation of arts 

performances also change their views and attitudes about arts performance. I’ll let someone else 

write that paper. 
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APPENDIX I: SURVEY QUESTIONS 

1. How many live arts performances did you attend between September 2011 and August 2012? 

2. Between September 2011 and August 2012, did you attend more, fewer, or the same number of live 

arts performances than in the same time period the previous year? 

3. Which types of live arts performances did you attend between September 2011 and August 2012? 

a. Musicals 

b. Plays 

c. Physical/circus/cirque-

style shows 

d. Comedians 

e. Comedy improve 

f. Theater geared toward 

youth/kids 

g. Opera 

h. Classical music 

i. Jazz music 

j. Latin music 

k. Pop music 

l. Rock music 

m. Hip hop music 

n. Indie music 

o. Alt rock music 

p. Country music 

q. Bluegrass music 

r. Music for youth/kids 

s. Ballet 

t. Jazz dance 

u. Modern/contemporary 

dance 

v. Tap dance 

w. Other 

4. Why do you attend live arts performances? 

a. To broaden myself culturally 

b. To be intellectually stimulated 

c. To be emotionally moved 

d. To spend quality time with the person I 

came with 

e. To expose others to an artistic experience 

f. To feel spiritually moved 

g. To celebrate my cultural heritage 

h. To see friends that I did not come with 

i. To have a night out (going by myself or 

with others) 

j. To forget about, or escape from, my life for 

a while 

k. To witness something amazing or unusual 

l. Other 

5. On average, how much MONEY did you spend on tickets/admission to each individual performance, 

including any handling or processing fees? 

6. Between September 2011 and August 2012, did you spend more, less, or the same amount of money 

to attend live arts performances than in the same period the previous year? 

7. In general, do you feel that ticket prices to live arts performances are overpriced, underpriced, or 

appropriately-priced? 

8. On average, how much TIME did you spend attending each individual performance? 

9. In general, do you feel that the amount of time you spend going to live arts performances is worth the 

experience or is not worth the experience? 

10. Overall, do you feel that the combined time and money spent on attending live arts performances is 

worth the experience? 

11. Overall, in relation to attending live arts performances, how would you describe the process of 

a. Deciding what performance to go see? 

b. Purchasing tickets? 

c. Going to, and leaving, the theater/venue? 

d. Understanding and appreciating what you’re watching? 

12. If you had to decide, would you choose a higher level of artistic quality for a higher ticket price, or a 

lower level of artistic quality for a lower ticket price? 

13. Again, if you had to decide, would you choose a full-length performance for a higher ticket price, or 

an abridged performance for a lower ticket price? 

14. Again, if you had to decide, would you choose a full-length performance with lower artistic quality, 

or an abridged performance which higher artistic quality? 

15. How many live sports events did you attend between September 2011 and August 2012? 
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16. Between September 2011 and August 2012, did you attend more, fewer, or the same number of live 

sports events than in the same time period the previous year? 

17. On average, how much MONEY did you spend on tickets/admission to each individual sports event, 

including any handling or processing fees? 

18. Between September 2011 and August 2012, did you spend more, less, or the same amount of money 

to attend live sports events than in the same period the previous year? 

19. In general, do you feel that ticket prices to live sports events are overpriced, underpriced, or 

appropriately-priced? 

20. On average, how much TIME did you spend attending each individual sports event? 

21. In general, do you feel that the amount of time you spend going to live sports events is worth the 

experience or is not worth the experience? 

22. Overall, do you feel that the combined time and money spent on attending live sports events is worth 

the experience? 

23. Overall, in relation to attending live sports events, how would you describe the process of: 

a. Deciding what sports event to go see? 

b. Purchasing tickets? 

c. Going to, and leaving, the stadium/arena/venue? 

d. Understanding and appreciating what you’re watching? 

24. How many movies do you see in an average month (either at home or at a theater)? 

25. Approximately what percentage of the movies you watch in an average month do you watch at home? 

26. Do you: 

a. Subscribe to a “pay once, view lots” movie service such as Netflix (streaming or DVD service)? 

b. Rent movies online (Amazon, iTunes, etc.)? 

c. Rent movies through your television service (On-Demand, Pay-Per-View, etc.)? 

d. Rent movies from physical outlets (Redbox, Blockbuster, etc.)? 

27. How much do you spend to watch movies in an average month? Please include the costs of all 

subscription services, theater tickets, and rentals in your answer. 

28. Please select the outlet from which you most often purchase tickets to entertainment activities such as 

arts performances and concerts, sports, and movies. 

a. Box office (in person) 

b. Telephone 

c. Online/website 

d. Other 

29. How much TV do you watch at home on an average day? 

30. How much do you pay (monthly) for your television service (cable, satellite, etc.)? 

31. How many channels are included in your television service (do not count pay-per-view or one-time 

charge channels)? 

32. How much time do you spend using the internet at home for personal (not business) purposes on an 

average day? 

33. How much do you pay (monthly) for your home internet service? 

34. How do you spend your time while on the internet for personal purposes? 

a. Social networking (ex: Facebook, Pintrest, Twitter, etc.) 

b. Online shopping (ex: Amazon.com, eBay.com, Gap.com, etc.) 

c. Multi-media (ex: YouTube, SoundCloud, Picasa, etc.) 

d. Communication (ex: email, video messaging, instant messaging, etc.) 

e. Reading content (ex: news sites, RSS feeds, etc.) 

f. Searching for stuff (ex: reviews, definitions, directions, etc.) 

g. Other 
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35. How much time do you spend playing video games on an average day? 

36. How much money do you spend to play video games in an average month? 

37. In an average week, how many times do you go out for dinner, drinks, or a fun “night out” (alone, 

with friends, family, or coworkers)? 

38. During an average night out, how much do you spend on 

a. Food (including non-alcohol beverages)? 

b. Alcoholic beverages? 

c. Cover charges/door fees? 

d. Participation charges (ex: bowling lane & shoe rentals, trivia buy-in, etc.) 

e. Other expenses associated with “going out?” 

39. Overall, how much do the live arts performances presented by the organization 

a. Appeal to you? 

b. Appeal to your community in general? 

40. Has the organization ever asked your opinion about the arts performances it presents? 

41. Did you respond to the organization’s request for your opinion? 

42. After you gave your opinion to the organization, did the organization do anything to let you know that 

it 

a. Appreciated you taking the time to provide your opinion? 

b. Had actually read or heard your opinion? 

c. Was considering doing, or had done, something based on your opinion? 

d. None of the above. 

e. Other? 

43. Do you believe that the organization 

a. Appreciated you taking the time to provide your opinion? 

b. Had actually read or heard your opinion? 

c. Was considering doing, or had done, something based on your opinion? 

44. Does the arts organization offer any incentives or rewards for attendance at its live arts performances? 

45. What kinds of incentives does it offer? 

a. Pre- and/or post-show talks 

b. Meet-the-artist opportunities 

c. Special events designed around a specific performance 

d. Subscription/season ticket discounts 

e. Ticket discounts for specific demographics (seniors, students, etc) 

f. No incentives offered 

g. Other 

46. Would additional incentives make you more likely to attend more performances? 

47. Do you have ideas for programs, incentives, or rewards that would make you more likely to attend 

more performances? If so, please enter them in the boxes below; if not, click “Next.” 

48. Please rank the following statements, with 1 being MOST important and 3 being LEAST important: 

When I go see a live arts performance, I want to 

a. Learn about and experience new cultures? 

b. Have your boundaries pushed beyond your normal comfort zone? 

c. Enjoy something familiar and comfortable? 

49. What is the most you’d spend to go see a show that you’ve never heard of before? For the purpose of 

this question, assume that the show has been advertised well, and it looks interesting. 

50. In general, when you go to a live arts performance, do you feel: 

a. Like you DO fit in with the rest of the audience? 

b. Like you DON’T fit in with the rest of the audience? 
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51. Have you or a member of your household ever worked in the arts? 

52. What is your preferred method of receiving updates, news, special offers, and other communications 

from companies (not just arts organizations)? 

a. Brochures, pamphlets, and/or letters mailed to your home 

b. Company’s website 

c. Email 

d. Online ads (posted to websites other than the company’s own site) 

e. Print media (ads, articles, etc) 

f. Radio ads 

g. Social media (Timeline posts, Tweets, etc.) 

h. Text messages 

i. Other 

53. What is your gender? 

54. What is your age? 

55. In what ZIP code is your home located? 

56. What is the highest level of education you have completed or the highest degree you have received? 

57. Which of the following best describes your employment status? 

58. Please indicate your 2011 annual household income before taxes. 

59. Compared to last year 

a. Are you (more/less) financially stable? 

b. Do you have (more/less) time available to spend on entertainment? 

60. What is your relationship status? 

61. What is your race? 

62. What is your religious affiliation? 
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APPENDIX II: PARTICIPATING ARTS PRESENTERS 

  

 

 

 

 

Overture Center 
for the Arts 

Marcus Center 
for the Arts 

Center for the Arts, 
UW-Platteville 

The Grand Eau Claire Regional Arts 
Center/State Theatre Weidner Center for 

the Performing Arts, 

UW-Green Bay 



  © Jason Hurwitz 2013     vi 

APPENDIX III: MAPS OF RESPONDENTS’ ZIP CODES 
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APPENDIX IV: DEMOGRAPHIC DATA 

 

N = 2,539 N %  N = 2,535* 

Gender  Age N % Age N % 

Male 1802 29.03%  18 2 0.12% 53 67 2.64% 

Female 737 70.97%  19 3 0.67% 54 79 3.12% 

Education  20 17 0.36% 55 90 3.55% 

Less than High School 5 .20%  21 9 0.51% 56 83 3.27% 

High School/GED 89 3.51%  22 13 0.59% 57 83 3.27% 

Some college, no degree 333 13.12%  23 15 0.67% 58 70 2.76% 

Associate degree 177 6.97%  24 17 0.55% 59 93 3.67% 

College degree 794 31.27%  25 14 0.99% 60 83 3.27% 

Some graduate school, no degree 298 11.74%  26 25 1.22% 61 72 2.84% 

Graduate degree 843 33.20%  27 31 1.30% 62 66 2.60% 

Employment Status  28 33 0.95% 63 63 2.49% 

Employed part time 288 11.34%  29 24 1.10% 64 54 2.13% 

Employed full time 1390 54.75%  30 28 1.30% 65 58 2.29% 

Self-Employed part time 59 2.32%  31 33 0.79% 66 38 1.50% 

Self-Employed full time 105 4.14%  32 20 1.30% 67 43 1.70% 

Not employed, looking for work 31 1.22%  33 33 1.22% 68 36 1.42% 

Not employed, not looking for work 27 1.06%  34 31 1.50% 69 36 1.42% 

Not employed, unable to work 10 0.39%  35 38 1.26% 70 26 1.03% 

Retired 463 18.24%  36 32 1.38% 71 20 0.79% 

Student 93 3.66%  37 35 1.58% 72 16 0.63% 

Stay-at-home spouse or partner 73 2.88%  38 40 1.34% 73 15 0.59% 

Race  39 34 1.50% 74 15 0.59% 

White 2367 93.23%  40 38 1.78% 75 8 0.32% 

Black or African-American 18 0.71%  41 45 1.50% 76 12 0.47% 

Hispanic or Latino 22 0.87%  42 38 1.89% 77 8 0.32% 

American Indian or Alaska Native 6 0.24%  43 48 1.46% 78 8 0.32% 

Asian 19 0.75%  44 37 2.13% 79 4 0.16% 

Native Hawaiian/Other Pacific Islander 1 0.04%  45 54 2.09% 80 4 0.16% 

From multiple races 25 0.98%  46 53 1.70% 81 2 0.08% 

Prefer not to answer 69 2.72%  47 43 1.81% 82 4 0.16% 

Other (please specify) 12 0.47%  48 46 2.01% 83 3 0.12% 

Relationship Status  49 51 2.64% 84 2 0.08% 

Single (never married) 329 12.96%  50 67 2.88% 85 0 0.00% 

Relationship (short-term) 18 0.71%  51 73 2.96% 86 1 0.04% 

Relationship (long-term) 138 5.44%  52 75 3.12% 87 1 0.04% 

Engaged 33 1.30%  *Four outliers were omitted from the age data 
calculations: two responses for “Under 18,” 

one for “99,” and one for “100.” Married 1688 66.48%  

Life partnership 66 2.60%        

Divorced 187 7.37%        

Separated 12 0.47%        

Widowed 68 2.68%        
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APPENDIX V: REASONS FOR ATTENDANCE BY DEMOGRAPHIC 
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To expose others to an artistic experience
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APPENDIX VI: WHY AUDIENCES ATTEND 

Survey respondents had the option to provide “Other” reasons why they attend live arts 

performances. These are their unedited responses:

• To be entertained, to relax. 

• To be entertained 

• To be entertained. 

• I like musicals. 

• It's fun! 

• to be entertained 

• To simply be entertained 

• To have fun 

• My daughter was performing. 

• I'm a volunteer at the Marcus Center for the 

Performing Arts and enjoy all the various 

performances. 

• I know that I will enjoy the music or play, and 

the company I am with. 

• To be entertained 

• to see my friends perform in the show 

• Music restores my faith in life.  It helps to 

remind me of the beauty of life and the 

goodness of mankind.  It makes all my 

frustrations disappear. 

• To support the interests of my family members 

• To see a performer I enjoy listening to on the 

radio, to experience a storyline that I am 

interested in 

• Enjoyment 

• Just enjoy being entertained 

• To be entertained. 

• When something is interesting to me or has 

gotten good reviews and I have the 

opportunity to experience it locally, I do. 

• To  support my community 

• To enjoy performances when family members 

are performing. 

• To have fun & appreciate others at their work 

• to enjoy a variety of music 

• To be a part of the diversified society I live in. 

• Because they are fun & enjoyable 

• see performers our family knows 

• I enjoy live performances 

• Because my wife says so. 

• I love theatre 

• I truely enjoy watching live art performances. 

• To see my children perform 

• to support the local arts community 

• To be entertained 

• to support the arts 

• they allow me to feel and experience things 

outside of my own life experiences. 

• For pure entertainment. 

• just enjoy live preformances 

• Pure love of theatre 

• Simply to enjoy! 

• to be entertained 

• Some plays may be ones I've seen before and 

enjoy so much that I go again. 

• to enjoy music I like, to support the 

performing arts organizations, to support the 

sponsors 

• for fun 

• to be entertained by talented performers 

• To add to the overall quality of my life 

• To spend time with the women in my family 

and have fun. 

• I work for a symphony! 

• To support the community 

• To hear great music performed by great 

musicians! 

• because it is fun 

• I enjoy that particular artist or musical. 

• to enjoy myself 

• Because I just plain enjoy them. 

• to see Broadway shows locally, experience the 

finest available in our area 

• Entertainment 

• To see family members on stage. 

• "To Be Entertained 

• To witness and enjoy the talented actors, 

actresses, dancers, singers & Choreographers." 

• family member on stage 

• recharge my soul 
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• Just for fun 

• i like them 

• To let daughter see shows she would enjoy 

• To support family and friends in their 

performances 

• To be entertained 

• "To be supportive 

• To be a strong supporter of the arts and of my 

fellow performers" 

• For pure enjoyment 

• Just to make myself happy. 

• To increase my knowledge and experience in 

comedy. 

• just to enjoy the entertainment 

• I'm a theater educator & director. It's a life 

passion & professional development. 

• To follow my favorite band 

• My children participate in MYSO, MYSO 

Jazz, UW Chamber Orchestra... 

• To enjoy the musical gifts of others 

• To just be exposed to the greatness of the 

performing arts 

• Absolutely love live theater and attend 

performances not only in WI, but UT and OR 

as well. 

• Because it brings me joy 

• I just love theatre, dance & music...I'm very 

visual, so symphonies aren't really my thing, 

but anything else is. 

• Just the joy of it 

• Sheer enjoyment 

• While many of the definitions equate to this, I 

would say the reason I attend is simply to "be 

entertained". 

• Sheer intertainment 

• "Just to be entertained! 

• Love of music and dance." 

• For entertainment and relaxation 

• To be entertained! 

• I have always loved musicals.  I also find that 

particular theater has great seats on the floor. 

• pure entertainment 

• to relax, to enjoy, to discover creative 

approaches to familiar material 

• Because I enjoy it 

• experience the talent 

• Entertainment 

• the joy of it,  to be entertained 

• To see family members involved in theatre 

(my son is a professional stage manager and 

his girlfriend an actress). 

• Enjoyment 

• To do something different 

• A love of ballet. 

• To see friends in performances. 

• To consider philosophy, human condition, 

values, etc. more broadening of perspective 

than cultue. 

• To see performers I enjoy 

• Pure entertainment 

• love of live music 

• Conduct Hornsaplentychritsmas for audience. 

• to be entertained 

• Because I enjoy it. 

• They're entertaining and I wanted to see the 

musical version of one of my favorite movies. 

• To have fun! 

• to be entertained, quality time with family 

before during and after, enjoyment, 

• Because I enjoy musical theatre productions. 

• To support amazing arts work in my 

community, To show off my community to 

visiting friends/family 

• To see friends that are performers 

• To support the fine arts in Milwaukee 

• see the music I teach in music class (K-8 

music 

• To simply enjoy watching professionals 

perform in thir chosen field. 

• to be entertained 

• Love, love, love the Broadway Musicals. 

• To see & hear World Class performers. 

• Enjoy live theater 

• My daughter is a dancer so I attend her ballet 

performances 

• To be entertained 

• Worshipping with other Christians 

• To be entertained 

• No other underlying reason other than I enjoy 

that type of entertainment. 

• To be entertained 

• Enjoy the entertainment. 
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• promotions...why not ! 

• To be entertained 

• because I enjoy them 

• To be with friends and family, enjoy the 

entertainment and have FUN!! 

• To see my favorite groups perform live! 

• Because I love live performances, especially 

theatre and classical music 

• Just plain enjoyment 

• To check other live theater other than the one 

work/volunteer at. 

• in the case of children's band concerts, to 

support them 

• To attend my childrens performances 

• I enjoy watching live performers, different 

from movies and television.Easier to get 

involved with the story and characters. 

• For enjoyment. 

• I totally am amazed by their talent and how 

hard they have practiced throughout their lives 

to get to this point. 

• To have fun 

• because I love live performances 

• I LOVE 

MUSICALS!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! 

• simply to ENJOY!! 

• to see performers I like in person, to 

experience the music in person, to enjoy the 

ambiance which enhances the musical 

experience, to support the local symphony and 

keep them in business 

• "To spend quality time with family 

(performing grand- 

• children)." 

• MOSTLY TO HAVE FUN. 

• To enjoy live musicians 

• To support friends and family who are 

performing 

• To stay connected to the arts, enhance 

creativity 

• to have fun 

• to support the performer 

• My way of entertaining friends 

• To appreciate the talents and abilities of arts 

people 

• To support friends and family members 

involved in productions 

• Because its fun and different from movies or 

online. 

• Folk Fair is an annual tradition for 30+ years 

• because i enjoy them 

• because I enjoy it 

• Entertainment 

• Neice attends Roosevelt University with hopes 

to be on Broadway. 

• To be entertained, To have fun 

• To scout performers I might wish to present, 

To experience live an artist I have enjoyed 

only through electronic media 

• To see my granddaughter dance. 

• and to enjoy the experience 

• to see performer live 

• to be entertained 

• I genuinely enjoy music. 

• To support cultural entertainment I enjoy 

seeing and hoping it will grow more freqent in 

the city. 

• My kids would be pretty mad at me if I did not 

attend their performances!, because it's fun (to 

be entertained). 

• to be exposed to a variety of performances and 

talent 

• I love live performances. 

• Simply because I love live performing arts! 

• To enjoy! 

• I go when I find a live art I think I would 

enjoy, I can afford at the time and the time 

works out as well 

• To support local performing groups, to see 

great actors and hear great musicians. 

• To Watch my daugther perform 

• Hear quality music performed by excellent 

musicians! 

• enjoyment 

• to be entertained...the most important reason! 

• We entertain our Lady Clients 

• volunteer opportunity (as a chaperone) for my 

son's school 

• To see my children's performances in the arts 

• To have fun and to support the arts 

• I enjoy them 

• to support the arts and the people who work so 

hard for us to enjoy. 
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• "To be entertained 

• To feel whole" 

• See family and extended family perform 

• I enjoy music 

• pure enjoyment 

• To take me back to another time (ex. rock 

concerts with music popular when I was a 

teenager) 

• to be entertained 

• sheer enjoyment of musical theater 

• To appreciate the amazing talents gifted to 

others. 

• To hear legendary singers 

• I love "live" performances!!! 

• To be entertained 

• To be entertained 

• To enjoy the performances. 

• FOR ENTERTAINMENT 

• to see a friend perform at the center in a 

musical 

• Simply because I enjoy music events.  They 

are fun and relaxing...a nice diversion from 

everyday life. 

• Personal pleasure that music brings 

• To be entertained 

• enjoy performances of varied types 

• to support the arts 

• For the experience the arts can offer 

• To be entertained 

• To support children or youth in performances 

to encourage them 

• "Daughter pursuing voice/opera studies 

• Daughter involved in arts/music" 

• Support friends 

• to witness the work of brilliant artists 

• Appreciation of the craft 

• Live performances are just more enjoyable. 

• To expose children to culture 

• Enjoyment of the program 

• pure enjoyment 

• Have fun 

• To have a laugh 

• to watch  someone I knew that was 

performing, enjoy the music 

• fun to see famous people 

• to see excellent talant live 

• To support friends and my own piano 

students, and to perform myself 

• Fun 

• See my daughter perform 

• to be entertained 

• to celebrate life events....IE birthdays, 

anniversary, special dates 

• to enjoy myself 

• To support the arts 

• To enjoy myself 

• To experience professional/highest level of  

entertainment 

• Enterainment 

• I think live performances are always better 

than  listening to or watching them at home. 

• It feeds my soul. 

• Just to enjoy the theater with acting and 

music! 

• I love classical music and enjoy ballet 

performances. 

• To see, hear, and feel live music—be 

physically moved 

• to see my children perform 

• Enjoy Musicals 

• To experience the "joy" live performances can 

give you - especially music ! 

• Because I enjoy it 

• to have fun! 

• To watch my children perform in the events. 

• "broaden the cultural experiences of my 

family 

• (took my kids ages 3 & 7)" 

• To be entertained 

• Because I enjoy musicals. 

• To be entertained 

• Watch a friend perform 

• I also perform in live arts performances, as a 

music education major, if that counts! 

• I volunteer as an usher, encourage high school 

arts 

• For fun, entertainment, and to see live 

Broadway-type shows that I could never 

afford to otherwise see. 

• I like live music 

• to enjoy great music and singing 

• to see our granddaughter perform 
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• learn about programs for children 

• sometimes I attend a performance just to 

support the arts. 

• I absolutely love live theatre and live concerts, 

so I'm willing to travel the area to attend such 

events 

• for enjoyment 

• entertainment 

• PURE ENJOYMENT OF THE TALENTS 

DISPLAYED 

• support friends in play 

• to hear new music 

• To celebrate my heritage. 

• To celebrate and appreciate the gifts these 

talented individuals offer.  It feeds my soul. 

• To support the theater whether Overture or 

APT for example 

• I enjoy live arts performances 

• Micro Brew Fests with music 

• My children participate in the Platteville 

Children's Choir...I went to watch them 

perform. 

• to be entertained, for pure enjoyment 

• entertainment, relaxation 

• Watch performances of family members 

• For fun 

• To resee enjoyable offerings. 

• to be entertained 

• For fun and enjoyment 

• Simply, to be at Overture, in such an aesthetic 

setting.  For decades, we have hoped that we 

would have this opportunity in Madison. 

• To have fun 

• Entertainment 

• Because live music sounds better than 

recorded music. 

• To simply have fun 

• I enjoy the energy of live music and theater. 

• children were MCT 

• Family members performing 

• watch my child perform 

• To see my son in his performances 

• To have a good time, Live performances are 

special. 

• To support a performing family member 

• I enjoy them 

• To have some fun! 

• went with my son who needed to do it for a 

Music Appreciation class 

• Course requirements 

• Class requirements 

• To have fun! 

• to enjoy the music 

• To be inspired 

• Live theater allows me to feel as if I am part of 

the performance, live arts fell me with a sense 

of wonder. 

• Entertainment for our 2 year old 

• it's fun 

• To have fun, to appreciate a performer's 

talents 

• To dance to the music. 

• To share the arts with my pre-teen daughter 

• Purely for the entertainment 

• To enjoy myself 

• to be physically moved, especially to music! 

• Enjoy the arts, appreciate the arts 

• to enjoy live performances of music I love 

• To be entertained 

• Pure enjoyment 

• Because I  love to hear classical music, live. 

• my daughter and i enjoy going to musicals, 

broadway performances, etc., so we go 

together 

• I enjoy live arts performances 

• To get to know the performers 

• Music is essential to my life. 

• to learn about the creative process 

• to have fun, to see beautiful stage sets, people, 

costumes, etc.  to hear beautiful sounds, 

stories, etc. 

• To see favorite musicians (related to being 

emotionally moved), to laugh. 

• To laugh 

• plain pure pleasure 

• to enjoy quality music, theater , or 

performance, to support organizations I value, 

or that our daughter was previously involved 

with, to support the arts 

• To experience authors or genres I have not 

seen performed before 

• Enjoy the music of the artist. 
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• It's a perk for being a volunteer usher. 

• I like Live concerts, so If a group is coming to 

town that I enjoy, I may go, depending on my 

work schedule. 

• To enjoy the singing and acting skill of the 

performers 

• for the pure enjoyment of the operformance 

• To be entertained 

• love of music 

• Love music 

• I studied theatre & dance and my two sons are 

in the arts-one a musician/manager of jazz 

musicians the other a playwright, so I'll always 

support the arts. 

• I love dance-particularly ballet 

• to see the specific performer 

• For pleasure 

• To be transported to a realm of pleasure where 

only music well-performed can take a person. 

• I just enjoy it...never thought about why.  I just 

do. 

• to be entertained and have a good time 

• Fun 

• to be entertained 

• "To hear or see renowned performers, artists... 

•  

• To have a superb aesthetic experience in the 

arts" 

• Just Because! 

• To support someone I know in the production 

• Because I work in theater, play an instrument, 

dance, and practice circus arts, and I go to 

learn more about how other people do things 

both to improve my own technique and as 

inspiration and motivation. 

• Feel good! 

• To expose my child to new ideas, cultures and 

fun 

• to just have fun.....to "be" entertained 

• to enjoy the musicals 

• To see friends who appear in shows. 

• I like to see the incredible talents of others and 

appreciate them. 

• I love music, and hearing bands I like live is 

the best way to experience music. 

• because I enjoy going to performances 

• Support the arts in my community 

• It was an act, play, performance I really 

wanted to see because I enjoy thenm, or their 

theme. 

• I like seeing musicians, comedians and actors 

in person.  It's more interesting than watching 

on television or just listening on radio. 

• To have fun 

• To be entertained 

• To just enjoy.   I love music in all forms. 

• To hear exceptional performances 

• to have fun 

• To be entertained! 

• Just for pleasure 

• I like to attend concerts of groups that I am 

interested in seeing like Straight No Chaser as 

I like accapella groups. I also saw the musical 

CATS because I wanted to see what the 

storyline would be all about and I absolutely 

have always loved going to plays and seeing 

live theatre performances. 

• I love music. 

• broadway shows make me feel happy 

• Enjoyment 

• to be entertained 

• Enjoyment 

• too see music/entertainers that I enjoy 

• As part of a local theatre group, I go to support 

my fellow artists, and also for self-growth as a 

performer. 

• I am a practitioner (theatre director, 

choreographer) so it is my business and my 

pleasure to see shows. 

• To be entertained 

• because I like it and find it enjoyable 

• To see my child perform, to see/hear quality 

musical theater. 

• To be in the moment with the performers, to 

witness creativity/interpretation of the 

performers 

• to be entertained 

• I enjoy the arts. I mean why do people watch 

movies or listen to the radio, because life 

would be incomplete without those 

experiences. 

• to watch my children perform 

• to be entertained 
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• Pure entertainment 

• to connect to a vibrant arts and cultural 

community 

• As part of a celebration - birthday 

• to enjoy a good show 

• to learn 

• to see shows and musicians I enjoy 

• As a musician, attending live performances is 

also a course of study and is important 

professionally for expanding my knowledge 

and my network. 

• To laugh 

• To experience an amazing shared emotional 

journey with an engaged crowd 

• Simply to be entertained 

• It's fun. 

• Live arts performances give me a more in-

depth experience in areas of music and 

performance that I like to hear and see. 

• To have a good time 

• To experience excellence in performance. 

• I enjoy it 

• to be entertained 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  © Jason Hurwitz 2013     xvii 

APPENDIX VII: PATRON-SUGGESTED INCENTIVES 

Survey respondents were asked to suggest ideas for programs, incentives, or rewards that 

would make them more likely to attend more performances. These are their unedited responses: 

• Have Rewards points for @ performance 

attended & used for discounts on other ticket 

perchases 

• Behind the scenes tours 

• Drawings for free tickets 

• Rewards points for purchasing tickets 

• reduced parking cost 

• better wheelchair seating in large theatre - not 

so close to front and blocking other's view 

• deeper discounts for subscriber purchases vs 

sale prices later on to general public 

• ticket discounts 

• accumulate attendence points for better 

discounts 

• discount price opprtunities 

• a larger discount for subscribers 

• Reduced prices for season subscribers 

• dinner discounts 

• Senior Discount 

• Just keep the prices reasonable 

• If you attend say 6 performances a year maybe 

a discounted or free ticket to another 

performance. 

• Harley-Davidson discount 

• buy one get one free 

• Free souvenier 

• opportunity to serve as usher 

• Overall discount when the total of the shows 

you purchase meets a certain level of 

spending. 

• Maybe a drink ticket or a meal deal 

• Broadway musicals 

• Discounted prices 

• More Broadway shows 

• drawing for free tickets 

• backstage tours 

• Adults only nights (i.e. no children under 12 

admitted) 

• Have the bar open after performances while 

the parking structure empties. 

• reduced prices for multiple shows 

• family discounts 

• Discount days 

• Educator discounts 

• Absolutely abhor ticket fees 

• Senior prices 

• more comedy shows 

• discount for Seniors 

• Don't charge change fees for season 

subscribers 

• more important/famous/respected 

artists/performances 

• I am employed by UWGB, and I would love if 

they offered discounts to employees 

• coupons 

• They should offer more Broadway type 

musicals.  Even though they have the Fox 

Cities PAC to compete with.  That is the type 

of performance I like to go to see. 

• Ticket Discounts 

• just lower prices for groups 

• Volume discounts 

• client selected package deals that cross 

organizations 

• Offering performances on less attended nights 

without service fees 

• day of performance discounts 

• reduced price tickets 

• reduced rates for children (minors) 

• drawing for free tickets 

• Box office prices at more locations 

• discounts to other events or restaurants 

• Restaurant discounts in area 

• buy 2 get one half off 

• Discounted seats or preferred seating for 

multi-event purchases (not full subscription) 

• first time subscriber discounts 

• larger  group discount family packages 

• Frequent patron program with discounts 

• Discounts 
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• Discount parking 

• cirque de sole 

• Senior pricing 

• Ability to select seats more easily 

• seniors discounts 

• senior discounts 

• Email coupons for $5 off your next ticket 

purchase 

• More / Better discount pricing 

• Discounts for college students!!!!! (not just in 

the Milwaukee area- Any student) 

• senior discounts 

• Discount coupons to local restaurants 

• discount tickets 

• able to exchange tickets easier if bad weather, 

emergency, etc 

• Behind scene tours 

• Parking Discounts 

• senior discounts 

• more discounts 

• Discount performances for large employers 

(e.g. the employees of a certain place get x% 

discount) 

• More recital events, e.g. piano & vovalist atrt 

or pop songs 

• Senior Citizens Discount 

• Points system.  Maybe a free ticket or no fees 

on a purchase 

• broadway musicals 

• deals at local restaurants 

• Parking vouchers 

• money off ticket prices if you attend/buy 

tickets to a lot of shows throughout the year 

• Free or discount kids ticket with adult ticket 

purchase 

• Percentage off tickets 

• discounts for early ticket buyers via a promo 

code not just better seats 

• lower prices 

• ticket discounts 

• 2 for 1 sales - 

• free shows 

• open rehersals at discount 

• back stage passes 

• Early purchasing discounts 

• free tix after we've spent some amount 

• free and easy ticket changes 

• Discounted tickets (more than currently 

offered) 

• discount on tickets 

• more discounts 

• Ticket Discount 

• reduced price for seniors. 

• Better discounts for season ticket holders 

• Discounted tickets 

• Discounted parking 

• Early opportunity to purchase advance tickets 

w/o being a season ticket holder 

• costuming tour 

• Major discounts for season ticket holders 

• free parking voucher 

• Free parking 

• Discount after so many performances attended 

• Frequent buyer discount 

• more matinees 

• specific times and discounts to take your 

children 

• package deals for small groups 

• Maybe all UPAF benefitting organizations 

could get together to form a "passport" where 

you could get a select performance at each 

venue for a special price (like a season ticket, 

but with multiple art styles - ie. one ballet, one 

opera, one pops, one classics and one theatre, 

all for one convenient price.) could do as 

vouchers to redeem at box office or could do 

(with a lot of box office work!) as an actual 

ticketed package. 

• seasonal parking pass 

• More flexible ticket exchange policy 

• Percent off coupon for future event 

• Discounted additional tickets..I like to take my 

young nieces and grandkids and that get 

expensive 

• change the no. pf performances bought to 

achieve a BONUS deal 

• Discount tickets for 1 day of the show for 

everyone. 

• Discount for the Number of Events Attended 

at the venue in a year 

• Discounts for non-profit organization 

employees 

• Lower ticket prices 
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• buy one, get one half price 

• discounted prices for early purchases 

• Buy one/get one ticket free 

• buy one get one 

• Bring a family member discount 

• reduced prices 

• Buy one ticket, get the 2nd for half-price, for 

example 

• ipod shuffle :) 

• last minute deals - week prior 50% off, etc. 

• Free parking for season ticket holders 

• discount 

• frequent patrons receive discount of some 

sort? 

• a points system for free tickets 

• REWARD DOLLARS TOWARDS TICKET 

COSTS 

• attend so many get a free ticket 

• quality of the shows 

• advance sale discount 

• Educator discount 

• More shows. The calendar is fairly empty. 

• Senior rush ,or half price tickets, for ALL 

performances ! 

• More gospel plays and music 

• more matinees 

• reduced price for purchase of a package 

• Pre or Post meet & greet w/ Actors/Musicians 

• 2 for 1 discounted tickets for different venues 

• Performer audience Q & A 

• discount tickets for some performances 

• seniors/ 2 for 1 

• more drink coupons vs opera glasses or coat 

check coupons 

• coordinate hotel w/ the performance 

• have trasportation easier for seniors 

• frequent flier miles 

• more performances on the weekend when I 

don't work 

• special discount rates 

• Entertainment that appeals to a younger 

demographic 

• senior discounts 

• Better seats 

• Any price discounts 

• Back stage tour 

• Subscription Theater rewards swipe card for 

frequent guests 

• Family packages/discounts 

• Separate ticket sales instead of package sales 

for same low price as package for small early 

bird window of time 

• The quality of the shows has deteriorated 

horribly...so better shows would make it likely 

for me to attend 

• Deals or discounts for recommending a friend 

to attend 

• a real place for season ticket holders -the one 

they have is a joke 

• Rewards card for attending so many 

performances 

• Last minute ticket deals like TIX in New York 

• Pricing for families:  kids get 1/2 price 

• discounts for seniors 

• Bulk pricing 

• family discount 

• Partner dinner coupons 

• early bird discount for season ticket( loge)  

holders 

• Pair with a restaurant 

• senior prices 

• Free Parking downtown 

• free meet & greet the artists 

• The ability to "earn" points to be redeemed for 

ticket discounts, similar to credit cards 

• discount for early ticket purchase 

• reduced prices for certain performances 

• other ways to get discounts 

• Multi year season ticket holders (3 or more) 

should get a larger discount. 

• easier parking (e.g., shuttle) 

• Better parking/exiting 

• Parking passes 

• more frequent "early" shows 

• free tickets to performances 

• get more Modern 

• Discounted tickets 

• Buy one ticket get a second ticket half off 

• deeper discount prices for certain 

performances 

• Cost for tickets reduced based on the number 

of events you attend 
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• Meet the artist opportunities 

• Smaller scale, intimate performances by rock 

or pop acts. 

• valet parking 

• Discounted tickets 

• discount at local restaurant with ticket 

• more special discount dates 

• buy one get one free at the last minute for 

unsold seats 

• Free parking pass 

• Discounts 

• different type of guest artist instrumentalists. 

• Discounted tickets are always nice. 

• Frequent attendance discount 

• Discounts on single tickets for future 

performances 

• buy 1 get 2nd tix half price 

• Make your own season ticket across programs 

(orchestra/Broadway/concerts) 

• 1/2  off tickets 

• family prices 

• 2 for 1 special 

• enter a drawing for extra tickets to a 

performance 

• discounts for families 

• BOGO 

• ability to buy a sampler package for example 1 

ballet, one theater 1 opera 

• Buy a ticket get one free 

• "Bring a guest" opportunity for a lower price 

• discount packages for more than one show per 

season, w/o having to purchase a season pass. 

• not charging me for purchasing the tickets 

online 

• community bus from park & ride 

• reduced prices bu earning points 

• buy one, get one free tickets 

• Buy one get one 50% off 

• Discounts after buying 4 or 5 tickets 

• Free or discounted parking 

• CDs 

• no 

• Depends how many times you come get one 

freeor 1/2 off. 

• Senior discounts 

• Meet The Other Patrons event - how many 

young people who bother to attend opera (etc) 

would like to talk to the other young people 

who do so? 

• More discounted prices 

• eliminate the many, many service charges at 

places like ticketmaster 

• More parking passes--now it is only one per 

season ticket 

• Senior Discount 

• discount at nearby restaurant 

• discounted tickets for non-season ticket 

holders but frequent attenders 

• Free ticket to subscribers to some other type of 

performance 

• meet the cast backstage 

• less costly vip packages that would include 

talk back for kids 

• More senior offers 

• Senior Discount on Season Tickets (We have 

had ours for over 20 years and would love a 

break in price now.) 

• bring a youngster for a very reduced rate, say 

a piano playing youngster for a pianist 

performance 

• Dining/Entertainment package discounts 

• matinees 

• reduced ticket price for next show 

• last minute discounts 

• low-key event to announce new schedule for 

season ticket holders 

• open rehearsal or reduced charge rehearsal? 

• Parking Vouchers 

• student pricing (not just under 18) 

• Reduced ticket prices 

• discounts for numbers of tickets we purchase 

• Delete early deadlines for payment for groups 

• discounted pricing for certain shows 

• Early purchase discounts 

• less expensive tickets - more Mahler 

• rewards programs 

• A  series of 1 ballet, 1 opera, 1 MSO, 1funny 

play in Todd Wehr, 1musical or something 

else 

• free parking 

• Valet Service 
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• Percentage off next perfromance 

• Discounts for certain nights/performances 

• Packages for additional concerts 

• Attend three musicals, next one gt half price 

ticket 

• free parking 

• Discounted tickets/reasonably priced 

• No - I live in the Seattle, WA area, and only 

go to this venue to take my mom out. 

• free parking 

• more presale opportunites for other shows. 

• discounted tickets 

• Senior and Student discounts 

• Discounted tickets for younger age groups 

• discount on performances after X # attended 

• Pay what you can nights 

• 2 for one 

• less expensive parking 

• Lower Ticket prices 

• free tickets 

• Dinner Coupons 

• dinner discounts at nearby restaurants 

• Discounted tickets to take friends that do want 

to go along because tickets too much money 

for them 

• Talk backs with artist 

• Raffles for free tickets to upcoming shows 

• 2 for 1 

• "behind the scenes" backstage tour 

• Lower price tickets 

• upgraded seats 

• Senior Prices 

• restaurant discounts 

• GIVE ME MONEY 

• More matinee type events for seniors. 

• Free Parkingw with reserved preferred spaces 

• Free Valet parking 

• discounted early bird tickets 

• Half price tix like New York City 

• special performance program/momento 

• mabe putting your name in a hat for a free 

ticket drawing 

• reduced ticket pricing 

• meet performers 

• Buy one ticket get one 1/2 off limit 6 tickets 

• Buy 1 bring a friend at reduced price 

• earning points over time based on 

price/number of shows and apply points 

towards discounts or seat upgrades 

• Early buying of tickets 

• tailor the Rep's choices like Steppenwoplf 

Theatre 

• Discounted ticket price 

• Programs that are family-friendly 

• Discounted tix closer to performance date - if 

sales warrant the need to sell more tix 

• mid-week night discount 

• Easy out parking so that we don't have to wait 

45 minutes in parking structure. 

• Groupon or Living Social Deals 

• discount packages 

• Programs and other notes in an accessible 

format such as Braille, or electronic formats 

Event venue staff more attuned to assisting 

patrons with disabilities. 

• Less expensive performances for children 

• More artist talks 

• Discounted tickets 

• coupons in program 

• Email reminders of up coming shows, 

example 50% sold 

• More discounts on tickets or better seats to 

long time subscribers 

• discounts 

• HotTix 

• Attendance rewards 

• pay as you can 

• Discounts for frequent buyers and/or season 

ticket holders. 

• More general interest theater 

• Bigger discounts 

• wine 

• A free ticket per performance to a different 

type of show 

• babysitter rebate! 

• More Jazz performances - never offered 

anymore 

• Family discounts 

• Variable seat price policy. More gradual 

• reduced rates if you purchase far in advance 

• performance and dinner 

• Teacher discounts 
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• Insure a good viewing experience for ALL 

audience 

• Free parking 

• sales 

• Discounts for early/frequent purchasers 

OUTSIDE of regular subscribers 

• More student incentives 

• Purchase 2 tics at once and discount one. 

• Free Parking 

• It's hard to justify the expense of the tickets 

when tmy income level and debt load is 

considered 

• 2 for 1 

• Facebook bargains 

• Young Adult Discounts 

• discounted tickets for children 

• Free parking 

• point system 

• Prior customer early ticket sales 

• lower cost 

• senior discount 

• Not having to buy a 3-pack to get advanced 

seating 

• Buy early, save money 

• meal discounts 

• Buy one get one free! 

• unique opportunities, something I cant get on 

my own 

• Senior Discounts 

• Frequent flyer type program where rewards 

are tied to attending performances. 

• earn points toward tickets 

• season tickets need to actually provide a deal 

off individual tickets, not just be a package 

that's even more expensive with bogus 

benefits 

• First choice at seat exchanges; prior to general 

tix sales 

• free parking 

• months in advance purchases discounts 

• A series where one performance is free 

• Eliminate fees 

• Ticket discounts 

• Ticket reductions 

• Buy one get 2nd for half, during weekdays 

• get rid of online ticketing charges 

• Valet parking 

• Meet and Greet session 

• 2 for 1 

• less expensive tickets for children 

• PAULA DEAN 

• multiple ticket discounts 

• Meeting the artists 

• meet the artist 

• Pay what you can night (final dress rehearsal 

even?) 

• Dinner & Concert Tickets 

• reward points to earn free tickets 

• Rewards club/membership 

• Better prices for "off" times 

• Buy 1 Get 1 Free performances 

• Merchandise discounts for season ticket 

holders 

• Half price rush tickets 

• frequent customer perks - discount or seat 

upgrades 

• senior discounts at 55+ 

• bringing in pop performers (bobby Mcferrin, 

NYC jazz artists and singers) 

• free cocktail hour 

• Buy 1 get one free 

• multi ticket purchase discounts 

• Smaller groups for group sales 

• Points System for Discounts (instead of 

buying packages) 

• Dinner with a show 

• opportunities to purchase reduce tickets to 

other venues 

• ticket discounts 

• Lower matinee pricing 

• Last minute ticket discounts 

• More comedy programs 

• Discounts on tickets 

• seeing a rehearsal/practice 

• Deals on ticket prices for non-season ticket 

holders 

• Meet the artist 

• Turn in ticket stubs and select a winner for a 

future performance 

• Broadway shows 

• Season Tickets 

• Early purchase discounts 
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• Behind the Scenes 

• get a free ticket for attending _# of 

performances 

• I would possibly attend more of the Broadway 

type performances if I didn't have to purchase 

a whole series at the outset. 

• Afterglows:  drinks or coffee & desserts 

• Senior Discounts 

• Frequent buyer discount 

• Re. orchestra and band concerts- student 

workshops 

• more high-brow performances 

• More national groups (Broadway, Symphony, 

Chamber Musioc, etc.) 

• Fewer conflicts with scheduling: i.e, two 

community theatre groups running shows the 

same weekends 

• Better advertising!!! 

• meet the artist 

• reduce fees for tickets purchased on line 

• Bring back Broadway musicals. 

• more country singers 

• Bluegrass and traditional music 

• Buy X get one free 

• hotel package 

• Faculty discounts 

• raffle off discounted/free tickets to other 

events 

• meet the performers 

• Groupon Deals 

• 3-performane packages or small number 

packages 

• return the dinner/lecture event before 

occasional concert 

• More dance performances 

• New York style theater (Broadway/off 

Broadway) 

• post talks 

• Buy one get one 

• buy one get one offer 

• discount for season passes 

• The organization use to have 4 to 6 big name 

shows both in concerts and stage shows 

• too many repeats 

• better seating reserved for people who are not 

season ticket holders 

• Broadway plays musicals 

• Season pass discount 

• Multiple ticket discount( for family) 

• more music concerts, rock, pop 

• Military discounts 

• Im retired, so 50s & 60s musicals 

• It's important for me to get 'good seats' up 

close 

• preferred parking 

• Earn and accumulate rewards for tickets 

purchased to be used for free tickets in the 

future 

• comedy 

• Buy one event ticket get another event ticket 

free 

• Discounts 

• 2 for 1 specials 

• more Broadway Musicals 

• More affordable ticketing 

• A rewards card for frequent customers 

• Early purchase discount 

• Pre or post show "talk with the artist" 

• chance to sit in season seats for less money 

• Student discounts 

• Incentives for being able to order tickets 

earlier when not by a series as I live 80 miles 

away and cannot attend all programs. Trying 

to call for tickets when everyone else does is a 

problem. 

• I don't like enough to get season tickets, but 

can't get good seats  otherwise, so I don't go 

• "membership" with advance booking and 

better prices, but it would require inclusion of 

many more desirable events. 

• Coupons for resturants around venue 

• Mother/Daughter discounts 

• Allow Seniors? Season tx holders to purchase 

"rush" tx 

• Meet the artist 

• coupons for % off a ticket price 

• if you offer senior ticket pricing, then why not 

family package pricing? Let me get my family 

of 4 to an event for the same cost per/person 

as senior tickets 

• mix and match between Broadway and Arts 

Performances 
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• Free souvenir of some sort 

• Price discounts 

• bogo 

• Special ticket prices 

• traveling shows during the school year 

• Meet the artist 

• discount if you spend a certain amount in a 

year... 

• simpler to become season subscriber 

• larger groups (20-40) could get discounted 

price 

• Senior discounts 

• Student recitals - instrument performing on, 

type of music that will be played, length of 

performance 

• upgrade to empty box seats 

• Priority pre-sale 

• senior discounts 

• Last minute discounts 

• Consistently high quality of productions 

• dinner theater 

• senior discount 

• Back stage tours 

• gas card 

• Outreach/Education events 

• Meet the artist 

• symphony orchestra 

• extra credit 

• Meet the orchestra interactional music 

program 

• Gift cards based on amount spent 

• Comfortable seating 

• more jazz 

• last minute discounts for performances that 

have empty seats 

• rush seats for everyone 

• Rewards for being a season ticket holder 

EVERY year 

• Use a bidding war with artists 

• real benefits for paying up front - assigned 

seats that cannot be reviewed suck, so i buy al 

a carte 

• a $ amount off the ticket price if two or more 

attend 

• classical music 

• Meet the artist 

• able to meet the artists 

• Discount prices fro AAA or AARP members 

• Special free event for series subscribers 

• Free ticket to another performance 

• Buy 3 get one free 

• Discounts on shows offered as drop in shows 

based on what discount you orginally received 

• More concerts of known bands 

• discount for at the door tickets (unsold tickets) 

• Themed preperformance meal for a fee--just to 

enhance experience 

• More of a discount on shows on tour. 

• discount on future purchase based on number 

of previous tickets purchased, i.e. buy 5 the 

next one discounted 

• Discounted tickets: seniors and families 

• Discussion groups 

• Lower early purchase price 

• buy 3 get 1 free for families 

• Family-oriented & affordable music, plays 

• punch card so many perfromances then a 

discount on the next 

• Discounted Tickets for Students 

• Lower prices for faculty 

• discounts 

• Complimentary wine tastings 

• Buy one, Get one deals 

• Drawing for a prize 

• free parking 

• Lower ticket prices 

• More discounts for long-term annual 

subscribers 

• the more you see the less it should cost 

• big brothers and sisters discounts 

• Restaurant/bar discounts for before or after 

show 

• Discounts for attending multiple performances 

w/o buying a subscription 

• Include a drink with ticket 

• Buy X, get one free 

• Bigger subscription discounts 

• glass of wine with ticket 

• Let people dance - either in seats or have a 

dance floor 

• 4 tickets for price of 3 

• free parking 
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• Buy 3 get one free performances 

• MORE STUDENT PRICES.  The orchestra is 

great about offering student rates, but besides 

that, there's pretty much nothing.  In a college 

town, offering student rates for other 

performances would help to boost attendance 

and student interest in the Overture Center. 

• pre public sale prices 

• try and keep the ticket prices as low as 

possible 

• low fee parking 

• more flexibility in choosing "packages" of 

events, especially across genres 

• discounts for peaple over 65+ 

• good broadway 

• First night of the performance discounts 

• teacher discounts 

• half price day of performance tickets if not 

sold out 

• Th e extra fees for purchasing tickets by 

telephone should be less. 

• The bottom line is the shows offered and if 

they appeal to me. 

• Attendance at x number of shows = one free 

(show vouchers) 

• discounts for senior citizens on fixed incomes 

• Tyler Perry plays 

• Being able to pick my seats from a map online 

• last-minute-"rush" tickets, if you are 90-95% 

sold out already 

• multiple ticket discount (family) 

• provide free close up parking for season ticket 

holders that pay a donation fee (this was done 

in Greenville, NC where we recently moved 

from and we took advantage of it with a $1000 

donation) 

• rush tickets  (already available sometimes) 

• student discount 

• dont repeat broadway shows 

• Discounts for single ticket buyers 

• Ticket discounts 

• senior or teacher discounts (especially now 

that we pay more of our retirement costs) 

• Free parking 

• Bring a child at 1/2 price 

• Eliminate all fees for buying tickets online. It 

should not cost more to buy online, which is 

automated, than to buy at the box office, 

where you have to pay a person to talk to me. 

• we travel over an hour - hotel & ticket price 

combined?? 

• Senior discount 

• photo opportunities 

• tickets for volunteering 

• Ticket discounts 

• arrange bus groups from neighboring 

communitites 

• group ticket discounts 

• Attending so many events and get pass to 

some event for free 

• Lower prices 

• Better discounts for larger purchases. 

• Discounts 

• senior discout 

• shows that are not only on week nights 

• Senior's discounts 

• single performance, dinner and a show w/ 

local rest. 

• guitar driven performance! 

• Have more shows in the smaller theaters, that 

people can afford. 

• I donate to ge able to buy tickets earlier 

• discounts on tickets 

• High school showings of musicals 

• At each performance one seat number is 

drawn and given a cash prize. 

• decent ballet 

• Senior discounts 

• opportunity to dance in the lobby area before 

the show. 

• reward for attending a number of 

performances in one yr 

• rush tickets 

• cheaper prices 

• Some cities give two tickets for the price of 

one 

• discounts on tickets based on how much 

money spent that year 

• Senior discounts 

• Age 60 and over discounts 

• Birthday promos 

• Parking passes or reduced cost parking. 
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• Would love to see discounted tickets for kids 

attending some performances 

• Giving away free tickets (like via random 

drawing) 

• Fewer warhorses, more new or underplayed 

music 

• limo service 

• Volume discounts 

• More student tickets for low prices 

• senior discounts for all shows 

• Affordable specials for mid week 

performances 

• more jazz performances 

• More music performances geared towards 18-

25 year olds 

• A young professionals or other young patron 

program. See Hiptix from Roundabout for a 

great example of how this benefits both 

organization and young patron re: tickets and 

engagement around events. Cultivate these 

young patrons and they'll be with you for 

decades. 

• Dinner package 

• More classical music 

• something like buy 5 get 1 (or discount on 

next) 

• repeat customer discount 

• More recent Broadway shows 

• parent/child ticket bundles discounted 

• I would like to see more Meet n'Greet 

opportunities for everyone not just the 

individuals that pay more for that privilege. 

• Early-bird discount 

• preferred seating 

• Special seating based on price, rather than 

general admission. Especially for concerts. 

• I really detest handling fees, website fees, etc. 

It is a cost of doing business with your 

patrons, like a shoe store taking credit cards.  I 

go to the box office, though not convenient, 

because those fees are gouging. 

• my employer in MN offered a social MERSC 

(social club discount) where all participating 

organizations could get discounted tickets to 

performances etc. 

• reduced ticket prices for families, to allow 

parents with young children to attend 

performances together 

• Allow season ticket holders to choose their 

own seats by individual performance to 

guarantee best seating availability to all 

shows. 

• Rewards for more tickets purchased 

• mix and match packages available later in the 

season 

• Better seats if you are a regular; I got a 

package that wasn't the cheapest, but seats 

didn't seem any better than if I bought them 

that day.       and had average bad seats when 

better seats sat vacant 

• points towards tickets for future events 

• we had season tickets for the first 3 years but 

our seats got worse so we quit purchasing.  

Would like an incentive to upgrade based on 

years of service 

• Meet the artist 

• More affordable pricing 

• Work with the city so buses run later, have to 

go home, get car and come back in 

• better discount 

• lower ticket prices 

• cheaper ticket prices 

• parking 

• The extra charge for online/phone orders is too 

high...remove it. 

• Meet the performer, lectures, and pre/post 

talks for non-season/subscription ticket 

holders. 

• Meet artists 

• The "black friday" sale is good - please keep it 

at the Overture 

• buy early and save 

• If you attend x number of events, offer 

discounts.  Even if you didn't buy a ticket 

membership or donate >$250 

• buy so many performance tickets, get one 

free... 

• coupon for certain amount off after reaching a 

certain purchased amount 

• Dinner/Theatre packages, one price for a night 

out 

• discounts for single performances 
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• Talks with artists 

• Senior discounts 

• Some kind of rewards program is always nice 

• Day of performance discounts 

• parking vouchers 

• meet the artists 

• Early purchase discounts like APT has 

• Buy 2 or 3 in a series get one free 

• No extra charge to buy tickets on line. 

• I'm a poor college student. I would volunteer 

for free tickets all the time 

• restaurant discounts for single ticket 

purchasers 

• pre/post show talks 

• Some sort of discount after you've purchased a 

certain number of shows, like a reverse 

subscription. i.e., after you've bought 10 

tickets, get 20% off your next show, or a free 

upgrade to the next ticket level for your next 

show, etc. 

• Pre-concert lectures 

• more kinds of discounts 

• Operate on a points system, build up points 

earn money off of tickets. 

• concerts - play more concertos 

• Dedicated parking for patrons 

• Discounted or free tickets 

• early purchase incentives 

• reduced ticket price 

• rush tickets - unused tickets discounted in 

price 1 hour before the show 

• Discounts available farther in advance. 

• Discounts on food or treats for subscribers 

• lower prices 

• Meal/Ticket Combos 

• A rewards card, maybe a discount after x 

number of shows 

• discount on tickets when you buy multiple 

tickets 

• frequent buyer program 

• Points twords a discount/Frequent buyer 

discount 

• discounts 

• Better beverage and snack service--Not very 

important 

• Drink specials for season subscribers 

• free close parking 

• discounts for public school teachers! 

• Free swag from performance (tshirt) 

• "Rush" tickets, eg reduced price one hour 

before show 

• Dinner and show tickets together 

• Offer subscription members an easier way to 

include family / children - maybe a children's 

package 

• attend X number of performances, get 

admission to one free 

• higher quality, lower prices, dine and watch 

packages 

• free parking 

• Upgraded seating 

• Expansion of Duck Soup 

• percentage off tickets 

• Frequent buyer program 

• Discounted "last minute" tickets when seats 

are available 

• More emails about early ticket purchases for 

those who participated in previous events 

• less additional fees 

• buy one get on half off 

• enough "coupons" for each performance 

• Post-show private meet & autograph sessions 

with cast 

• buy one get one 

• opportunities to upgrade seats that were 

purchased for specific performances, which 

are not sold out 

• Free drink 

• Small discount or free item for people who 

provide feedback or fill out surveys. 

• Get points toward reduced price tickets 

• comedians 

• Pre-sale 

• last minute half price tickets for open seats 

• mores shows in the $40 range 

• Frequent buyer discounts 

• Offer free parking on certain nights 

• complimentary tickets 

• Repeat customer discounts 

• Discounted meals in local restaurants 

• dinner/theater package 

• Meet the artist opportunities 
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• Bulk discounts 

• disney 

• Specials for frequent purchasers 

• Dinner discounts for ticket holders 

• loyalty program - points leading to future 

discounts 

• Groupon/Living Social Deals 

• Better seats for regular / early ticket purchase 

• Earning Reward points every performance you 

attend and then once you have a certain 

amount you can get a free ticket to any show 

of your choosing 

• parking discounts 

• Free parking passes 

• meet n greets with artists/performers 

• percentage off if frequent buyer 

• Autographs 

• minimal charge seat upgrades for season 

subscribers 

• rush discounts for seniors 

• concerts 

• free tickets for certain amounts of donations 

• Better seating 

• Voucher for drinks or food before/after 

performance nearby 

• maybe better ticket package rates/choices for 

ones that can't afford season tickets 

• events relatred to the performance 

• "rush" tickets 

• meet and greet 

• Discounts the more events you purchase 

• 1/2 price ticket booth (similar to NY, Chicago) 

• special performance access for seniors 

• Babysitting service 

• Discounted tickets for current/future 

performances 

• Additional free performances for season ticket 

holders 

• discounted meal voucher 

• Points rewards to accumulate for an extra 

ticket 

• Free membership with Member Upgrades 

• more matinees!! 

• Backstage tours 

• After being a season ticket holder for almost 

20 years so recognition 

• Day of ticket purchases (limited available) for 

discounted rate. 

• Free Parking if you purchase tickets in 

advance of performance 

• Better seats 

• early ticket deals 

• greater sr disc to bring my parents 

• UPGRADES TO BETTER SEATING 

• multiple seat discount 

• Parent - child/student discount 

• parking discounts 

• Backstage tours 

• have a bus take you there from a resaurant 

• buy one get one free 

• extend the incentive to include a family 

member 

• educator programs/discounts 

• two for ones 

• Reduced rate 

• Bundling performance with dinner 

• Easy method of seat upgrades 

• Facebook or email specials similar to the ones 

offered by Broadway in Chicago 

• Money coupon off CDs or other sales 

offerings sold at show for return patrons 

• The Weidner used to be a top notch venue....I 

am no longer interested in what they have for 

programing...it is sad :( 

• unsold seat discounts 

• discount for being a frequent buyer 

• tickets for children shoud be cheaper 

• Drink coupons 

• senior discounts 

• Free parking/shuttle service to venues 

• Meet and greets with the cast. 

• bus trip included with thicket purchase 

• Student discounts for balcony seats 

• deeper discount prices for students/seniors 

• dinner theatre 

• Offer something free for purchasing tickets, 

like a bag or a discount for purchasing 

something while at the show.  A t-shirt, the 

recorded music they sell when attending.  

Something like that would be nice. 

• A 'frequent buyer's program' - spend X amount 

this year, get XYZ. 
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• free ticket after buying 3 

• child rates...not $80 for all seats (child or 

adult) 

• enter a drawing for tickets to a performance 

other than what is included with my 

subsciption 

• Free dinner per ticket purchased. 

• talk backs 

• dinner/theater package 

• Social Media deals 

• Coupons 

• Discounted merchandise 

• hats 

• special event for mother/daughter who comes 

to the events. 

• Subscription discounts 

• think about the types of DVD extras that 

people will watch (after the film). Might like 

to hear some of the technical challenges of a 

performance, or learn why certain artistic 

choices were made. Think patron engagement. 

• more restuarants wiling to give discount if 

show thicket 

• chance to meet artists 

• upgrade on your subscription for a single 

preformance 

• specially designed programs for youth and 

children 

• More daytime performances 

• Dining/Accomadations package discounts 

• cheaper based on age of person going to 

theatre 

• free parking 

• discount for first time attendance at particular 

type of performance 

• threw the lapel pin away  - waste of money & 

resource 

• free tickets 

• Senior rates 

• ! each as above plus 1 brewers game 

• free cocktails 

• Discounts 

• Percentage off a restaurant near the 

perfromance 

• Food & Beverage comps for subscribers 

• dining discounts 

• $ off next show 

• Maybe a "frequent attender" card; Member 

fee/Non-member fee 

• "Starving Actors" pricing 

• early bird discounts 

• no "add-on fees" to ticket price 

• Buy One Get One 

• better seats 

• Raffles 

• Discounted tickets for going to performance 

more than one night 

• Backstage tours 

• work in a dinner package 

• Information and/or videos about the process of 

creating the show. 

• reduced price on beverages/food 

• Matinee Shows Lower Prices 

• GIVE ME FOOD 

• same day tickets at a discount 

• upgraded seats 

• restaurant credits 

• workshops with performers 

• actual percentage off season tickets for buying 

whole series....right now its no cheaper, so I 

pick and choose and don't go to as many 

• Show & Hotel or Dining Deal 

• buy 1 get 1 free 

• Free coat-check 

• selected seating 

• Groupon 

• Coupons for merchandise 

• lower child ticket prices 

• More family oriented performances 

• Behind the scenes opportunities 

• Very limited offering of music I like - what 

happened to the old days where there were all 

sorts of music at the PAC? 

• team up with Brewers 

• Theater packages including dinner at a local 

restaurant 

• Insist audience in front rows sit down so 

others can see 

• Dinner packages 

• special offers for members 

• Discounted seating for frequent purchasers 

• Discount on restaurants near the venue 
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• Student Discounts 

• preshow discussions 

• Cheap tickets for unsold seats 

• electronic programs on iOS 

• package discount 

• Have a discount ticket day/performance during 

the run of a performance 

• tell me the exact seat i am getting before i pay 

, this alone counts for countless shows that i 

do NOT attend 

• shuttle service to and from 

• offer a meal before the performance 

• Frequent attendee program 

• actual backstage tours during a touring 

Broadway show 

• More parking passes 

• punch card-attend so many shows for a 

discount or free one later 

• Elimination of excessive "service" fees 

charged by online ticket window 

• Lower prices for better seats 

• Restaurant discount before or after show 

• RACHEL RAY 

• during week cheaper shows 

• smaller venue 

• package deals or discounts at certain 

restaurants 

• Student ticket prices & packages 

• half price day of tickets 

• Student Pricing to fit our budgets.  Like $15 

seats in the prime seating sections 

• Dinner + Show coupons for nearby restaurants 

• include beverage/food 

• Packages for a specific show (with 

before/after events, commerative programs 

etc) 

• free upgrades 

• Lower senior pricing 

• Less dance 

• ballet/symphony for beginners 

• turn in ticket stubs for a prize 

• Senior Discounts 

• Coupons 

• reduced student ticket prices 

• Educational talks, ie French Revolution w/ Les 

Miserables 

• qty. discounts--more tickets you buy=cheaper 

per ticket 

• Dinner packages 

• Get the Mirari Brass Quintet 

• More matinees 

• workshop 

• Piano Artists like Lorie Line and Jim 

Brickman 

• more plays 

• Quality drama, not Broadway and opera 

• PRESALES 

• decreased rates for low-income families 

• Chance to meet performers 

• offer alcohlo drink specials for the event 

• signed poster giveways to limted numbers 

• More music concerts 

• smaller subscription packages -- like 3 

performances 

• Discounts for multiple tickets 

• discount for all same type plays (comedy, 

drama, etc) 

• right now I have to drive 75 miles round trip 

to another town to get to see a good show 

instead of 8 miles. 

• Weider not competitive with Appleton 

programs 

• better quality plays 

• Gospel Groups 

• Chance for photo opportunities with artist 

• broadway type shows 

• AAA or AARP discounts 

• nothing you can do about it but I don't like the 

layout on the upper floors 

• behind-the-scenes tours 

• Sales 

• Access to talented artist/small venue events—

notice I said "talented", not "famous". Famous 

is OK, but talent is a must. "Unique" is part of 

that formula, too. 

• free give aways like a small item to remember 

the performance 

• Preconcert "conductor talks" 

• Vocal Jazz group 

• More kid shows for younger audience, this 

year 2012-2013, very few live performances 

that would allow us to bring our 3 y.o. 
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• holiday specials 

• free/validated parking 

• BOGO 

• More classical music 

• free drink at show 

• early buying opportuniities 

• Buy one, get one at a discount (for current or 

future show) 

• Reduced ticket prices 

• family type afternoon matinee entertainment 

• Meet and greet the performers 

• Artist talk-backs 

• wind quintet 

• Daytime performances 

• more new art experiences, international 

• senior discounts 

• Allow early purchase for premier show such 

as Wicked earlier than general public along 

with other ticket purchase without requiring 

full season subscription (for instance if you 

purchase two other shows). I suggest this 

because I sometimes do not buy the whole 

season if I have seen 2 or more shows 

elsewhere 

• if attending two or more performances there is 

a ticket discount 

• jazz concert 

• Season ticket discounts 

• More matinee shows at discounted prices 

• CD from musical event 

• Meet the artist 

• discounts for seniors 

• Reduced cost for kids if 2 or more adult tickets 

purchased for the same show 

• More clearly advertised performances 

• Opportunity to talk to performers -- especially 

for childrens' performances that my 

grandchildren attend 

• Dining discounts 

• Member discounts 

• frequent buyer rewards 

• Contemporary Christian Concerts 

• food 

• Refer a friend and recieve a % of next 

purchase 

• senior discounts 

• Better seating 

• the cost to see a performance a second time 

should be less 

• Low wage earner discounts 

• Free show memorabilia 

• attend so many shows, get the next half price 

• Lucky winner drawings 

• reduced rates to previous ticket holders 

• meal and performance option with resturants 

• more seating for peaple with vision problems 

• more varied dance 

• Weekday night performance discount 

• easy to purchase online reduced tickets for 

children 

• Having special buses leaving from shopping 

centers and going to the Overture Center 

would certainly make me buy more tickets  to 

more performances. 

• Discounts for small groups 

• older R & B concerts 

• The Million Dollar Quartet 

• Adopt a child promo... Allow people to 

purchase discounted tickets for needy kids to 

Childrens' performance 

• Dinner and theater packages 

• season discounts for create your own 

subscriptions that include a mix of broadway 

and non broadway, and that include Madison 

Opera and otehr resident groups 

• Dining discounts 

• shirt signing/autographs 

• Merchandise 

• senior discounts 

• if show is on week night-start earlier than 8:00 

pm 

• Elimination of "processing" fees 

• discounts on dinners at nearby restaurants 

• Meet and greet actors 

• Discount coupons for area restaurants 

• incentives to wear costumes 

• senior discounts 

• It seems there are too many seats that you can't 

see from. The prices are still high, but the 

view is bad. 

• Some cities give discounts on the day of the 

performance 
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• Free parking 

• Rush tickets 

• More bundle offers 

• Senior./ differently abled discounts 

• I really want to see The Book of Mormon, and 

would be willing to pay a lot for it. 

• dining packages 

• Dinner deals 

• more reasonably priced tickets for "good" 

seats 

• more dance performances 

• True discounts for bundling/subscribing. A 

few dollars saved per ticket isn't worth it. A 

free ticket two a fifth Broadway show when 

you buy four definitely is. 

• parking validation after a certain number of 

tickets bought 

• discount tickets 

• free parking and/or bus rides as most venues 

are in the downtown areas where not as easy 

to get around if you are not familiar with the 

area 

• Do not require the entire broadway season be 

purchased in advance as a package.  Many of 

the shows are repeats for people and this 

causes people to buy shows they do not need 

to get better seating rather than wait for the 

general public/individual show sale. 

• Climbing steps is a problem that isn't 

addressed; different that hadicapped but not 

considered. 

• Rewards card 

• More times to meet artist and learn more about 

the production 

• more package options 

• cheaper prices for drinks 

• opportunity to purchse single tickets to 

broadway series when purchasing season 

tickets 

• A rewards program for frequent buyers 

• Discount to area restaurants the night of show. 

• Some discount for multiple performances 

attended - a rewards program 

• Events (social) before events 

• Discount for Overture members 

• railings along sides of aisles as many patrons 

are elderly 

• package deals across genres (one play, one 

opera, one concert 

• better discounts at local eateries with ticket 

• Back stage tours 

• ticket discounts for single ticket purchasers 

who buy more than one show 

• reception before (perhaps a drink ticket 

included with the ticket price to encourage 

participation) 

• Pre-show/Post-show "Meet the Artists" 

• Something similar to Belly, only for the arts 

• plays - more current Broadway shows rather 

than just revivals or shows running for 10+ 

years already 

• incentives for newsletter subscribers 

• buy one/get one free ticket prices 

• buy so many get one free 

• Buy one Get one on certain nights of the 

week/performance times 

• More student discounts 

• receptions 

• Discount codes 

• advance sales 

• Free events for subscription holders 

• Reduce "convenience" charge for buying 

tickets online 

• buy so many get some free 

• discounts for area restaurants 

• DInner & show packages (catered menu or 

buffets) 

• plays 

• Meet & Greet opportunities 

• complimentary events prior to or after 

performances 

• Reduced fee parking 

• loyalty program 

• Restaurant and bar discounts with ticket 

• live bands 

• Specials for subsrciption renewals 

• Random selection for front row seats 

• Coupons for 50% off. Or buy 1 get 1 Sunday 

Matinee. 

• Tour of backstage 

• discounted merchandise 

• season tickets tailored for snowbirds, we leave 

WI Jan-May 
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• Discounts for earlier day shows 

• dress rehersal performances for seniors too 

• Freebies like lapel pin for the shows attended 

• Meet and Greets 

• I drive from northern wisconsin for these 

performances so I cannot got to special talks 

and other events unless it is the same night as 

the play 

• Frequent Buyer points or rewards 

• Meet and greet with the performers after the 

show 

• COCKTAIL COUPONS 

• frequent buyer discount 

• senior citizen discounts 

• Deeper discounts for renewing members 

• buy one get one 1/2 off 

• provide a meet and greet for the performing 

artisits 

• More dramas in addition to musicals as part of 

Broadway across america performances 

• take a look at the Van Wezel performing arts 

hall in Sarasota Florida---wonderful 

offerings!!!! 

• buy one, get one free or half price 

• introduction to performing arts for teens 

• Multishow discounts: Select 2 from 5 series, 

etc. 

• Less fees 4 ticket master that drives up prices 

• Curently they offer an explanation of the show 

prior to the show, which is really nice, but 

they never afford the opportunity for 

questions. 

• more areas of theater discounted 

• returning customer discount 

• Parking discount. 

• early bird specials/  $5.00 for a ticket 

• Free parking at venue 

• discounted meals 

• Ability to return tickets within a prescribed 

time 

• free parking 

• dinner certificate/reduced meal at nearby 

restaurant 

• performance guarantee - try it and if don't like 

it, can apply money towards different kind of 

performance 

• "pops" isn't.  Star wars isn't pops.  Move 

forward. 

• 1 musical at Marcus+ 1 at the Skylight 

• Free parking if using the parking area near the 

performance with a ticket being stamped when 

you come in to the performance 

• Discounts after a certain number of 

performances attened. 

• Dinner and a show pricing 

• buy X get one free 

• less cramped seating in some venues 

• Upgrade seats upon arrival, if better seats are 

not occupied 

• better parking 

• Discounted Tickets 

• Coupons for free or discounted food 

• free parking 

• Occasional discounts for people who are not 

seniors, students, or children 

• GIVE ME DRINKS ;) 

• parking credit 

• parking 

• Offer a better series 

• Free Shows Based on Amount of Shows 

Attended 

• Free snacks / drinks 

• Discounted tickets for upcoming shows 

• day of deals 

• Food and beverage discounts 

• I paid $400 for a front row ticket. Reward me 

if my view was blocked by others 

• Hotel Packages 

• One free drink at performance 

• Dinner and Show Packages 

• Tie ins with restaurants 

• bundle tix + dinner at restaurants 

• Discount ticket prices on advance sale 

opportunities, not just an advance sale 

• Customer loyalty programs (advance 

purchase, discounts) 

• More variety of acts 

• Discount on additional shows not part of 

package 

• groupon type deal (buy one get one free on a 

certain day or only for a limited amount on a 

day) 
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• Monday shows!  With appropriate prices for 

the "off" day 

• Escalating discounts on the season tickets 

depending on how long you have suscribed 

• include parking passes 

• Utilizing smaller theaters at center for runs of 

local plays 

• turn in ticket stub for a select parking space 

• Dinner/Show Packages 

• VIP Parking for Season Ticket Holders 

• reserved "cheapseats" for students 

• Autograph opportunities 

• Affiliate discounts--ex.: if you belong to 

Brown Co. 4-H, you get a cheaper price 

• IMPROVE THE SOOUND SYSTEM!!!!! 

• More classic plays and art house/foreign films 

• event flyer with details sent prior to 

performance 

• Classical music made contemporary, such as 

Jeans n Classics 

• Quality comedy, not contemporary crotch 

humor 

• Discounts for using WILL CALL 

• buy 1 get 1 to low selling shows 

• More broadway/offbroadway plays and 

musicals 

• Team up with a restaurant for a package 

• meet the artists before or after the event 

• Some "new" plays would be nice 

• Meet & greet with the artist / autographs 

• More information about group sales for all 

events 

• buffet/nibbles before show 

• Grandparent/Grandkid day - activities, box 

lunch on site, and a show 

• more comedians 

• percent off at area restaurants if you have 

theater tickets 

• Roundtable discussions on possible acts 

• Meet and Greet Opportunities 

• Acoustic music only/ not loud amplified sound 

• disability discounts 

• operettas --Gilbert and Sullivan etc. 

• Pre/post show lectures/discussions 

• Gift certificates 

• rewards for buying multiple performances at 

the same time 

• drinks 

• Buy X number of tickets and recieve a 

discount and/or free ticket 

• LAst minute buys 

• Free Children's tickets 

• meet the artists after the show 

• The balcony seats in  the Playhouse are 

dangerous-the railing is too low. 

• Attendance at x number of shows = discounts 

at nearby restaurants 

• urban comedy 

• Something to attract new season ticket buyers. 

An open house? 

• announce the $10 discount programs earlier in 

the season 

• Opportunity to suggest programmatic ideas 

• ticket giveaways for a different show 

• coupons for restaurants to use BEFORE 

shows, not after 

• free parking 

• Poster/cd with ticket purchase 

• Money off at restaurants nearby 

• Student discounts 

• More matinee performances. 

• quantity discounts 

• more shows for ages 7-12 

• Rush tickets, especially for all ages, but also 

for young people/students. Run them like the 

Broadway houses do but have them be as 

regular as possible. No one knows about them 

now and no one can guess when the offer will 

show up. 

• frequent user points 

• any kind of discount as I love the theater, 

however most of the time can't afford the price 

• could go to a punch card system or point 

system for discounts. 

• learn more about the composer 

• smaller group ticket discounts - 6 to 8 

• Nice souvenier programs 

• "out of towner" discounts 

• Advance-purchase student rates 

• senior discount 

• Cheap last minute tickets 
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• Priority Presale 

• "frequent buyer" program 

• free parking 

• Better seat assignments for longevity 

subscribers 

• I went to see Maya Angelou and would like 

more such shows 

• Lower parking prices 

• Backstage tours 

• Half price student days. (Show an ID or school 

schedule for proof) 

• Coupons for future performances 

• Discounts on merchandise 

• Reduce Online Handling Fees 

• Appreciation gifts 

• buy one get child under 12 for free 

• More live jazz like at Symphony Center in 

Chicago 

• Now we drive to Appleton to the PAC for 

better programs....wish we didn't have to go 

that extra nearly hour drive...... 

• points for attendance that can be redeemed 

• Discounts for children's tickets 

• Seat upgrades the night of for unsold seats. 

• discount for more tickets purchased 

• Dining discount at nearby places. 

• discounted drinks 

• Raleigh symphony did music of Ray Charles 

• a free coffee and dessert after the show 

• "Single seat" discounts 

• dinner coupons 

• Promotional giveaways (t shirts, cds/dvds etc) 

• GIVE ME TICKETS 

• dance class with dancers 

• meet and greet promotions 

• General Rebate Dollars for $ spent, qtrly/semi 

anl, etc 

• Free seat upgrades 

• try us out one time deals 

• Parking discounts for subscribers 

• Last-Minute Deep Discounts 

• livecam streaming to website (watch from 

home with ticket purchase) 

• Childrens/teen pricing 

• Opportunity to purchase tickets for other 

performances before general public 

• Cheaper or free concessions with purchases of 

multiple tickets 

• Dinner/Lodging/Show Packages 

• backstage tours 

• Etwas 4 kids..meet an actor, make a craft, 

musical petting zoo 

• Bring a donation to coats for kids, food pantry, 

etc., get a cheaper ticket or free drink ticket 

• Jackie Evancho and other recently discovered 

unique artists 

• buy 1 give one to student at the college 

• Multi purchase discounts (more than 1 ticket 

or multiple events) 

• pre-sales for Facebook fans 

• Incentives between the arts organization and 

some of the restaurants 

• better liner notes (dramaturgy) than ads and 

biographies 

• season ticket holder pre-post show receptions 

• special ticket offers or exclusive events 

• Music from various eras/drama from other 

eras 

• CFA points that add up for a drawing 

• Become a "member" and recieve discount 

tickets 

• Buy one Get one ticket offers for undersold 

shows 

• Some of the seats in the orchestra level are 

potentially dangerous. They end in a blank 

wall. If peop[le had to leave in a hurry, the 

people sitting next  to the wall would be 

doomed. 

• more musicals 

• restaurant coupons with subscriptions (beyond 

the current ones) 

• shuttle to performances 

• Locality/rewards program 

• Two for one admissions 

• Ticket contest / giveaways 

• rush ticket offers for frequent visitors 

• learn more about the instruments played 

• reduced price for 3 events purchased in 

advance 

• discount for children under 18 

• Buy "Broadway Series" ticket package get a 

couple free tickets to less attended, non-

Broadway offerings 



  © Jason Hurwitz 2013     xxxvi 

• Local dinner ideas/discounts if attending a 

show 

• Meet performers 

• I would go to more performances if they didn't 

cost so much. I work part time and go to 

school full-time. Almost all my money goes 

towards tution, home expenses, and gas. 

• Free valet parking 

• Free parking with every show for subscription 

• free drink, parking, etc. 

• Free concessions 

• dinner/sandwich/food included with ticket 

purchase 

• liked the thursday series - gone. 

• The RITA at Parkside had a humanities day 

where there were all sorts of arts to sample 

• A chance to give feedback about a specific 

show 

• LET ME PARTY ON THE STAGE WITH 

THE PEEPS!!!!! 

• forum on "topic" 

• Cd/DVD of soundtracks 

• Artist talk-backs 

• Reaching out to children in ways that allow 

them and their families to attend performances 

outside of school events, "canned food" drive - 

bring several items get one ticket 

• Dinner Theater w/themed dinners 

• rush for students 

• Contests to win good seats ... work with 

WIXX radio 

• Ethnic samples of music from around the 

world 

• Drink/food vouchers for day of show 

• If there is no row for handicapped people, 

there should be a long row with more space in 

front of it. 

• More events to attract college students 

• all above in lectures or on-line 

• family packages 


