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Introduction 

This resource forms part of the training commissioned by Arts Audiences from The Audience 

Agency to support touring companies in receipt of The Arts Council/An Chomhairle Ealaíon 

funding to tour during 2015.  It is one of 6 resources designed to cover the Essentials of Tour 

Marketing, and is accompanied by a workshop session on 7 October 2014 in Dublin.   

The full set of ‘Essentials’ resources includes:  

1. Effective information exchange 

2. Marketing  planning 

3. Understanding audiences 

4. Top tips for copywriting, images and messaging 

5. Effective PR 

6. Local engagement and networking 

How to get the most from this resource 

 Refer to your learning log and consider your current levels of experience and 

knowledge in this area. 

 Allocate some time to reading the resources  

 Do the exercises where relevant and useful 

 If you want to know more refer to the reading list 

 Use the template to start formulating your plans 

 Fill out your learning log (how confident do you now feel in this area?) 

 Refer any comments or questions to The Audience Agency or save them up for the 

workshop session 

 

Key areas of skill/competence 

This resource covers the essentials of the following areas (subsequent resources go in to further 

detail in some of these areas): 

 Identify component parts of a marketing plan 

 Recognise different strategies for implementation 

 Identify  key marketing aims 

 Decide what your marketing campaign activities will include and formulate a plan 

 Formulate a tour marketing budget 
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 Communicate your plans to stakeholders, partners and venues 

 Fill out a framework to use for evaluating your plan against objectives 

Exercises and Templates 

 Marketing Tools Template 

 Timetable Template 

 Evaluation Framework Template 

Further reading and resources 

There are lots of resources out there which can help you to understand the benefits of 

developing a strong marketing plan and take you through the process of putting a plan 

together.  The key ones include: 

A guide to marketing your production on tour By Heather Maitland and Jenny Traynor © Arts 

Audiences 2010 available at www.artsaudiences.ie  

Marketing and Touring: a practical guide to marketing an event on tour by Heather Maitland © 

Arts Council England 2004 available at www.artscouncil.org.uk  

This Way Up: A flat pack guide to marketing the arts by Caroline Griffin © Arts Council England 

2007 available at http://www.takingpartinthearts.com/content.php?content=1318  

Arts Marketing Association The Marketing Map © AMA and Ros Fry available through Arts 

Audiences which will made available at the workshop sessions 

 

 

 

  

http://www.artsaudiences.ie/
http://www.artscouncil.org.uk/
http://www.takingpartinthearts.com/content.php?content=1318
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Introduction to Marketing Planning 

It’s better to have a plan that you change, than no plan at all… 

 

What is marketing? 

  ‘This Way Up – A flat-pack guide to marketing the Arts’ defines marketing as ‘..a 

thinking and planning process that makes sure you spend your time and money on the 

right tasks to achieve your audience objectives’ 

 It goes on to explain ‘So, marketing isn’t just about leaflets or websites (although 

they are important). It’s about establishing some clear ideas about who you want to 

come (and how many of them, and how much they’ll pay). More than that, it’s about 

a set of tools that will help you achieve this in the easiest and most cost-effective 

way.’ 

 

Why does marketing matter? 

Heather Maitland’s ‘Guide to marketing your production on tour’ explains why it’s important to 

think about marketing: 

“Of course venues and festivals are looking to book touring companies that produce high 

quality work that fits their artistic policy.  But they are also looking for touring companies that 

produce work that will attract enough ticket buyers to meet their financial targets. Many are 

willing to take financial risks but these risks are strictly limited.  Companies must not only 

convince promoters that their work is of a high quality but also that they can help them find an 

audience for it.  Promoters are actively looking for companies willing and able to share the 

responsibility for marketing.   

Companies that do are more likely to:  

 encourage the promoters to take financial risks on unfamiliar art forms  

 get bigger audiences so new promoters will be more likely to book them  

 have a strong core of promoters happy to invite them back each time they tour  

 generate bigger audiences over time because of their consistent touring pattern  

 have happy colleagues – no-one wants to perform to an empty auditorium.” 
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Marketing is common sense… but a plan helps… 

It involves thinking through the relationship between the arts event and the audience in 

order to:  

 talk to the right people  

 about the right things  

 in the right way  

 at the right time  

What is ‘right’ will be different for each company.  The only way to decide what is 

‘right’ is to understand your existing and potential audiences and those of each of your 

promoters. The promoters know most about their existing audience and the local 

community.  You and your colleagues know most about your own work and the existing 

and potential audiences for the art form.  Effective touring marketing involves pooling 

this knowledge. 

Heather Maitland & Jenny Traynor 2010 

 

Marketing Planning in context 

Before you start to put together a detailed marketing campaign activity plan, it is important to 

be really clear about how this particular production or tour fits within your overall 

organisational strategy, or your overall artistic offer if you work as an individual.  

‘This Way Up’ takes you through a number of issues you should think about in order to make 

sure that your marketing campaign efficiently and effectively serves not just this production 

but your overall business strategy.  You might already be clear about some of these areas but it 

is worth taking the time to revisit the thinking to make sure that any marketing campaign is ‘on 

message’: 

 Where are we now?  Thinking about your organisation – its vision, what it offers that is 

different from everyone else (your USP or unique selling proposition), who your 

competitors are.  It also encourages you to think about what your audiences want, 

expect and think about you.  One way to approach this thinking is through SWOT 

analysis – Strengths, Weaknesses, Opportunities and Threats. This will help you to 
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clearly identify key positive messages and areas which you might need to re-think or 

work on. 

 Where do we want to be? This stage helps you to focus your thinking on what you want 

to achieve, so that you can develop clear, SMART objectives and targets. (see below for 

more information about setting SMART objectives). 

 Who are our audiences?  You should start by thinking about your own instincts here – 

you probably already have a good idea of the kinds of people who you see attending 

your events; their age, whether you have seen them at multiple events, what their 

reactions seem to be etc.  Don’t underestimate your gut feelings about this, as they are 

a great starting point, from which you might be able to apply some more formal 

techniques for increasing understanding about audiences and relating them to particular 

marketing activities.  Having an understanding of your audiences is essential in then 

being able to reach them and attract them effectively.  

For more on Understanding audiences refer to the accompanying resource 

‘This Way Up’ contains a host of case studies, tips & tricks, and practical exercises to take you 

through each of these stages.  It’s a great resource to help you to build your own marketing 

plan and manage your marketing campaign! 

 

Top Tip – consult and research 

 As you write your marketing plan consult with your colleagues, venues and partners  

 Use what you already know about audiences…  

 And seek out examples of what has worked elsewhere from peers, organisations and 

other resources  
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Marketing Plan Overview 

You will need an overall plan for your tour, and this resources will help you do this.  However, 

every tour is different, so it may not be necessary to cover all aspects outlined here as a 

company. For tours going to established venues, it may only be necessary to consider some 

aspects of the plan as the company if the venue or event marketing team are effective.  While 

for tours to two or three venues, it may be that you produce two or three plans each relevant 

to a different venue. When you are working with new partners, it would be useful to work 

together through all aspects of the plan. 

 

Deadline Achieved Notes 

Identify your tour’s marketing aims 
 

  

Identify your key tour messages 
 

  

Identify your target audiences 
 

  

What are the benefits for each target audience? 
 

  

What are the messages for each target audience?    

Roles and responsibilities – promoter/company    

Set SMART objectives: 

Income/financial 

Audience/visitor/participant numbers 

Audience types 

Other aims 

 
  

What’s the marketing mix? 

Product 

Place 

Price 

Promotion 

   

The detailed campaign plan: 

Direct marketing (including email) 

Print and website 

Digital content – video/audio 

Promotion 

Advertising 

PR  

Social Media 

Local networking  

Timetable 

   

Tailor your plan to different venues/locations    

Monitoring, evaluation, research 
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Aims, Objectives and Targets 

Overall marketing aims 

Having thought through the bigger picture, it’s time to start focusing on the specific campaign. 

Consider what you want to achieve through your marketing for the upcoming tour. What is it 

you want your audiences to experience and do – attend, participate, try something new or 

come more often, which involves considering the following:  

 

 The number of performances 

 The number of locations on the tour 

 Are you returning to particular locations  

or venues and building audiences for your  

work (which could include building a  

mailing list or social media followers)? 

 Are you taking your work to audiences in  

new geographic areas? 

 Do you want to engage particular types of  

audiences? 

 Do you want to engage different local 

communities? 

 Do you want to recruit more advocates or  

ambassadors for the work at a local,  

regional or national level to support the  

marketing effort? 

 

AMA Marketing Map 

 

And consider the main strategies of how you are going to achieve it covering: 

 The partnership with the venue or other promoter (refer to the resource on effective 

information exchange) 

 Using specific marketing tools which match your overall objectives and audience targets 

(refer to the resource understanding audiences and Top Tips for copywriting, images and 

messaging) 
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 Effective allocation of budget and resources (see below) 

Collectively, the ‘what’ and ‘how ‘ represent the driving force of your marketing plan, which 

should help you identify the range of marketing activities required, depending on the available 

budgets/resources, but always linked to achieving specific objectives. Who is responsible for 

what, will be led by your contract and agreement with the venue or promoter, and this should 

be indicated clearly throughout the plan.  

For more on this area refer to the Effective Information exchange resource 

Devising SMART Objectives 

Once you have an overall direction you can move on to specific objectives which should cover 

areas such as:  

 Number of people – audiences or  participants 

 Capacity 

 Ticket or other income 

 Engaging with particular types of people 

 Attaining a level of satisfaction with the event 

 Other particular behaviours prompted by the tour 

 Or recruitment of ambassadors 

It may be that you need to keep coming back to these specific objectives to refine them as you 

develop different areas of the overall campaign plan or have further conversations with your 

host tour venues or promoters. 

SMART objectives 

 Specific, Measurable, Agreed, Realistic and Time-based.   

 You will be able to assess the success of your campaign by looking at whether you 

achieved these kinds of objectives:  

o Eg.  65% average capacity across the tour 

o Eg. 70% of tickets sold at full price and 30% at concessions (students or 

seniors) across the tour 

o Eg. 30% first time attenders to our work across the tour 

o Eg. 15% under 35 years across the tour 

o Eg. 70% attenders within a 1 hour drive-time of the venue 

o Eg. Over 80% enjoyed or very much enjoyed the performance/event across 

the tour 
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o Eg. Website unique visitors increased by 20% over the 2 months of the tour 

compared to non-touring periods 

o Eg. Referrals on the host venues websites ranked the company website in the 

top 5 referrers for the period of the tour 

o Eg. Doubled the number of social media ‘influencers’ (sharing or re-tweeting) 

on company channels during the course of the tour 

o Eg. 20 young people under the age of 24 involved in workshops with artists in 

each of the performance locations  

o Eg. Recruit 2 local amabassadors at each venue location 1 month in advance 

of the performance/event 

o Eg. Increased membership of our society/organisation by 5% within one year 

following the tour 

     Refer to the evaluation section below on measuring these objectives 
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The Marketing Mix 

Your marketing mix will be defined by the overall shape and objectives of your tour, and it is a 

good check-list to make sure that you are thinking of your work from different perspectives.  

You should consider a different mix if the situations of different tour venues or promoters vary 

or you are targeting different audiences at different venues. 

 

Product – a thorough consideration 

of what you are offering from an 

audience perspective is useful in 

order to inform your objectives 

and help refine the marketing 

messages. 

This should take into account not 

only the main event, but other 

activities which may engage an 

audience, such as talks or 

workshops. 

For more on refining messages 

refer to the Top Tips on 

Copywriting, images and 

messaging resource 

AMA Marketing Map 

 

Place – where and how can your audiences access the event or performance?  

 Where is the venue/location – in a town or city or a rural area? And where are you 

located within it – which theatre or event site 

 What kind of venue – is it regularly used for cultural events or multi-purpose?  What kind 

of facilities does it have? Where can you get food and drink? Where is it near? 

 When can audiences access the event – what time is it, is it only on once or over a run? Is 

it accessible digitally or online as well? 

 How do they access it – booking a ticket through a box office, turn up on the day/pay on 

the door, free but ticketed, are reservations required? 
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Price – Check the price range offers the right balance between maximising income and 

maximising the attendance of the target audiences you have identified.  Check it will enable 

you to reach both your financial targets and your social objectives. Agree it with the venue 

according to the financial deal you have negotiated.  Make sure it is comparable to what the 

venue usually offers its audiences. Also consider the whole cost of an outing, which might 

include travel, parking, food and drink, merchandise purchases or a baby-sitter, as well as a 

ticket price.  

If you want to develop your pricing model, refer to the following resource for some case 

studies and advice – ‘Call it a tenner: the role of pricing in the arts’ © Arts Council England 

Promotion – Select the right tools for the 

target audiences and the messages you want 

to communicate.  Assess the pros and cons of 

using different tools, discuss with your 

venues or promoters which ones they find 

most effective for their audiences and your 

type of event.   

Consider when they are best used – in 

advance or closer to the performance or 

event.  How much will each marketing tool 

cost and what might be the expected return 

on investment. 

Identify who is going to be responsible for 

delivering each element. Then provide the 

venues or promoters with the right tools to 

deliver on the selected approaches as 

necessary.  

 

AMA Marketing Map 
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Marketing Tools 

There are a wide range of tools available to you, and the aim is to choose a combination which 

suits both your production or event and the target audiences. Also, be clear which ones would 

be more effective for the venue or local promoter to do, and which a touring company.  When 

touring outside the country seek local advice on which tools are most effective.  

Choosing the right tool 

Different ways of marketing do different kinds of jobs, so consider where to spend your 

resources. 

 Broad reach Targeted 

Features Mass audience 
High visibility 
Simple generic messages 

Individual 
High relevance 
Targeted and detailed messages 

Examples Outdoor media 
Bus/train posters 
National newspaper adverts 

Direct mail (postal or email) 
Social networking 

Local ambassadors or networking 

Cost Relatively expensive Cost effective when aimed at the right 
group 

Results you can 
expect 

Large number of people see your 
message 
High public profile 
Relatively low response rate 

Fewer people see your message, but 
should be the right people 
Little impact on public profile 
Higher response rate 

Use them when What you are promoting has a high 
recognition factor eg. star or well 
known ‘brand’ and you want to 
raise awareness with a broad 
audience 

You have an established relationship or 
understanding that allows you to match 
their interests with your offer 

The usual list of tools includes:  

“Flyers, posters, e-flyers, websites, direct mail, social media posts, video/audio content and 

press coverage. These will probably be the major elements in your campaigns, but do not 

forget to consider other communications tools that might be useful to you, such as: Telephone 

marketing, e-newsletters, events, displays, giveaways, networking, advertising (national, local, 

online and offline), sponsorship, podcasts and blogs. Last, but definitely not least, is the most 

elusive, but potentially most powerful marketing tool at your disposal, word of mouth.” 

This Way Up by Caroline Griffin 
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What you can do for little of no money? 

When planning your marketing it helps your money go further if you include activities that cost 

little or no money. However, take care as free things are often more resource-hungry – for 

example, press coverage is free, but it can require a large investment in staff time to get the 

story you want in the place you want to see it.  The same goes for building a social media 

following as it requires someone to be monitoring the interactions on a daily basis.  

 Build partnerships: Working with others is one of the best ways of cutting costs – 

whether local businesses, shops, bars, cafes or interest groups or community leaders 

- which may be on or offline.  

 Reciprocal marketing: Identify other arts organisations with similar target audiences 

and negotiate shared mailings or swap programme ads (usually in collaboration with 

the venue). Suggest giving out flyers as an audience leaves another event as a good 

way to get directly to your target audience – make sure you discuss what you want to 

do with the your host and the other venue first! 

 Word of Mouth: Talk to people! Word of mouth is the single most effective way of 

generating audiences. You don’t have to cross your fingers and hope people are 

saying nice things about you – you can generate it yourself. Visit other events and 

talk to audience members, talk to people in local businesses, or arrange informal 

visits to community groups, youth centres or other places where people meet and 

talk. You’ll be surprised how many people will come to an event if they’ve been 

asked personally by someone with a genuine interest in their opinion.  While you may 

not be able to do this for every location for those you regularly visit it would be 

worth making some local connections. And do not forget to give your advocates the 

tools for spreading the word – video, audio, images, copy, endorsements. 

 Use your friends: Performers, artists, members of your participatory projects and 

regular audience members, can all be encouraged to proactively advocate for your 

production – particularly if you have an email list or followers on social media. You 

can use this resource effectively by ensuring that they are all well briefed. Consider 

inviting them to a rehearsal when possible, or to see a presentation of forthcoming 

work. Invest in some hospitality after the performance or event and talk to them 

about their genuine reactions to the work. If they like what they see and feel that 

their opinion is valued they can become outspoken and positive advocates within 

their peer groups. 

  Adapted from  This Way Up by Caroline Griffin 
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Setting marketing budgets  

The budget you need will depend on these factors:  

 the size of venue: bigger venues have more tickets to sell and so need more marketing 

materials  

 the type of event: new or challenging work needs more time and money spent on it  

 past audiences: a company with a well-established audience at a particular venue will 

need to invest fewer resources  

 the promoter’s programme: if the promoter does not regularly present your art form or 

type of work, both you and they will need to invest more resources  

 the financial agreement: the level of risk your company is taking will influence the time 

and money you need to invest but even if the promoter is paying you a fee, you still have 

a responsibility to help them find an audience.  

The biggest cost to your company will be the time to carry out the tasks involved. Excluding 

salaries, most venues spend roughly 5% of their turnover on marketing while touring companies 

average around 9%. 

Heather Maitland & Jenny Traynor 2010 

 

A significant part of the budget will be the direct costs associated with the marketing activities 

you undertake.  Work out the actual costs for each marketing tool using real figures and be as 

precise as possible.  For example:  

Tool Detail Number Unit cost Total 

Direct Mail Target group A 70 letters 42c €30 

 Target group B 190 letters 42c €80 

 Casual staff to stuff 
letters 

2 hours 6c 
€15 

     

From This Way Up by Caroline Griffin 

And don’t forget other costs which might not be direct campaign costs, but may need to be 

accounted for in your budgets.  These might include website developments, corporate print, 

signage, research or other elements of the evaluation or special events.  

If you are touring outside the Republic of Ireland, make sure that you are clear on exchange 

rates, local taxes and consult your host venue or promoter on local costs. 
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Timetable 

Heather Maitland Offers a comprehensive approach to outlining your timetable pre, during and 

post tour which you can find in either of the resources quoted in the further reading section.  

The general rule is to count back from the beginning of a tour and ensure that all parties have 

all they need in time for their deadlines.   

It is also important to consider that different audiences may require information at different 

times.  For instance teachers will be planning things well in advance (but not during holiday 

periods); local groups may only meet once every month or every other month; while venue or 

festival brochures may be published 6 months in advance of your visit.  

 

Research, monitoring and evaluation 

Monitoring 

Your budget and timeline are two very important tools for monitoring - ensuring that your 

campaign stays on track and delivers what you need it to.  It is also helpful to maintain regular 

contact with others you are working with – venues and promoters – to share feedback, which 

may include spotting problems or highlighting successes and if appropriate, adapting your 

activity plan accordingly. 

Your marketing plan is unlikely to turn out exactly as you had predicted: perhaps some 

elements are more successful, whilst others do not generate the response you expected. 

Sometimes completely unexpected and unpredictable factors affect things, such as weather; at 

other times factoring in more accurate assumptions might have helped, for example significant 

sporting activities such as the World Cup impact on people’s leisure time. Your SMART 

objectives and targets provide you with a clear framework for assessing the success of your 

campaign overall. Taking the time to assess actuality against predicted targets, and analysing 

the factors in discrepancies will help to inform planning for future campaigns. 

Be ready to respond to what you find out about the success (or not) of the marketing as your 

campaign is implemented. 

So, include in your plan how you will track what is achieved by each area of marketing activity.  

If you monitor as you go along you will be able to identify whether additional activity is 

required to achieve what you intend: for instance you might want to increase activity in some 

areas by, for example, with follow-up mailings or printing more leaflets.  Tracking this in the 

run-up to events might enable you to re-focus your resources or budgets on particular areas; 
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whilst reflecting afterwards will help you to decide whether similar methods should be used for 

other events, or if a different focus might be more effective.  

Evaluation 

Reflecting on the overall success or otherwise of your tour, is useful for three main reasons:  

1. Reporting to boards, partners, staff, funders 

2. Evidence for advocacy to support future work 

3. Learning what works and what does not to inform future marketing campaigns 

 

You should therefore look to collect information to answer the following sorts of questions 

connected to your overall and SMART marketing objectives: 

 Did you reach the number and type of audience you had planned to at each location? 

 Did the local, regional or national press coverage or reviews help to sell tickets at all or 

some locations?  

 Did the marketing activity prompt increases in website hits, social media activity 

(company’s and venue’s) and/or ticket sales?  

 Was your marketing budget right? 

 What was your return on investment in marketing ie. How much did you spend per person 

who attended? 

 Did you and the venues both do what you had agreed to do from the marketing campaign 

plans? 

 How successful were your relationships with the venues?  

 

Collecting and collating much of this information will involve close liaison with the presenting 

venues or partnerts. So it is always useful to request the information which you would like in 

early conversations with venues and say why it will be useful to you.  

Refer to the Understanding audiences resource and Digital monitoring and analytics for further 

advice on different types of audience information 

The templates and exercises section includes a template for your ‘evaluation framework’, so 

that you can ensure that you are collecting this information as efficiently as possible.  
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Audience Feedback 

There are a number of creative and fun ways of getting feedback from your audiences which 

will provide you with some great quotes to use in future marketing, and also give you the 

opportunity to have conversations with your audiences to help you understand them better.   

Ideas include:  

 Video vox pops 

 Comments postcards 

 Comments walls  or trees where audiences are given a sticker or label to pin or hang up 

 Voting cups – put a ball in the cup if you enjoyed the experience 

 Tell us where you are from – put a pin in a map 

Audience Research 

If you want to find out a bit more about your audiences, then you may want to do a short 

survey at all or a selection of venues.  You would not need to do this for every tour or every 

venue, but it can be useful on an occasional basis to help increase your understanding of your 

audiences.  

Invariably any such research is best delivered in collaboration with the presenting venue or 

promoter.  It may be that if you do it together you can then share the findings and both 

benefit.  

If you would like to do this then you should carefully consider the following:  

 Are you clear about your objectives for the research?  And is research the only way you 

can find out what you want to know (ie. Could you find out what you need to know from 

box office data if available?)? Be as specific as you can about your research questions, ie.: 

o Are our audiences only interested in the artform we present or a whole range?  

o Which areas of marketing activity were our audiences aware of or which was the 

most persuasive? 

o What motivates them to see our work, ie. What benefits are they seeking? 

o Are our audiences interested in other activity around the performance ie. Talks, 

programmes or online information? 

 Do you have the resources to ensure that your research is delivered effectively.  You will 

need:  

o Someone to oversee the research project 

o Staff or volunteers available to hand out ad help audiences fill out surveys ie. 

‘fieldworkers’ 
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o Someone who has the time to input and analyse the results 

 

Instead of asking audiences to fill out a questionnaire at events, you may prefer to do an e-

survey. For this you will need to either work with the venue or promoter to use the email 

addresses of audience members collected through the booking process or collect email 

addresses at the events from audiences (using fieldworkers).  While this approach may use 

fewer resources, it is likely that you will get a lower number of responses from audiences than 

if you do the whole survey in person at events.  

Further advice on doing audience research will be provided in the Masterclass section of the 

training, or you can refer to the following resources:  

Overview of different approaches to surveying audiences: 

http://audiencefinder.org/articles/surveys  

Or for more comprehensive guidance: 

http://www.australiacouncil.gov.au/resources/reports_and_publications/subjects/marketing/

market_development/whos_my_market  

  

http://audiencefinder.org/articles/surveys
http://www.australiacouncil.gov.au/resources/reports_and_publications/subjects/marketing/market_development/whos_my_market
http://www.australiacouncil.gov.au/resources/reports_and_publications/subjects/marketing/market_development/whos_my_market
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Exercises and Templates 

Marketing Tools Template 

Audience Group Tools Details 

Eg. Keen opera attenders  

 

Direct mail Letter  

Flyers and posters  

Website  

Press  

Letter to previous attenders and to 
external lists  

Distributed in residential areas and 
city centre  

Promote online booking  

Local radio and national print press – 
endorsing quality product 

Eg. School groups 

Flyers & posters  

Direct e-mail 

Website  

Word of mouth 

Distributed directly to teachers  

Personal approach to named 
teachers  

Develop special schools pack  

Through artists and workshop leaders 
to teachers 

   

   

From This Way Up by Caroline Griffin 

Timetable Template 

Week commencing Activity Who’s responsible 

w/c  Develop copy and image Company Marketing 

w/c Campaign meetings with venues Company 

w/c Venue brochures to print Venue 

   

 

Evaluation Framework Template 

SMART Objective 
Information or data needed to 
monitor 

Method or approach to monitoring 

65% audience capacity across the 
tour 

Total tickets available .v. total 
tickets sold 

Box office data or tally of sales 

70% of tickets sold at full price 
and 30% at concessions (students 
or seniors) across the tour 

Total tickets, number at full 
price and number of concession 

Box office data or tally of sales 

30% first time attenders to our 
work across the tour  

Total tickets sold to previous 
attenders to work .v. new 
attenders 

Reported from attenders first 
time attendance 

Box office data or audience survey 

1 preview and 1 review in each Media coverage Press monitoring by venue and 
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location company 

15% under 35 years across the 
tour 

Age range under 35 .v. 35+ Audience survey 

20 young people under the age of 
24 involved in workshops with 
artists in each of the 
performance locations 

Age and number of participants 
Survey or monitoring data of 
participants 

Increased membership of our 
society/organisation by 5% within 
one year following the tour 

Pre-tour membership number 
.v. one year on 

Tracking of membership numbers 
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Contacts 

London Office 

Unit 7G1 

The Leathermarket 

Weston Street 

London SE1 3ER 

 

Manchester Office 

Green Fish Resource Centre 

46–50 Oldham Street 

Northern Quarter 

Manchester M4 1LE 

 

T 0300 666 0162 

hello@theaudienceagency.org 

www.theaudienceagency.org 

 

Registered in England & Wales 8117915 


