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The Community Partnership for Artsand Culture

If you live in Northeast Ohio, The Community Partnership for Arts and Culture (The Partnership) is working on your behalf.
The Partnership is a nonprofit agency formed in 1997 to strengthen Northeast Ohio’s cultural assets and bring them to
more of the region’s people. We serve cultural organizations, individual artists and nearly three million residents in
seven counties: Cuyahoga, Geauga, Lake, Lorain, Medina, Portage and Summit.

Our Mission
...isto strengthen Northeast Ohio’s cultural assets and help more residents and visitors enjoy them.

What We Do
We offer programs in four areas. public policy, communication, capacity building and research.

How We Operate
We are committed to broad and inclusive community participation.

What We Bdlieve

We believe that arts and culture improve the quality of life. It strengthens education, stimulates economic development and
motivates people to live, work and visit in Northeast Ohio. Arts and culture nurture and inspire. They promote
communication among the region’s diverse people and communities.

A healthy and stable arts and cultural sector is a cornerstone for the region’s continued economic and social vitality.

ThisReport

The research and findings contained in the following pages are designed to strengthen the arts and cultural sector’s
marketing abilities. The more people know about the high quality of Northeast Ohio’s arts and cultural organizations
products, the more they benefit.

e

COMMUNITY PARTN ERSH l P FOR ARTS AND CULTURE
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Summary, Conclusions & Recommendations

A telephone survey of 300 adults was conducted from December 14, 2002 to December 23, 2002. Data from avery similar study of the
same Akron-centric population base (250 completed interviews) were combined with these recent data to form the total sample of 550
discussed herein. Participants in the study were only those who have participated in at least one arts and cultural activity or event during
the past year. The objectives of this study were to 1) identify the major benefits of arts and cultural participation in the Greater Akron
area, 2) identify the major barriers and motivators for arts and cultural participation. This information was intended to aide in the
formulation of programming and marketing concepts for arts and cultural organizationsin the Greater Akron area. The Greater Akron
areawas defined as the six counties containing or surrounding Akron (Summit, Medina, Portage, Stark, Wayne counties and the
southernmost communities in Cuyahoga county)

The major findings of the study are as follows:

1. Since only those that have participated in at least one arts and cultural activity in the past year were included in our study, we
can get ameasure of the ‘incidence’ of this sort of participation in our Greater Akron population. That is, we found that 71%
of those contacted were eligible to participate in our study. Therefore, we can estimate that 29% of the Greater Akron adult
population does not participate in any arts and cultural activity in any given year. This compares negatively to the population
area surrounding Cleveland (Cuyahoga, Lake, Lorain and northern Summit counties), of which 89% of the population was
found to have participated in arts and cultural activities within the past year.

» Typically we see a greater proportion (25-35%) of senior citizens that participate in telephone surveys than there are
seniors in the general population. In our study, however, we did not see this phenomenon - only 12% of the survey
participants were senior citizens. We can therefore conclude thet a greater proportion of senior citizens than non-senior
citizens were ‘screened out’ of the survey process because they did not participate in arts and cultural activities at any
level. That is, this study suggests that senior citizens are under-represented among the arts and cultural patronage.

- Conclusion & Recommendation |
Senior citizens are unlikely to have many limits on their time (one of the major barriersto increased participation in arts and culture

activities). Although they are very likely to have limits on their expendable income, this study suggests there are many opportunities for
increased audience sizes among the senior citizen community. Thisis because when seniors can and do participate in arts and cultural
activities, they tend to do so at a higher-than-average frequency - 23% of seniors participate at least twice a month, compared to 14% of
non-seniors. Seniors, however, will have different or more acute issues than their younger counterparts - lack of transportation,
concerns with safety, fear of unfamiliar places - and therefore will require different treatment (operations and marketing) by the arts and
cultural institutions. They should be considered a separate ‘ segment’ and should be marketed to and communicated with accordingly.

@, CypressResearch Group
3641 Sutherland Road, Shaker Heights, OH 44122 (216) 295-9764
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Summary, Conclusions & Recommendations

2. Marketing Messages: There were severa strong themes of benefits obtained by Greater Akron residents when attending arts
and cultural activities or events. These strong themes are recipes for marketing messages for arts and cultural organizations
wishing to build audiences. M essages which communicate the following will resonate the most strongly with the Greater
Akron arts and cultural consumer group:

* Entertainment/Fun (91% top-two-box score) We saw two distinctions here between the data collected in 2001 (which
» Sharing activities with family (78%) was Cleveland-centric) and the present study (which was Akron-centric).
« Exposure to new things (62%) Greater Clevelanders stressed the benefits of salf-improvement/self-

« Escape from normal routine (61%) education and education for chiIdrerVgraanchiIdren more tha_q thosein

« Education for children/grandchildren (58%) Greater Akron; Instead, Greater Akron residents stressed the importance

« Self-improvement/Education (52%) of escape more than Greater Clevelanders.

3. Benefits expressed by a minority of Greater Akron residents, which would be messages with less appeal, included:
* Learning about other cultures (46%); Social interaction (40%); Being close to talented people (39%); Knowing an event is
good because everyone is talking about it (34%); Linkage to own heritage (20%); To be ‘included’ in the activity because
everyone (circle of acquaintance) is talking about it (13%).

4. The arts and cultural community is viewed as a single entity, not as the hundreds of separate and distinct organizations that
actually comprise this community. What one organization does effects the consumer’ s perception of the others. Although at
some level consumers understand that one ingtitution is separate from another, they also expect the arts and cultural organizations
to be unified. That is, they expect the arts and cultural community, as a whole, to look for ways to make the arts and cultural
experiences better for the Greater Akron consumer.

5. Also, the experience of arts and culture (and how people make judgments on the arts and cultural experience itself) is a sum of
every single experience the consumer has from the time he or she leaves the home to when he or shereturns. That is, the arts
and cultural experience isjudged by the whole experience - the travel to the site, the ease of finding the site, the ease of finding
parking, the cost of the parking, the availability, cost, and quality of nearby food service, the ease of entering the venue, the
traffic after the venue - the sum of all of these impressions impact whether or not a consumer decides to try an arts or cultural
experience, recommend it to afriend, or decide to come back. Below is a more in-depth discussion of the specific barriers to
increased participation, some of which are unique to Greater Akron arts and cultural consumers.

% CypressResearch Group
3641 Sutherland Road, Shaker Heights, OH 44122 (216) 295-9764
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Summary, Conclusons & Recommendations

6. We examined 22 potential ‘barriers' to participation in arts and cultural activities, with some surprising results. The top barriers
to increased participation included, in order of importance:

» Not enough time- It is not unexpected that this is the biggest reason people do rot participate in arts and cultural activities
more often. This was particularly true for consumers in the 35-54 age group.

* Activities cost too much - On face value, thisis decelving. It istrue that for many consumers, money is alimited resource.
However, participants in previous qualitative research taught us that they aways ‘find away’ to pay for an event that they
‘really want to’ attend. The issue here is not so much the absolute cost of activities, but rather the ‘value' they provide.
And ‘value' appears to be related to both the quality of the art or cultural experience itself, and the peripheral experiences
surrounding the event (see below - parking, traffic, nearby activities). In sum, consumers judge arts and cultural
experiences on the event itself and how fairly they perceive they were treated in terms of value and service.

» Through multivariate statistical modeling we also found that income levels are not related to levels of participation
in arts and cultural activities. Education levels, however, arerelated to participation levels in that those without a
high school education participated at lower levels and those with graduate degrees participated at higher levels.

» Expensive parking - This of course focuses moreon‘downtown’ venues, but the perceived unfairness in regards to parking
costs reflect on the arts and cultural community as awhole. Theissueis that consumers see parking costs rise dramatically
during events. Although at some level they understand that parking establishments are separate businesses from arts and
cultural institutions, they feel the arts and cultural community could address this issue.

— Concluson & Recommendation |

Arts and cultural institutions which are limited to parking facilities which practice higher pricing during events should develop

partner ships with parking sites and offer discount passes. Institutions which are not effected by expensive parking should emphasize this
benefit in their marketing. In total, thisis a strong relative strength for Akron-based activities which should be leveraged.

» | don't always know about activities until it istoo late - One-third of respondents believed this limited their participation,
and thisis adirect criticism of the scope and effectiveness of marketing and communications by the arts community.

—{ Concluson & Recommendation }
Past local research has shown that in order to keep abreast of upcoming local arts and cultural events, one hasto ‘know where to look’ and

bewilling to ‘read fine print.” This suggests only the most motivated and meticulous arts and cultural consumers are aware of all that is
available to them, and that the arts and cultural community isfailing to keep the ‘ passive information’ consumer aware. The artsand
cultural community needs to examine ways to present unified communications to potential customers and offer them an easy ‘ one-stop-
shopping’ experience to get information on all upcoming events (not just the big venue activities). The community also needs to driveits
customers to a cohesive, easy-to-use, single source of local arts and cultural programming.

% CypressResearch Group
3641 Sutherland Road, Shaker Heights, OH 44122 (216) 295-9764




Community Partnership for Artsand Culture- A Survey of Arts and Culture Consumersin the Greater Akron Area
Summary, Conclusons & Recommendations

* Traffic after events - Past research suggests that Akron-based activities are not guilty of inducing large traffic jams - the
one exception being Blossom. However, this study shows that Greater Akron residents are particularly repelled by the
prospect of large traffic problems after events

{ Conclusion & Recommendation }
Arts and cultural institutions which are effected by heavy traffic should, when possible, avoid timing events coincident with other nearby

events (e.g. sporting events). When heavy traffic is expected, hire traffic flow assistance. Institutions which are not effected by exit traffic
issues should emphasize this benefit in their marketing communications. Akron-based activities like this should stressthisas a strength in

marketing materials - that is, use the fact that Akron-based activities do not suffer from post -event traffic jams as Cleveland-based
activities do.

7. Residents of Greater Akron obtain information about upcoming arts and cultural events through a large variety of means. The
most common is through the Akron Beacon Journal (82%), but ‘local community newspapers (Sun Press, etc.) isaso an
extremely common source of information (74%). However, atotal of 25 different print sources (besides the Akron Beacon
Journal) were listed by respondents a a source of arts and cultural information.

8. Eight-two percent of all survey respondents were able to identify a specific person (usually a family member) or event (usualy
aschool activity) which influenced their adult tastes and level of participation in arts and cultural activities. Past research has
shown that people are grateful for this exposure, so much so that they believed it was their responsibility to ensure that their
children and/or grandchildren were given the same experiences.

» We discovered there is adirect and strong correlation between the age of exposure to arts and cultural activitiesas a
child and level of participation in those activities as an adult. Those who were exposed to arts and cultural activitiesas a

very young child (5 and under) were twice as likely to be heavy consumers of arts and cultural activities as an adult than
those that were not exposed to arts and cultural activities until they were a young adult.

* In thisrecent study (which was Akron-centric), 79% of respondents reported attending field trips to arts and cultura
institutions in grade school. This was lower than was found in the previous study of 2001 (89%), which was more
Cleveland-centric. Thisfinding is likely associated with the finding that, as a whole, the Greater Akron area has alower
proportion of adults that attend arts and cultural events (71%) than the Greater Cleveland area (89%).

. CypressResearch Group

3641 Sutherland Road, Shaker Heights, OH 44122 (216) 295-9764
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Summary, Conclusons & Recommendations

| Conclusion & Recommendation |

The arts and cultural community should use this information in two ways. First, arts and cultural marketing should leverage this
sentiment stressing ‘nostalgia’ and the ‘ family connection” component to participation in arts and cultural activities. Parents and
grandparents can be assured that bringing arts and cultural experiencesto their children/grandchildren will have lifelong positive
benefits. Second, this finding also has implications for the long-term health of the arts and cultural community in Greater Akron -

building new audiences and loyalty to art venues and forms starts at a very young age. Continue devel oping and emphasizing school and
youth programs.

9. Thelast mgjor finding poses a large challenge to Akron-based arts and cultural institutions: A majority of respondents (60%)
reported a preference for Cleveland for their arts and cultural activitiesto Akron. Only those in Stark and Wayne county
showed a majority of people who preferred Akron (58%) to Cleveland.

» Because this was a quantitative and not qualitative study, we lack in-depth information for the reasons behind this
preference. We do know, however, that it is only a preference for Cleveland, as opposed to an active aversion to Akron,
since almost all reported ‘simply preferring Cleveland,” as opposed to wanting to ‘avoid Akron.’

={ Conclusion & Recommendation }
Akron-based arts and cultural activities can overcome this preference for Cleveland-based activities by stressing the fundamentals
outlined in thisreport: Provide the highest possible quality of artistic experience, but at the same time ensure that the entire experience
Isa positive one. Remember, your customers are judging you on the entire aspect of their visit with you - from the time they leave their
door to thetime they return. Make every step of the way as convenient, hassle-free and special as possible. Also stress the real strengths
that Akron-based events have - easy access, low traffic, and convenient and fairly-priced parking.

. CypressResearch Group

3641 Sutherland Road, Shaker Heights, OH 44122 (216) 295-9764
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| ntroduction

Background & Objectives

The Community Partnership for Arts and Culture has set forth a plan to help sustain the region’s art and cultural assets while
connecting those assets with more people. This plan called for strategies to 1) increase access of arts and cultural activities
to al of NE Ohio’sresidents; 2) expand the arts and cultural activitiesin NE Ohio so that they are part of |earning for people
of all ages; 3) enlist partnerships among arts and cultural institutions and NE Ohio’ s other public and private sectors; and, 4)
ensure the vibrancy and fiscal health of deserving arts and cultural institutions by improving private and public financial
support to be more in line with NE Ohio’s peer communities nationwide.

One leg of this overall effort lay squarely on the shoulders of the arts and cultural institutions themselves. Like all for-profit
or not-for-profit entities, our arts and cultural institutions will thrive best when they are properly aligned with the needs and
desires of existing and potential patrons. In the Fall of 2001, a survey of 800 residents of Northeast Ohio was conducted to
test that alignment and, in general terms, to discover what drives NE Ohioansto participatein artsand cultural
activities, and perhaps more importantly, what prevents them from doing so more often. Thecurrent study is
identical in itsoverall objective, but focuses only on those in the Greater Akron area.

The specific objectives of these studies are to determine:
» Are arearesidents satisfied with the level and type of arts and cultural activities available to them?

» What sort of activities do they favor?
* Who isthe typical arts and cultura patron in terms of general demographic characteristics?

» How do frequent patrons differ from infrequent patrons? How do they differ in terms of demographic
characteristics and attitudes about participation?

v What influenced and continues to influence that level of arts and cultural participation?
» What messages should arts and cultural institutions stress in their marketing?
» What perceived weaknesses of arts and cultural activitiesin our area should be alleviated?
» Which geographic locations do residents of Greater Akron favor for their arts and cultural activities?
» What motivates consumers to become members or subscribe to arts and cultural series?
» How do consumers learn about specific activities, and how can communications be improved?
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M ethods

Data Collection

Telephone Interviews

* All data were collected via telephone from a centralized telephone data collection center.

» The results presented in this report reflect telephone interviews with atotal of 550 adult residents of the Greater Akron
community. These 550 interviews comprise a data set which is a combination of results from two separate but extremely
similar telephone surveys.  The first, conducted in October ard November of 2001, was of 800 adult residents of Northeast
Ohio. In that study, 250 of the interviews were with those that live in the Greater Akron area. The second study was a
telephone interview of 300 adults in the Greater Akron area only, and those data were collected from December 14, 2002 to
December 23, 2002. The questionnaire for the second study was extremely similar to that used in the first, and most of the
results reported herein are of the total 550 participants in the study. A small minority of survey items were presented to only
participants in the second study; those questions with the smaller sample size of 300 are noted throughout the report.

» Theinterviews lasted, on average, 15 minutes. The survey instrument was designed to capture both quantitative and
qualitative information; it can be found in the Appendix for reference.

* In order to maximize interviewing resources and not overburden respondents, the survey instrument was ‘ split’ into
three main sections. One section (the majority of the survey) contained ‘core’ questions, which were asked of all
550 respondents. For the remainder of the survey, respondents were asked only one of two series of questions,
which were randomly assigned to potential respondents.

* Interviews were conducted during evening and weekend hours.

* Survey participants were only those that had participated in at |east one arts and cultural activity or event within the past year,
which was validated at the onset of the telephone interview.

» To boost participation, survey respondents were told that they would be entered into a drawing for a pair of tickets to their
choice of several local arts and cultural activities or events.

10
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M ethods

Data Collection (continued)

Sampling

A random sample of potential respondents was drawn from both listed and random digit dialing sample, which was stratified
based on zip codes of targeted Greater Akron municipalities. The final data were weighted according to 2000 U.S. Decennial
Census population data for all municipalities to properly reflect the Greater Akron population base. The unweighted stratification

scheme, as well as the weighted results of the same sample, are presented on the following page.

Sampling & Data Precision

» A sample size of 550 allows us amargin of error of +/- 4.2%. That means that the proportional results that we' ve obtained in
this sampling are within +/- 4.2% what we would have found had we interviewed the entire universe of adult Greater Akron
residents that recently participated in arts and cultural activities. For those questions in the survey for which only half
(approximately 275) respondents were queried, the margin of error is +/- 5.9%.

11
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Methods
Geographic Strata of Telephone Sample Geographic Strata of Telephone Sample
Unweighted Data Weighted Data
n=550 n=550
Cuyahoga Cuyahoga
Wayne County (far Wayne County (far
south) south) .

4%  Medina Medina
County County

16% 14%

Portage
Portage County
County 14%
17%
Stark County Stark County
6% 14%

*These sampled communities represent 1.2 million adults in the Greater Akron area.
*Herein, all results of the study presented are based on weighted data, unless otherwise noted.
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M ethods

Sampling - Geographic Areas Covered I n Cleveland-Centric study
(October, 2001) and Akron-Centric study (December, 2002)

CUYAHOGA

L

MEDINA

SUMMIT

ASHLAND

WAYNE

PORTAGE

-

STARK

T/ﬁr

cc

Akron-Centric Study (December, 2002)
« Southern Cuyahoga County
*Summit County
*Portage County
*Wayne County
«Stark County
*Medina County

Cleveland-Centric Study (October, 2001)
*Cuyahoga County
sEastern Lorain County
«Eastern Medina County
*Western Lake County
*Northern Summit County (including
Akron)
*Western Geauga County

13
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M ethods

Sampling - Percentage of Contacted Potential Respondents Not
Eligible for Survey

Not Eligible
29%

Eligible
71%

This figure estimates the proportion of Greater
Akron adult residents that have participated in at
least one arts and cultural activity (as described
in our survey) within the past year.

This serves as an estimate of the proportion of
the general population that are arts and culture
consumers.

We do not have alarge amount of comparison
data on thisresult. That is, we cannot say with
great confidence if the Greater Akron area has a
larger-than-average or smaller-than-average arts
and cultural consumer base. We can say,
however, that the proportion of those that have
attended at least one arts or cultural activity or
event within the past year is lower among
Greater Akron residents (71%) than among NE
Ohioans (who are majority Greater Cleveland
residents) in general (89%).

14
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Respondent Profile

» Before we address the specific objectives of the study, it is useful to examine the demographic characteristics of the
various subgroups sampled in this study. This serves two purposes. First, it familiarizes the reader with those
characteristics which are likely to be associated with levels of participation and attitudes towards arts and culture
which are frequently discussed throughout this report. Second, since only those that participate in arts and cultural
activities are included in this study, reviewing the demographic characteristics of participants describes the group
of Greater Akron arts and culture consumers demographically. Any differences between the group of our study

participants and the general population are proxies for the differences between those that participate in arts and
cultural activitiesin Greater Akron and those that don't.

15
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Demographic Char acteristics

Female
50%

Respondent Gender
Weighted Data (n=550)

Male
50%

Overal, 50% of the respondents were male
(weighted data and unweighted). This was by
design, in that during the interviewing process
half of the interviews were intentionally
conducted with males.

16
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Demographics

Respondent Cultural/Ethnic Background*

Hispanic
Asan /LSSIino Og)]/? :
American/ o " Afngan
Pacific ' American
|slander 10%

2%

White
86%

*Don’t Know/Refused responses
removed from base.

Weighted Data (n=550)

The majority of respondents were White (86%). The second
most common ethnic/racia group was African American, to
which 10% of the respondents belonged. Another 2% of the
respondents were of Asian/Pacific Islander descent, and about
as many (1.5%) were of Hispanic/Latino descent. The final .5%
of our respondents described themselves as some other race or
ethnicity.

Note that these figures reflect the population statistics of the
municipalities sampled (well within the sampling margin of
error).

17
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Demographics

Respondent Age*

Weighted Data (n=550)

» Thisfigure shows this sampled group of arts and culture

65+ 18-24 patrons in the Greater Akron area includes people from al
11% 8% age groups. However, most commonly this group includes
0 those in the middle age groups (35-44, 25%; and, 45-54,
21%).

* Aninteresting comparison, of course, is the composition of
our sample to that of the adult population within our sampled
geographic area. Making reasonable comparisons in this
way, however, is difficult because telephone sampling
always inserts a bias based on age: younger adults are
usually under-represented in tel ephone samples, while older
adults (especialy seniors) are usually overrepresented. In
fact, in telephone samples of random households, we
typically see proportions of seniorsin the 25% to 35% range,
much higher than what we see in our sample (11%)

55-64
15%

45-54 (although the population figures for seniors in our region are
0 14%). We can conclude from this that seniors (those aged
21% . :
2504 65+) are arts and culture consumers in lower proportions than
5% those in younger aged groups (especially middle age groups).

We can hypothesize that this is due to many reasons (e.g.,
financial, limited mobility and access, etc.).

*Don’t Know/Refused responses
removed from base. 18
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Demographics

Respondent Education/Household | ncome*

Weighted Data (n=550)

Education Levels Household |ncome
G(;ngie H.S. or less < $25,000

20%

2206 1%

$75,000 +
29% £

Some $25-$50,000
College 3%
21%
4-year
degree
0, —
28% Tech./Vocati
onal -2 yr $50-$75,000 *Don't Know/Refused responses
Degree . 23% removed from base.

9%
» Respondents, as a group, represented a wide variety of education levels and household income levels.

» While one-in-five (22%) had graduate- level degrees, amost as many had discontinued their education at the high school level
(20%), or had obtained only some college (21%). Nine percent had secondary technical/vocational training or obtained a 2-year
degree. Most commonly (28%), respondents had a four-year college degree.

» Likewise, while 29% of the respondents were relatively affluent with household incomes over $75,000, a good portion of the
respondents (11%) had household incomes below $25,000. Most of the respondents, however, were of moderate income levels -
37% had incomes between $25,000 and $50,000, and the remaining 23% had incomes between $50,000 and $75,000.

19
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Demographics

Household Composition - Marital Status & Children in Household*
Weighted Data (n=550)

Marital Status Children in Household

Div/Sep/
Widowed Single
0,
12% Children
under 12
31%

No children
57%

Children 13-

18
Married 12%

65%

» Two-thirds of the respondents were married (65%). Almost one-fourth (23%) were single (never married), while 12% were
divorced, separated, or widowed.

» The magority of respondents live in households where there are ro children present (57%). However, agood portion of these
arts/culture participating respondents have children in the household, most commonly young children (under age 12) (31%).

*Don’t Know/Refused responses
removed from base.

20
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Level and Type of Participation In
Artsand Cultural Activities

21
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Level and Type of Participation in Artsand Cultural Activities

Type of Activities

Weighted Data (n=550)

Percentage of Respondents

Nature Center/Zoo | 71% o
. This figure shows what percentage of our sample
Live Musical Performance | 68% participated in each of the various genera arts and
_ T cultura activities ‘during the past year.” Thisfigure
Artsé& CraftsFair/Festival 162% does not show level or frequency of participation, only
- 1 that proportion of respondents that attended each
Professional Sports | | 59% activity at least once,
Community-Based Festival | 154% The most popular artsand cultural activity, in
Art Museum/Gallery 1 49% terms_of pgr_centage of people attendlng at least
i once, isvisiting a ‘nature center or zoo' (71%).
Live Theater 1 47% Thiswas followed closdly by attendance at a ‘live
. musical performance’ (68%).
i 0,
Science/Tech Center/Museum 43% The next level of popular activities include visiting
Historical Program 1 36% ‘ats & craftsfair/festival.” (62%) or ‘community-
. based festival’ (e.g. FirstNight or City Fair) (54%).
Ethni I Festi % . . . . .
thnic/Cultural Festival i | 34% While we did not include ‘ professiond sports' in our
LiveChildren'sPerformance* 30% categorizations of arts and cultura activities in our
_ . interviews, we did capture frequency of attending them
Natural History Museum [ 29% for comparison purposes, Here we see that attending
. 1 professional sporting events was one of the most
L ive Dance Performance _:I 21% popular activities (59% of respondents had done so at
** Other [I11% least once in the past year).
T T T T 1
*Includes events at children’s schools. 0% 20% 40% 60% 80% 100%

** Comprehensive listing of ‘other’ responses
can be found in Appendix.
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Level and Type of Participation in Artsand Cultural Activities

Type of Activities

Weighted Data (n=550)

» Onaverage, adultsin the Greater Akron area attend more
Median Number of Attendances|n Previous Year artsand cultural activities/eventsin ayear than
professiona sporting events (mean of 8.8 vs. 1.5). Of
course there are many more opportunities for arts and
cultural participation, as there are a great deal more
variety and occasions of arts and cultural experiences
than professional sports events.

Professional
Sports

* Frequency of attendance at arts and cultural
activities and sporting eventsis strongly related to
education levels: Level of attendance at both is
amost twice as great among those with college
degrees vs. those with only a high school
education.

* Inthat same light, we should stress that many fans
of arts and culturd activities are also fans of
professional sporting events. That is, if we accept
the notion that sports fans are different people than
arts and cultura fans, we would be wrong:
attendance at arts and cultural events among
professional sporting fansis not lower than among
non-fans of professional sporting events. Arts and
cultural organizations need not shy away from co-
marketing opportunities with sports activities since

. T T T T 1 the sports and arts/cultural communities apparently

0 1 2 3 4 5 share much of the same customer base.

Any Arts&
Cultural
Activity/Event
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Level and Type of Participation in Artsand Cultural Activities

Type of Activities

Weighted Data (n=550)

Mean Number of Attendances In Previous Year

Nature Center/Zoo
LiveMusical Performance
Arts & Crafts Fair/Festival
Professional Sports
Community-Based Festivals
Art Museum/Gallery

Live Theater

Science/Tech Center/Museum
Historical Program
Ethnic/Cultural Festival
Live Children's Performance
Natural History Museum

Live Dance Performance

Highest
proportion
of people
attending

L owest
proportion
of people
attending

5

» Another way to look at these datais
to see how frequently people
participate in each different type of
activity in agiven year. These are
ranked, from top to bottom, by the
highest to lowest proportion of people
that attend at least one of these per
year.

* \We see here that ‘ live musical

performances are the most frequently
attended activity among the fans of
that genre (average of 3.6). Thisis
followed closely by annua attendance
at a nature center or zoo (mean of
3.2). Fansof ‘livetheater’ attend a
performance, on average, 3 times per
year, as do fans of ‘live dance
performances.” Attendanceat ‘live
children’s performances isaso a
fairly frequent event: 2.9 times per
year, on average.
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Level and Type of Participation in Artsand Cultural Activities

Level of Attendance of Arts and Cultural

Activities (not including professional sports)
Weighted Data (n=550)

Light Artsand
Cultural User Very Heavy Arts and « By summing the total number of reported activities in the previous
year, we can place respondents into one of four categories based on
Cultural User their level of participation in any arts and cultura activity (professional
sportsis not included in this tally). We know from past research that, as
aregion, our best way to increase overal participation in artsand
cultura activitiesis to focus on the needs of ‘medium level users.’
H cavy Artsand Thisis because ‘light users' tend to have certain attitudes which
Cultural User preclude them from participating at a higher level. Medium level users,
however, have very similar attitudes about arts and cultural activitiesto
those that are ‘heavy users” They would like to attend more, it is just
that medium level users have certain objections or barriers which
prevent them from doing so. The bulk of this report is dedicated to
: examining exactly what those objections and or barriers are so that the
Medium Arts and Greater Akron arts and cultural community can remove the objections
Cultural User thereby increasing total participation rates.

* Herewe see that about one-third of the respondents (32%) can be considered ‘light’ arts and cultural consumers - they reported
attending less than 6 activities or events during the previous year. Another 33% of our respondentsare ‘medium’ level consumers,
attending 7-12 activities or events. The remaining attend arts and cultural activities more than once a month - the ‘heavy’ users (25%) go
once or twice a month, and the ‘very heavy’ users go more than twice a month, on average (10%). We can conclude that thereisavery
large market - one-third of al arts and cultural consumers - who are inclined to participate in arts and cultural activities more - if their
needs are being met. We devote much of the remainder of this report to examining wheat those needs are.
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Level and Type of Participation in Artsand Cultural Activities

Who are the heaviest consumers of arts and cultural activities?
Weighted Data (n=550)

Heavier consumers of arts and cultura activitiesin NE Ohio tend to:

v Have a college degree (and those with graduate degrees tend to be even heavier consumers);

v Have household incomes over $75,000 (although about one third of those with household
incomes under $50,000 are heavy consumers);

- Income and education level are highly correlated in the genera population, so we often
find that both of these variables are related to measures of consumerism. We found,
however, that if we ‘control for’ education level (using Multivariate Regression
Analysis) income levels are no longer related to levels of arts and cultural participation.
Education levels are much greater predictors of participation levels than income levels.
Information on education levels should be useful in target marketing campaigns.
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Level and Type of Participation in Artsand Cultural Activities

Family Specific Activities

Weighted Data (n=550)

% of Activities Attended ‘as a Family’

All Respondents

No
activities

2%

1-25% of
Al ac:‘ilvc;les
activities 9%
39%

26-50% of

activities
21%
76-99% 51-75% of
activities activities
9% 10%

The connection between arts and cultural

activitiesand ‘the family’ cannot be under stated.

The data clearly show that the ‘family’ plays avery
significant role in the arts and cultural activities of
those in the Greater Akron area: a majority (58%)
spend at least half of these activities with their
families. It isimportant to note, however, that the
definition of ‘the family’ is not the classic definition
of the nuclear family - mom, dad and two children.
Rather, in other studies we' ve seen that people
define families in numerous ways (irnlaws, adult
cousins, etc.). Artsand cultural institutions can
benefit by tapping into that sentiment that arts and
cultural activities are tied in peopl€’ s minds to
family activities. A perceived benefit can be gained
by being ‘family-friendly,” but remember that being
‘family-friendly’ is not the same thing as being
‘children-friendly.” Instead, it is more akin to being
friendly to small-groups, asit is very common for
adults to share their arts and cultural experiences
with adult family members (not just spouses).
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Subscriptions & Member ships

Subscription/Season Pass Holders

Weighted Data (n=281)

Percentage of Respondents

Live Musical
Performance

Live Theater

Live Children's
Performance

Live Dance
Performance

<1%

0%

%

11% of respondents held at least one
subscription/season pass for a performance-
based activity. Of those with at least one
subscription/season pass, the average number
of subscription/season passes held

wasonly 1.1, suggesting that peopletend not
to purchase mor e than one subscription or
season pass per year. Thishas marketing
implicationsin that the organizations sharing
their lists of subscription holderswill have
limited success since having multiple

subscriptionsisfairly uncommon.

0%

20%

This figure shows what percentage of our randomly
chosen subsample (n=281) held subscriptions or season
passes to each of these applicable arts and cultural
activities. Thisis expressed as the percentage of al
respondents asked about subscriptions and season pass
holders (not just those that participated in these activities
within the past year).

Here we see that, overall, a small proportion of the arts
and cultura patrons held a subscription or season passin
the past year. The most common type of subscription
was ‘live musical performance,” with 7% of the
respondents reporting at that level; thisis followed
closely by a 6% of the respondents with subscriptions
to ‘live theater.’

Subscriptions to ‘live children’s performances and ‘live
dance performances were extremely uncommon,
reported by less than 1% of the respondents.
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Subscriptions & Member ships

Membership Holders

Weighted Data (n=281)

Percentage of Respondents

Art
Museum/Gallery

Natural History
Museum

Science/Tech
Museum

Higtorical Program

-

III<1%

III<1%

14% of respondents held at least
one member ship to a destination-
based activity. Of those with at
least one member ship pass, the
average number of member ships
held was 1.2, suggesting that
peopletend not to purchase more
than one season pass per year.
This has marketing implications
in that organizations sharing their
lists of season pass holders will
have limited success since having
multiple member shipsisfairly
uncommon.

0%

10% 20%

This figure shows what percentage of our randomly selected
subsample (n=281) held memberships to each destination-based
activity. Thisis expressed as the percentage of al respondents
asked about memberships (not just those that participated in
these activities within the past year).

Overall, asmall proportion of the arts and cultural patrons held
any memberships in the past year (14%), although thisis a
higher level than those with performance-based subscriptions or
season passes (11%).

The most common type of membership was to ‘ nature
centers/zoos,” with 10% of the respondents reporting at that
level; thisis followed closely by 5% of the respondents with
subscriptions to ‘arts museums or galleries.’

Somewhat 1ess common were membershipsto a ‘ natural history
museum’ (3%).

Subscriptionsto ‘ science & technology museums’ and
‘historical programs were extremely uncommon, reported by
less than 1% of the respondents.
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Benefits of Participation in Artsand Cultural Activities

Benefits

Weighted Data (n=550)

91%

Entertainment/Fun

Sharing activity with family 78%

RAREN 30% | 62%

Exposureto new things \

Escape from normal routine \ 61%
Education for children/grandchildren ‘ ‘ ‘ ‘ 58%
Self-improvement/Education |G 52%
Learning about other cultures ‘ i ‘ ‘ 46% Il ”5”
D II4II
Social interaction [N 22% | 40%

DA 19% |

Being close to talented people \

39%

Because everyoneistalking about it \

Linkage to own heritage |

To beincluded (because everyoneistalking about

it)

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

Per centage of Respondents

»  The most effective marketing messages are those that
tap into some sort of emotion that the intended
audience can relate to. One way we identify those
emotionsisto identify why people like that thing
which we are trying to promote. What benefit does
that thing provide to people? By focusing on those
benefit in marketing messages, we can therefore
begin to associate our product or service with those
perceived benefitsin people’s minds. This makes
them much more predisposed to make the purchases
we want them to make.

* Inthe survey, respondents were asked to rate each of
12 benefit statements. Respondents used a 5-point
scale, where ‘5 meant that the statement was a major
reason for participating, and ‘ 1’ meant that it has
‘nothing at all to do with why you attend’ arts and
cultural activities or events. This figure showsthe
‘top-2-box’ scores (% that said either a‘5’ or a‘4’).

Continued...
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Benefits of Participation in Artsand Cultural Activities

Most Common Benefits-Strongest Marketing Messages

Entertainment & Fun (91% rated atop-two-box score): This was the highest rated benefit. Those of us charged
with communicating with existing and potential customers should not forget that strong desire in al of usto be
entertained. The challenge facing arts and cultural marketers isto communicate this sense of fun without also
degrading the perception of quality associated with each artistic activity.

Sharing activity with family (78%): This surprising finding emphasizes the importance of arts and cuitural
activities that is associated with family time. This unique ability of arts and cultural activities to bring families
together should not be overlooked in marketing messages.

Exposur e to new things, Self-improvement & education (62%;52%): In past research, arts and cultural
customers described how arts and cultural activities forced themto grow or mature, to see things in different ways,
to improve themselves at least alittle bit. So, although people are very clear in their requirement that arts and
cultural activities are entertaining and fun, they also see and want the self-improvement role that these activities
play in people'slives. Thisistruly aunique quality that arts and cultural activitiesbring to consumers.

Escape from normal routine (61%): Rounding out the top benefitsis that arts and cultural activities provide an
‘escape.” This has obvious marketing message implications in that the arts and cultural institutions should convey
this message in marketing materials - appropriate visuals and language can send the message that this arts and
cultural experience will ‘bring the visitor into a different world.” The importance of escapism has larger
implications also, in that the arts and cultural experience itself must promote escapism. The moment a customer
walks through the door, their experience should look and feel completely different from their day-to-day lives.
This needs to be true from beginning to end of their time with arts and cultural institutions - and institutions need
to pay close attention to every detail of their customers experience, especially anything which would jolt
customers back to reality and away from their escape. Attending arts and cultural events or experiences is specia
to people, and arts and cultural institutions which maintain that special feeling for their customers throughout have
maximum audiences and patrons.
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Benefits of Participation in Artsand Cultural Activities

Moderately Common Benefits

» Education for children/grandchildren (58%) : Thisis arelatively important benefit for Greater Akron arts
and cultural consumers, as a group. We have seen in past research that people believe that this sort of
exposure at ayoung age 1) develops a more healthy appreciation for art and culture, 2) provides linkages for
children to their own ethnic heritage, and 3) helps children understand other cultures, thereby developing
greater tolerance for those of other backgrounds and cultures.

» Learning about other cultures(46%): Thisisasomewhat important theme in that it was noted as an
important benefit to almost half of the survey participants. Note the difference between this statement and
one discussed on the next page (* linkages to own heritage’) - tagged as important by far fewer survey
participants. Apparently learning about other cultures (instead of one’s own cultural heritage) is inherently
interesting and worthwhile to many people. This finding has important implications for marketing
communications of arts and cultural activities, in that it changes the ‘spin” we should put on any activity or
event which has an ethnic component to it. To use an extreme example, this finding would suggest that a
marketing campaign for an opera could be more successful if it also communicated the Italian (or German,
etc.) ethnic ties that the experience provides.

» Social interaction (40%) : This benefit was stressed by less than half of the respondents, however it was
significantly more important to Non-White survey respondents (48% top-2-box score). This suggests that as
a marketing message it would not be as effective as other messages (see above), but it would resonate more
effectively within the Non-White community.

» Beingcloseto talented people (39%) : Thisisone of the lessimportant benefits as only about one-third of
the survey participants felt this was a driving force in attending arts and cultural activities.



Community Partnership for Artsand Culture- A Survey of Arts and Culture Consumersin the Greater Akron Area

Benefits of Participation in Artsand Cultural Activities

Less Common Benefits - Weakest Marketing Messages

» Because everyoneistalking about it (34%): Although ‘word-of-mouth’” was a common way that people learned
about upcoming arts and cultural events, the significance of ‘ people talking about’ an event does not seem to be a
strong impetus for locals to attend an event. Thisis in-line with the ‘Midwestern practicality’ of our sample base -
Midwesterners are typically not stirred to action by ‘hype’ and they are comfortable and secure with their own
tastes. This, of course, has implications for marketing messages - advertisements and posters should not stress
seeing an event because ‘ everyone is talking about it.” This message will have little impact (will not resonate with
many people) and at worst, it is likely to be viewed with suspicion.

 Linkage to own heritage (20%): On the previous page we discussed the benefit of ‘learning about other
cultures,” which was ardatively strong benefit for many (43%). For this group, however, linkages to one’'s own
heritage has less appeal than learning about other cultures.

» Thisis different, however, for the Non-White participants that we surveyed. Forty-one percent reported
that this was a strong benefit for them.

» To beincluded (because everyoneistalking about it) (13%): Just asthose in Greater Akron appear to not be
swayed by what activities ‘everyone is talking about,” they carry that sentiment one step further in that they do not
feel compelled to attend an activity or event just ‘to beincluded.” That is, locals do not seem to believe they are
‘left out’ if they did not see or attend a much-talked-about event. Again, this seemsto bein line with the
Midwestern practicality that we often see in studies of Ohio corsumers. Thisis the least compelling reason to
attend arts and cultural activities, as measured in our survey.
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Benefits of Participation in Artsand Cultural Activities

Percelved Benefits By Level of Artsand Cultural Use

Weighted Data (n=550)

Benefits which wererated less important for:

Low Level Usars (vs. Medium, Heavy, & Very Heavy Usars)

-

*Entertainment/Fun

« Sdf-improvement/Education
*Education for children/grandchildren
*Exposure to new things

*|_earning about other cultures
«L_inkage to own heritage

Medium Level Users (vs. Heavy, & Very Heavy Users)

eLearning about other cultures -

*Being close to talented people
«Social interaction

Heavy Users (vs. Very Heavy Users)
o|_earning about other cultures -
*Because everyone is talking about it
*To be included (because everyone is talking about it)

The assumption hereis that medium, heavy and very
heavy users perceive these benefits at higher levels,
which are the mgjor attitudinal differences between low
level users and medium, heavy, and very heavy arts and
cultural users. These are messages expected to have less
appeal or credibility with the lowest level users.

The assumption here isthat heavy and very heavy users
perceive these benefits at higher levels, which are the
major attitudinal differences between medium and
heavy/very heavy arts and cultura users. These are
messages expected to have less apped or credibility with
the medium level users, as opposed to heavier users.

The assumption here isthat very heavy users perceive
these benefits at higher levels, which are the major
attitudinal differences between heavy and very heavy arts
and cultural users. These are messages expected to have
less appedl or credibility with the heavy level users, as
opposed to the very heavy users.
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Barriersto Participation in Artsand Cultural Activities

Top 11 (of 22) Barriersto Participation

Weighted Data (n=550)

Not enough time || INRINUGHNN] 21% | 48% * Inthe previous section we focused on uncovering the
conscious sentiments attached to attendance at arts and cultural
Activities cost too much |G 38% activities, with the goal being to highlight those marketing

messages which will be most appealing to those in the Greater
Akron area. Now we turn our attention to the sentiments which

. . [
Expensive parking |HEEII16%]  33% need to be handled in a different way - those which need to be
| don't always know about activities until it istoo 1 ‘ addressed by arts and cultural institutions reminding customers
late 13y 31% that they don’t have this weakness or by making their
1 ingtitution stronger in this aspect. These ‘barriers arethe
Traffic after events 29% things that prevent the ‘medium level’” arts and cultural
| customers from going more often. They are ‘excuses’ in their
- . I o m'"'5" minds or negative perceptions which are just enough to
Activitiesaretoo far away 22% overcome their desire to attend arts and cultural events.
T n [}
Activitiesrequire a lot of planning 21% D 4 * Inthe survey, respondents were asked to rate each of 22
| statements which represented potentia barriers derived from
o _ ; previous research (including our own focus groups).
Lack of the type of activities | enjoy most [8119% 20% Respondents used a 5-point scale, where ‘5’ means that the
. - o 1 statement ‘ stops people from attending’ arts and cultura
I only like acthltlesv;t\teir;tlsam familiar with the ‘ ‘ “ m b 20% activities, srElanil TresrathEl T le T GvE erer e e e
when deciding which activities to attend.” This figure, which is
It is difficult to get good seats ||EMIG11%0 19% continued on the following page, shows the ‘top-2-box’ scores
(% that said either a*5’ or a‘4’), and therefore ranks the
Not enough blockbuster activitiesin area ‘ D 0 18% bar!as ol greatest (top) R (bottom)
= barriers.
0% 20% 40% 60% 80% 100% Continued...

Per centage of Respondents
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Barriersto Participation in Artsand Cultural Activities

Bottom 11 (of 22) Barriersto Participation
Weighted Data (n=550)

* | can't pick which seats | want among available seats Bm 15%

Lack of desirable parking gm 15%

Activitiesarein places| am not familiar with - 15%
Safety of activity'slocation - 15%

I usually avoid activities which are new to me -/0 14%

Ease of purchasing tickets 14%

ll i 5! )
Activities themselves take too long @ 9%

Not enough activities which relate to people of my ethnic
background

Not enough to do nearby before/after activities

Spending a lot of time/money on an art & culture activity is
risky because thereisagood chancel won't likeit

*Thisitem is different from ‘it is | feel unwelcome JIS
difficult to get good seats shown on

the previous page. It refersto the ' ' ' ' Contl nued -

ability to choose the actual seats for 0% 40% 60% 80% 100%
a performance, rather than having the

venue select them for you.

Per centage of Respondents
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Barriersto Participation in Artsand Cultural Activities

Most Common Barriers

Not enough time (48% rated as a major or somewhat major barrier): Numerous studies regarding consumer
behavior and leisure-time activities cite the ‘lack of time’ as abarrier to participation. This study is no different.
However, the local populace is clearly spending a fair amount of time participating in arts and cultural activities -
71% of them have enjoyed at |east one activity within the past year, on average in about 9 activities. So, we can
conclude that while ‘lack of time' isindeed a bona fide barrier to people participating in as many activities as they
would like (especialy those with young children), this study suggests that many do allocate a lot of their free time
to arts and cultural events.

Activities cost too much (38%): Cost has an influence on ailmost every purchase decision, and arts and cultural
activities purchases are no different. The burning question here, however, is does ‘high cost’ turn too many

potential customers away? Are activities priced so high that much of the market is priced-out? |s accessto arts and
cultural activities denied to a great portion of Greater Akron residents because of cost? The preponderance of
evidence from our study suggests that the answer to these questions is no - the issue is not so simple as that prices
aretoo high. Theissueinstead, is‘vaue,’ - people are willing to pay high ticket prices if they feel they are getting a
good value for their dollar. Numerous past studies have shown that if an activity or event is appealing enough,
consumers will ‘find the money’ to go.

What is their definition of a good value? This very important question is discussed below. It isrelated to fairness
and good service- two factors completely within the control of arts and cultural institutions.

Befor e we continue with thistopic, we need to highlight a finding that is not apparent from any direct
guestioning within either the focus groups or the telephone survey, and that isthat artsand cultural
consumer stypically view the arts and cultural community as a single entity. That is, while this community is
actually made up of hundreds of organizations- of every size and type- in the consumer’s mind, this
community isan integrated unit. What one does reflects on the entire community, and consumer s expect the
artsand cultural community to act as a unit to provide the best possible experiencesfor artsand cultural
fans.
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Barriersto Participation in Artsand Cultural Activities

Most Common Barriers

Expensive parking (38%): Thisisasurprising finding - more than one-third of the survey respondents believed
that ‘expensive parking’ was a barrier to increased participation in arts and cultural activitiesin our region. This
topic warrants close examination, because the issue is more thanjust the monetary cost of parking near
activities. We've found that locals do complain about unfair parking prices during special events (mostly
referring to ‘downtown’ parking), and although people do understand that arts and cultural institutions are
usually separate from parking businesses, this still was reflected on their perceptions about arts and cultural
ingtitutions. The point is people often believe they are being gouged paying $20 for parking when the cost is
‘normally’ only $6 or $7, and they believed that the arts and cultural institutions should help defray some of this
cost. Their demands for ‘discounted’ parking were not great (a $2 coupon was frequently suggested); they
smply felt that it was unfair and if arts and cultural institutions wanted their business, they should address this
issue.

| don't always know about activities until it istoo late (31%): Some regions provide better access to
information about upcoming arts and cultural events than others, and this result suggests that there is some room
for improvement within the Greater Akron area. That is, we consider it unacceptable that one-third of the arts
and cultural customers say that their lack of information about upcoming events keeps them from attending
more. We've found in past local studies on this topic that, gererally, information is‘out there,” but that one
‘really has to know where to ook’ in order to know about all the community has to offer. This suggests that
only the most motivated (or “lucky”) consumers learn about much of what is being offered, and that much
information misses the more ‘passive’ consumer all together. In sum, we can conclude that there is a need for a
more cohesive communications venue for reaching all potential consumers of arts and cultural activitiesin a
way that consumers do not need to be very proactive in order to learn about events. Understanding that
advertising is expensive, the finding suggests that the non-profit arts and cultural community needs to explore
avenues for communicating upcoming events to potential customers in atimely yet cost-effective way.
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Most Common Barriers

Traffic after events(29%): Thisisasurprising find as ‘bad traffic’ is certainly not something the Greater
Akron areais often accused of. But almost one-in-three of our respondents said that their fear of facing
‘traffic after events' prevents them from attending more. Sincewe know that many of these people attend
events in the Cleveland area, where traffic is certainly more of a known problem, we can assume that
Cleveland is seen to be more of a culprit than Akron. However, in previous qualitative studies arts patrons
frequently complained about the post-performance traffic at Blossom. What was clear was that customers
believed that the arts and cultural institutions have a responsibility to manage traffic after events, and when
thisis not done, it reflects on consumers' opinions about the arts and cultural institutional community as a
whole.

Activitiesaretoo far away (22%): The population concentration in the Greater Akron areais spread
among the six counties included in this study, so we would expect many of them to see distance as a barrier.
However, with only about one- in-five respondents seeing distance as a barrier, we can conclude that Akront
centric arts and cultural institutions should consider the entire 6 county region as a viable market.

Activitiesrequire alot of planning (21%): We've learned in past studies that most people prefer to attend
arts and cultural activities on afairly spontaneous basis. And, in our region, it appears that thisis easy to do
for most - that is, there are many activities available on amost a continuous basis, they are perceived as
being within a reasonabl e distance to most of our target audience, and the venues are viewed as accessible
by car.
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Barriersto Participation in Artsand Cultural Activities

Somewhat Common Barriers

Lack of thetype of activities| enjoy most (20%): It isvery clear that residents of Greater Akron have very
diverse tastes for arts and cultural activities. Given this large range of tastes, we would expect that at least some
people would be left wanting for the kind of activity they like best, and this is what we found in our survey.
However, the overriding sentiment from the research was that NE Ohio as awhole was actually an extremely
rich arts and cultural region and that we are very lucky to live in a place with so much to offer.

| only like activities when | am familiar with the artists(20%): We can conclude from this relatively
infrequent complaint that only a minority of arts consumers limit themselves to activities where they are familiar
with the artists, paving the way for ‘home grown’ artists and performers to succeed in the Greater Akron market.

It isdifficult to get good seats (19%): While this was reported as a barrier by only one-in-five survey
respondents, when examined in depth, it highlights a bigger problem that the arts and cultural community needs
to be leery about. That problem is lack of fairness. We've learned that often members of the general public
believe that they have complete lack of accessto the ‘best seats.” That is, regardless of howthey attempt to
source tickets, they cannot obtain the best seats. Instead, they believe that ‘radio stations,” * corporations,’
‘brokers,” and in some cases ‘ subscribers,” were the only entities with access to the better seats. Arts and
cultural fans are offended by this practice. Often they see themselves as the ‘real fans' yet the better seats go to
those actually less interested in the performance. Proof that the best seats do not go to ‘real fans' but rather to
the ‘radio stations’ and ‘ corporations was the frequently empty seats in the first few rows. This perception adds
to the somewhat bitter impression that the arts and cultural institution venues should be more concerned about
the average customer’ s satisfaction.

Not enough blockbuster activitiesin area (18%): Fewer than one-in-five respondents felt that the lack of
‘blockbuster’ shows in our area prevents them from attending more events. We can conclude that those charged
with regional programming do not face the challenge of raising the prominence level of activitiesin the region -
in this regard they appear to be satisfying the arts & culture patrons aready.
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Barriersto Participation in Artsand Cultural Activities

| ess Common Barriers

Lack of desirable parking (15%): We discussed the complaints over costly parking earlier, but this issue has
more to do with convenience. One-in-six of the surveyed arts patrons cited this as a barrier for them, and we
know from past studies that this means that most feel that parking is fairly close to arts and cultural events and
activities. Thereis little arts and cultural institutions can do without great expense to aleviate this problem if it
does exist for them, other than ensure that signage is more than adequate. Fortunately, it is not one of the major
barriers to participation. Venues that do have very convenient parking (especialy free parking) would benefit,
however, from promoting that fact along with specific event pronmotions.

Safety of activity'slocation (15%): Thiswas not a mgor barrier according to most survey participants, as
we've found in previous studies in this area.

| can't pick which seats| want among available seats(15%): We discussed previously how agitated some
arts and cultural consumers are regarding their access to the ‘ best seats' for performances. We would expect,
therefore, the lack of exact seating information at the time of ticket purchase would be a problem if they
commonly blocked potential customers from choosing their own seats. Because this was mentioned as a barrier
by few survey participants, however, we can conclude this is not a weakness for the Greater Akron arts &
culture community as awhole.

Activitiesarein places| am not familiar with (15%): Lack of familiarity with the specific areas of arts and
cultural activities appears to be more of a ‘bother’ than a *barrier.” However, arts and cultural institutions should
take care to not assume that all readers of advertisements are aware of the venue location, especially since
Greater Akron arts and cultural institutions draw from such alarge geographic region.
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Barriersto Participation in Artsand Cultural Activities

| ess Common Barriers

Ease of purchasing tickets(14%): This was noted as a barrier by fewer than one-in-six survey participants,
suggesting that regional arts and cultural institutions have developed convenient ticketing systems.

| usually avoid activities which are new to me (14%): We discussed earlier how ‘being exposed to new
things was one of the strongest allures of arts and cultural activities. Therefore, it is not too surprising that
survey participants, as a group, rejected the notion they usually avoid activities which are new to them.
However, unfamiliarity is aways a barrier to the purchase of al products and services, and arts and cultural
institutions will be well- served by marketing their events in away and with language that is most familiar to
residents of Greater Akron: as much as possible, relate to therr favorite activities - live musical performances,
the zoo, professional sports, and arts & craftsfairs.

The following potential barriers were rated as either a‘5' or a ‘4’ by fewer than 10% of our participants:

Not enough activities which relate to people of my ethnic background (9%);

Not enough to do nearby befor e/after activities (9%);

Activitiesthemselves take too long (9%);

Spending a lot of time and money on an art & culture activity is risky because thereisagood chance
won't like it (8%);

| feel unwelcome (6%).
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Barriersto Participation in Artsand Cultural Activities

Percelved Barriers By Level of Artsand Cultural Use

Weighted Data (n=

550)

Barrierswhich wererated higher for:

Medium Level Users (vs. Heavy, & Very Heavy Users)
* A lack of the type of activities | enjoy most

Traffic after events

Activities cost too much

Activities are too far away

Safety of activity's location

| usually avoid activities which are new to me

It is difficult to get good seats

Heavv Users (vs. Very Heavy Users)
A lack of the type of activities | enjoy most

-

* Not enough activities which relate to people of my ethnic background

Expensive parking

Traffic after events

Activities are too far away

Activities require alot of planning

| don't always know about activities until it is too late
Activities themselves take too long

Not enough blockbuster activitiesin area

Not enough to do nearby before/after activities

* | only like activities when | am familiar with the artists

-

» Spending alot of time and money on an art & culture activity isrisky

because there is a good chance | won't like it

The assumption here is that heavy
and very heavy users have overcome
these barriers, which are the major
attitudinal differences between
medium level and heavy/very heavy
arts and cultural users.

The assumption here is that very
heavy users have overcome these
barriers, which are the major
attitudinal differences between
heavy and very heavy arts and
cultural users.
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Barriersto Participation in Artsand Cultural Activities

Solutionsto Barriers: Fair Accessto ‘ Good Seats
Weighted Data (n=239)

Because access to ‘good seats was such a thorny issue among focus group participants, we explored this issue in some depth
within the telephone survey. We first asked al respondents if they felt that ‘ everyone had equal access to best seats.” A
continuing annoyance (which hurts the image of the arts and cultural community overall) was the ‘best seats' were often left
empty for performances, galling those who were willing to pay for those seats but were denied access. Are prime seats
realy frequently left empty? If so, are owners of those seats open to making them available?

|s Access Equal for Everyone to the
Best Seats for Local Popular

Performances?

» Asshown here, Greater Akron survey respondents were split on this
question, in that almost half felt that accessis ‘equal,” while almost
as many felt that access to good seatsis ‘not equal to everyone.’

* Implications: Thisisasymptom that residents of Greater Akronfeel

_ ‘disconnected’ from the arts and cultural community in that the
No, accessis

Y es, access needs of the ‘average guy’ are supplanted by the needs of larger,
not equal . al L . . .
4% Isequ more powerful entities (corporail ons, media organi zat! ons, brokgrs,
51% etc). Thereisan opportunity for arts and cultural institutions which

are so inclined to reach out to their customers and make them all feel
special. Thisisaway for arts and cultural institutions to distinguish
themselves from other leisure and entertainment providers.
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Barriersto Participation in Artsand Cultural Activities

Solutionsto Barriers.Arts and Cultural Evening Packages

Weighted Data (n=239)

Past research has shown the experience of attending an arts and cultural activity begins with the step out of the consumer’s door, and
ends with the step back in upon return to the home. What that meansis that every single part of the experience- the length of the drive,
the familiarity or visua experience of the route taken, the level of traffic, the ease of finding parking, the fairness of the cost of parking,
the distance from parking to the venue, the availability of a good meal or refreshments, the ticket-taking line - al of these things
contribute to the overall impression of the arts and cultural experienceitself. Artsand cultural institutions, of course, can only influence
some of that experience (although consumers expect the ingtitutions to be able to do more). But, of thetotal experience influences
whether or not consumer s come back and/or recommend the event to others. The point is that cooperation among all of those
entities which influence the overall experience is expected by consumers, and institutions could benefit by heeding that advice. 1n sum,
consumers see the arts and cultural community as a single entity, so the arts and cultural community should act that way and remember
that the actions of one ingtitution reflect on dl of the ingtitutions.

Interest in Purchase of Show/
Hotel/Dinner Discount Package

Very Likely
11%

Not at all
likely
55%

* Past research has shown that one way to aleviate many of the barriers
to attendance (cogt, distance, unfair parking prices) was to offer
discount ‘packages where people could purchase tickets to local
performances along with dinner or ahotel. This figure shows that the
level of interest is quite high, with 11% saying that they would be
‘very likely’ to purchase a package, and 34% saying they would be
‘somewhat likely.’

» The market for these packages appears to be stronger among
younger (under 35) and single (never married) consumers. Non-
White consumers also showed a greater interest in these packages
(23% ‘very likely’ to purchase).

» Thisseemslike a“‘win-win’ for locd arts and cultura ingtitutions,
restaurants, and hotels. However, the level of discount expected is
farly hefty - on average, people expect at least a 15%-20% discount
on the total cost.
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Marketing & Communications

| ntroduction

The finding that amost one-third (31%) of our survey participants said the fact that they often do not hear about arts and
cultural activities ‘until it istoo late’ is an indictment of the effectiveness of the marketing and advertising
communications produced by our arts and cultural community. We are sure that no arts and cultural institution would
like to hear there are many potential customers in our community anxious to attend their events, but didn’t because they
didn’t even know about them.

To better understand ways to improve arts and cultural marketing and communications we explored this topic in depth.
Past studies have concluded that the communications of events occurring in our community have two faults: 1) They are
not centralized or cohesive. Consumers reported that to really know what events or activities are coming up, one has to
both ‘know where to look,” and be very diligent about reviewing sources continuously; 2) Events and activities are not
always communicated in a timely fashion, and there is a common perception that general media only reports ‘big’ events
either the day of or the day after they occur.



Community Partnership for Artsand Culture- A Survey of Arts and Culture Consumersin the Greater Akron Area

Marketing & Communications

Main Sources of | nformation

(Unaided and Aided Responses)
Weighted Data (n=137)

» Respondents were asked to describe their  main sour ces of
information regarding upcoming arts and cultura events.’
Shown here are their unaided (where they were asked to
recall, on their own, what their main sources are) and their
aided responses (where they were cued on the names of some
possible sources). Note that respondents were not asked
about all sources on an aided basis; those aided sources were:
Akron Beacon Journal, Enjoy Magazine, The Call & Post,
Focus, West Sde Leader, Sun Newspapers (which they were
asked to specify) and other community-based newspapers not
otherwise mentioned, which they were asked to specify).

* We can see that the Akron Beacon Journal (along with its
entertainment focused Enjoy Magazine) was the most
commonly mentioned main sour ce of infor mation.
However, the local, community-based newspapers also are
commonly used - 74% of al respondents mentioned at |east
one of the local community newspapers as one of their main
Sources.

Major Market Newspapers
Akron Beacon Journal
Enjoy Magazine
Cleveland Plain Dealer

% of Respondents*

Unaided

34.4%
1.6%
8.6%

e'dm**** Llllal_dmi

47.5%
29.3%

*%

Aided

81.9%
30.9%

L ocal Community Newspapers
A Sun Newspaper
Call and Post
Canton Repository
Cuyahoga Falls Press
Daily Record
Falls News Press
Focus
Gateway News
Green Leader
Hinkley Reporter
Hudson Hub Times
Medina Gazette
News Leader
Record Courier
Stow Century
Suburbanite
The Independent
The Reporter
West Sde Leader
Wooster Daily
Other

3.9%

8.6%

0.8%

0.8%
0.8%
3.9%
0.8%

0.8%
1.6%
0.8%

15.4%
1.7%
.8%
.8%
1.5%
.8%
10.2%
*%

.8%
.8%

*%

8%
*%
1.5%
8%
1.5%
2.3%
1.5%
12.9%

*%

1.5%

19.3%
1.7%
9.4%

* Multiple responses accepted. Does not sum to 100%.

**Radio stations are specified in Appendix. See respondent verbatim
comments, question 41.

****Other’ responses are specified in Appendix. See respondent verbatim
comments, question 41.

**** Ajded questions were only asked of those that did not offer that
specific response on an unaided basis.

Television
Television ads
Television news
Internet
Word of mouth

Radio
Radio ads**
Radio news

13.3%
11.7%
11.4%
10.8%

10.9%
8.6%

*%

**

20.1%

*%

*%

*%

Scene Magazine

4.7%

.8%

5.5%

Workplace
Akron-area Alliance Arts Calendar
Other***

2.3%
0.8%
5.5%

**

6%

*%

6.8%
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The lnternet

Weighted Data (n=289)

Do You Use The Internet To Find Local
Arts and Cultural Activities To Attend?
(of those with Internet access, Nn=216)

Yes
39%

No
61%

» Seventy-five percent of the survey respondents
have regular access to the Internet either at
home or at work (not shown).

» Aswe see with al studies of Internet
usage, younger consumers (under age 55)
are more likely to have Internet access
(84%) than those over age 55 (37%).

 Of those with access to the Internet, 39% use
the Internet to look for local arts and cultural
activities to attend (this represents 20% of the
total sample base).
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Enjoy Magazine
Weighted Data (n=40)

Easy to find needed arts and cultural event Does Enjoy Magazine provide enough

Information in Enjoy Magazine? advanced coverage of events?
(of those that read Enjoy Magazine, n=40) (of those that read Enjoy Magazine, n=40)

No
5% No

Yes 24%

76%
Yes

95%

» Almost all (95%) of the 40 respondents who regularly check Enjoy Magazine for arts and cultural events felt that it was ‘easy to find’
the information they were looking for.

» Readers of Enjoy Magazine, however, were more critical of the magazine's ability to provide them with advanced warning of
interesting arts and cultural events and activities, with 24% saying that the magazine did not provide enough advanced coverage.
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The lnternet

Which Internet Sites Do You Useto Find « We estimate that about one-in-five of the
HpE Greater Akron arts & culture patrons use the
Local A&C Activities _TO Attend? Internet to find information regarding these
(of those that use Internet for this purpose, n=85) activities, and based on their responses it
% of appears that there is no one website which is
Respondents* favored by a majority of respondents.
Ohio.com 26% :
Cleveland.com 16% » Twenty-six percent of those that use the
Y ahoo 13% Internet to find local arts and cultural activities
Ticketmaster.com/Tickets.com 10% to attend (or 8% of the total base of
AOL 10% respondents) reporting using www.Ohio.com
PlayhouseSquare.com 8% for this purpose. Cleveland.com was afavored
General search engines 3% site by 16% of the respondents. A good
Google.com 4% portion of respondents reported using some
CleveandLive 4% type of general search engine for this purpose
CleveScene.com 4% (Yahoo, 13%; AOL, 10%; ‘ General searches,’
Radio Stations/Venue sites 4% 8%; Google, 4%; or MSN, 2%).
MSN.com 2%
ClevelandEntertainment.com 2%

* Multiple responses accepted. Do not sum to 100%.
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www.Ohlo.com

AreYou Able To Easlly Get Information

Y ou Want On Activities from Ohio.com?
(of those that visit that site, n=20)

Not Sure
19%

Yes
64%

» A mgjority of visitors to Ohio.com fedl that

they can easily obtain arts and cultural
activities information from that site. Even
though only 17% reported not finding this site
an easy source of information, this overall
finding appears to be an endorsement of the
utility of that site for the arts and cultural
community. However, we should warn the
reader that evaluations of websitesis
extremely difficult to do via a telephone
interview. A true evaluation of the quality of a
website can only be done through true * user’
studies, where people can make their
evaluations during use of the site.
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wwWW.Artsl nOhio.com

Have you heard of www.ArtsInOhio.com?

(Of those that use the Internet to source arts
and cultura activities; n=85)

Yes
12%
 Only about one-in-ten
respondents that were asked
about their awareness of
www.ArtsInOhio.com responded
affirmatively.

*Almost all that were aware
of this website had an
educationa level at or above
afour-year college degree
and had annual incomes of
at least $50,000.

88%
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Special Topics: Akron vs. Cleveland asthe Artsand Cultural Centers- The ‘Boundary’ Communities*

Preference for Akron vs. Cleveland
Weighted Data (n=342)

Are you more likely to attend an Akron- or
Cleveland-based arts and cultural activity?

* Although the vast mgjority of respondents in this study
reside closer to Akron than Cleveland, as a group, these
respondents prefer Cleveland as a destination for arts and

AKkron cultural activities over Akron (60% vs. 40%, respectively).
40% » Stark and Wayne counties are only counties where a
majority of respondents (58%) preferred Akron to
Cleveland.

Cleveland
60%

 Thisresult is perhaps understood in the context of the
reasons that people attend arts and cultural events.
‘Escape’ was noted as one of the primary attractions, and
maybe for many of those in the Akron area, Cleveland
represents more of an escape than Akron does. For thosein
Stark and Wayne counties, Akron could be more likely to
satisfy that need for escapism.
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Special Topics. Akron vs. Cleveland asthe Artsand Cultural Centers - The ‘Boundary’ Communities

Avoidance of Cleveland or Akron

| s there anything preventing you from going to (Akron/Cleveland) or do
you just prefer going to (Cleveland/Akron)?

Those that prefer Cleveland (n=192) Thosethat prefer Akron (n=128)

Just Avoid Just Avoid
prefer Akron prkefer Cleveland
Cleveland 50 Akron 17%
95% 83%

* |t appears that for both those that prefer Cleveland and those that prefer Akron, the preference isjust that - a preference. That
is, few reported any compelling reason for avoiding either Akronor Cleveland. Seventeen percent of those that prefer Akron
reported that they actively ‘avoided’ Cleveland, and their reasons centered around the distance that they would need to travel
to a Cleveland-based activity. A few complained about traffic and/or parking, but no one expressed a concern about safety.

» There were attitudinal differences between those that preferred Akron and those that preferred Cleveland in terms of perceived
barriers to attendance at arts and cultural activities. Specificaly, those that prefer Akron were more likely to stress the
importance of ‘lack of desirable parking,” ‘traffic after events’ and the ‘cost of activities as barriers to their more frequent
attendance. These sentiments should be stressed by Akron-area arts and cultural institutions in their marketing to Akron area
residents.
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Special Topics. Key Influenceson Artsand Cultural Participation

Who or what builds interest in arts and cultural activities?
Weighted Data (n=400)

Who or What First Influenced Preference
for Arts and Cultural Activities?

% of
Respondents*

Childhood I nfluences

School:

School/Field Trips

4%

A teacher (specific)

6%

Family Members;

Parent(s)

29%

Family (general)

9%

Brother/Sister

1%

Grandparent

7%

Aunt/Uncle

5%

Musi ¢ teacher/instructor

3%

Adult Influences

Adult friend

4%

Spouse

6%

My children

6%

College

2%

A specific event/Program/Play

4%

A specific artist/author/performer

7%

Sdf

3%

No one/Nothing specific

<1%

Other

1%

Not Sure

1%

 Seventy-nine percent of respondents reported participating in

school field trips to arts and cultural institutions - thisis
somewhat lower than the total NE Ohio average we found in the
previous study (88%).

Previous research has clearly shown that most arts and cultural
consumers had someone in their youth or young adulthood that
strongly influenced their current level and type of arts and
cultural activities that they pursue. Eighty-two percent of our
survey participants could name a specific person or event that
most influenced them (as opposed to 95% of al of NE Ohioans).
Most could recall who the person was specifically that most
influenced them - usually it was a parent or other close relative,
or ateacher (or school in general). We' ve learned from past
research that this appreciation for the influence of those key
adults during their youth that make many adamant about
exposing their own children and grandchildren to arts and cultural
activities now.

» We asked specifically who and at what age their key influencers

had such an effect on them, and the results are presented here.
» Mostly respondents attribute their affinity for arts and
cultural activities to specific people (especially family
members), as opposed to specific events.

* Multiple responses accepted. Does not sum to 100%. 61
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Special Topics: Key Influenceson Artsand Cultural Participation

How does a community influence consumption of arts & culture?

Weighted Data (n=550)

In addition to determining who or what influenced current patterns of arts and cultural participation, we also asked at what age this
influence occurred. Below we show the relationship with this age of influence with current levels of participation in arts and cultural

activities,
Ageof First Influence
on Artsand Cultural Preferences

5or
younger
12%

Light (1-6
timeslyear)

20+ years

26%
Medium (7-12
timeslyear)
6-10
28% Heavy (13-24
timeslyear)
16-20
15%

11-15
19%

21%

S

36%

Relationship of Ageof First Influence
and Adult Frequency of Attendance

m 20+ years
m 5 or younger

Over half (60%) of
those influenced in
very early childhood
became at |east
‘heavy users' of arts
and cultural activities

0%

10%

0%  30%

A%

| asan adult.

5% o

This figure (right) shows a clear relationship between ‘age of influence’ by someone or thing in terms of exposure to arts and culturd
experiences and the level of participation in arts and cultura activities as an adult. Thisisastrong inverse relationship - greater levels of adult

participation are related to earlier ages of influence.

» Those not exposed to arts and cultura experiences before young adulthood are more than twice as likely to remain ‘light users of artsand
cultural activities as an adult (36% of those influenced after age 20 are ‘light users' vs. 18% of those influenced in early childhood).
Likewise, over half (60%) of those influenced in very early childhood became at least ‘heavy users of arts and cultura activitiesasan

adult, as opposed to only 28% of those influenced in or after early adulthood.
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The Community Partnership for Arts and Culture
50 Public Square
Tower City Center, Suite 555
Cleveland, OH 44113
www.culture4dme.org www.cultureplan.org

Our Mission
..Is to strengthen Northeast Ohio’s cultural assets and help more residents and visitors enjoy them.

To order, call: (216) 575-0331 or email Cpac2001@aol.com



