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Executive Summary 

 

Marketplace 2014 aimed to benefit participants by offering them space to create and share high quality touring 

ideas. In addition it was intended to broker more and better collaboration between venues and 

promoters/companies and to improve communication between those groups, as well as helping to develop 

audiences for them. Emphasis must be put on ensuring that: 

 Marketplace takes place every year 

 More people are involved in each round 

 Participants have early contact  

This round of Marketplace reinforced the feedback from the pilot in 2012/13 that participants want early contact 

with one another and want this contact to be frequent and appropriately facilitated.  99.7% of participants were 

either satisfied or highly satisfied with program content and its facilitation.   

 

 

 

Project Background: 

 

Marketplace is a project of Arts Audiences and The Arts Council/An Comhairle Ealaion which operated a very 

successful pilot in 2012 / 2013.  This pilot was managed by the Irish Theatre Institute (ITI) and Theatre Forum and 

saw 20 participants take part and feedback was very positive, as was appetite for more. 

In 2014 Audiences NI (ANI) submitted a successful tender for the project management of the project and began 

planning and development of the programme in collaboration with Arts Audiences NI in June 2014. 

Several consultations with Arts Audiences occurred between June and August 2014, when the call for participants 

went out.  The timing of this call and the project in general will be discussed further in the recommendations. 

40 participants were offered a FOC place and this included the 20 previous participants and a cohort of 4 participants 

from Northern Ireland with the agreement of the Arts Council. 

 

 

Project Timing 

The timing of the project was difficult, particularly during the recruitment phase.  The tender was awarded in June 

and programme planning and design happened in July with recruitment starting in August.  This was problematic 

with many venues closing or working with reduced staff teams during this time, not to mention annual leave.  These 

difficulties led to deadlines being extended.   
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The workshops took into consideration Arts Council deadlines which worked well, but participants did comment that 

they were still very busy, how this could be tackled is unclear.  It would appear that no time is the ideal time, but 

having the event happening before a funding deadline was popular.    

 

 

Project Approach 

 

All participants fed back that the project was beneficial, and the feedback from the future planning session (full 

feedback found in appendix 6) evidenced more support for continued investment in this type of event. 

It is recommended that investment in recruitment of more productions companies, independent producers and 

others is allowed for as the recruitment of venues was considerably easier.   

The use of profiles proved a valuable exercise for parties as a method of reflection, however ensuring completion of 

profiles required considerable follow-up.  In addition to this, some participants queried sharing details with other 

participants. 

All participants were of the view that meeting those they did not know and finding out about what they did was as 

important as meeting with existing contacts, the opportunity to have creative conversations is limited so the chance 

to have these was welcomed unanimously.   

 

Project Participants  

 

The participants were drawn from an appropriate range of venues, networks, promoters companies, and 

independent producers.  Following recommendations and feedback from the pilot project, a clear focus on 

engagement with music participants was adopted as well as a session focused on music touring on the first day.   

 

Project Management  

 

The project was managed by Cara Cash from Audiences NI and participant feedback reflected positively on this, full 

detail can be found in evaluation feedback in appendix 3 and 6.  It is recommended that any future versions of the 

Marketplace apply this same model of one person/organisation acting as primary contact.  It provided clarity to 

participants and to Arts Audiences and The Arts Council/An Comhairle Ealaion. 
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The management of the project was time consuming with recruitment taking more than 7 weeks and arranging and 

maintain one to one appointments to facilitate the remote session a further 5 working days.  It is advised that this is 

taken into consideration when compiling a budget for the next round. 

Despite its arguably modest cost, the budget of the program should reflect the increase in numbers and a method 

needs to be found to meet the costs if the project is to be sustainable. 

 

 

Project Objectives  

 

Marketplace was developed to deliver on the following objectives: 

 Broker more and better collaborations between venues and promoters, 

 Improve communication between venues and promoters  

 Support development of audiences for art forms and in venues.  

 

Project Recruitment  

 

Recruitment of participants took a three staged approach: 

1:  Previous participants were all contacted and offered places on the project following positive feedback 

from the pilot. 

2:  Call for new participants were put out in Arts Council Communications, on Arts Audiences and Audiences 

NI websites and social media as well as on Theatre Forum website. 

3:  Audiences NI targeted venues and companies by sending personalised emails to more than 50 promoters 

and venues from across ROI.  These were followed up with telephone calls and further contact. 

 

Audiences NI identified suitable companies from NI following a measured response to the initial call out, with more 

applications being received than places were available.  These participants were from 2 production companies and 2 

music venues. 

All participants were asked to complete an expression of interest which were collated by ANI and reviewed alongside 

Arts Audiences.  In addition to this, all participants were asked to complete a profile which would give others a 

snapshot perspective of their organisation/company.  These profiles were designed by ANI in discussion with Arts 

Audiences and were tailored to each of the main groups, Network, Producers/Company and Venue. 
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Project Success 

 

Whilst success regarding touring applications will be more evident following the next round of appropriate funding, 

there were several examples of work being provisionally booked and or follow up meetings arranged during the 

project as a result of facilitation.  This included music events being booked in some regional venues and independent 

producers making contact with new venues for discussions around 16/17 programming, as well as both production 

companies from the NI cohort organizing follow up venue visits with more than one venue. 

 

Project Evaluation  

 

Feedback was gathered before, during and after the project.  Participants’ evaluation of the project as a whole was 

predominantly positive.  It was evident across both days that all participants really valued the opportunity to meet, 

network and discuss future programming.  The results can be found in appendix 2, 3 and 6. 

 

Project Participants: 

 

The participant list is included in appendix 1, but it included the following breakdown of groups: 

Venues –     22 

Companies/Producers -   15 

Networks –     6  

 

Following the first workshop all participants received a full participant list, including contact details to aid further 

communications. 

The intention of this review is to assess the learning and tangible outcomes from all aspects of the project. 
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Implementation and Program 

Taking good practice learning from the pilot, ANI took the following approach to the project, which ran from 

September to November 2014: 

 Live workshops were reduced from 3 to 2 and a remote session was put in place to replace the 1st workshop, 

format of sessions was as follows: 

o Session One:  Remote Session offered to each participant to gauge reasons for attendance, 

expectations and discussion of individual profile. 

o Session Two:  Live Workshop- networks present on what their venues want, speed networking as a 

group and discussion around barriers to music touring and potential solutions. 

o Session Three:  Live Workshop – Discussion around what venues individually want and how 

promoters can respond to this.  Followed by a planning session looking at maintaining the 

momentum of Marketplace. 

 

Outcomes: 

The outcomes of each session are discussed individually followed by overall outcomes of the project. 

 

Session One:   These sessions were planned to happen across 3 days with ANI booking in appointments with each 

participant.  These appointments were to last 30 minutes and participants were asked the following 3 questions in 

addition to general conversation about the project. 

1: What are the main reasons for your attendance?  

2: What would your ideal outcomes be following attendance? 

3: Feedback on profiles designed by ANI 

The sessions proved incredibly beneficial for several reasons.  They negated any general questions about the project 

taking time away from the workshops, they allowed ANI to “meet” each participant and vice versa which eased 

communications at the workshop days.  They also gave ANI a clear picture of what participants wanted. 

 

The reasons for attendance included: 

 “Keen to develop touring ideas” – company participant  

 “Benchmarking against colleagues” – venue participant 

 “Networking” – venue + company participants 

 “Build relationships” – network representative  

 “Raise awareness of company” - company participant 

 “Tell our story” – venue participant 
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 “Hone our skills” – company participant 

 

The Ideal outcomes for participants included: 

 “Increased contact with companies” – venue participant  

 “Identification of companies or groups we can work with to make our programme strong” – venue 

participant  

 “Expand our company reach” – company participant  

 “Clarity on what venues want” – company participant  

 “Venues coming together to organize tours” – network representative  

 

The feedback on the profiles included: 

 “Great idea” venue participant  

 “Beneficial tool” network representative  

 “Gives us the opportunity to tell our story” venue participant  

 “Really interesting exercise” company participant  

 “Very insightful” company participant  

 “We don’t want to not challenge our audiences so want to look at all work” venue participant  

 

In addition ANI received some valuable statements from participants, some of which are samples below 

 “As a venue, we don’t find that emerging companies are filling the gaps that we have” 

 “As a company, we feel there must be compromise – we need to be realistic about what we can do, but so 

do venues. 

 “Really important we don’t lose momentum after these events” 

 “Personal connections are vital, they need to be invested in through events like this” 

 

Full additional comments are included alongside the full survey results in appendix 2, full reasons for attendance, 

outcomes and feedback on profiles are also included here.  
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Session Two:   

As the first live workshop, the focus for this session was for people to make connections and the day was broken 

down into the following sections: 

 Introduction/refresher session from the Networks; representatives from NASC, NOMAD, IMEALL, Shortworks 

and Strollers addressed the group and relayed information regarding the objectives of the network and its 

current members. 

 The cohort of 4 Northern Irish organisations individually informed the group about their organisation  

 Networking session – this session saw the group broken up into venues and companies, the once was on the 

companies to tell the groups of venues, who they were, what sort of work they did and what their future 

plans may include. 

 Music Touring Focused session – this session looked specifically at music touring and asked participants in 

small groups to answer the following questions: 

o What do you feel are the barriers to music touring? 

o What are the potential solutions to the aforementioned barriers? 

 

The details of this session are in the review section of the report, but some of the feedback included; 
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Session Two Feedback: 

Feedback on the 1st of the live workshops was very positive.  Participants fed back that the time being dedicated to 

networking was positive, however some did comment that more time for this activity would have been welcomed. 

The morning session (intros and welcomes) while necessary, did take quite a bit of time and this may have been 

better spent being invested in participant networking. 

In addition the introduction of the networks, which was done informally would have benefited from formal 

introduction with set answers to questions being answered by each network representative. 

The afternoon session proved very productive for participants, but an increase in representation from all genres of 

companies’ operating would have been beneficial.  

 

The focus on music touring was as a result of feedback from Arts Audiences and unsurprisingly some participants 

found it really beneficial while others, those not interested in music programming, found it less so.  However, this 

format of focusing on one particular art form may be something that can be carried into other rounds of 

marketplace, giving people an insight into similarities in other genres is beneficial. 

 

Full feedback is included in appendix 3 of this report, but some highlights include: 

 “Great opportunity to network and to learn more about how different venues and companies work, plus 

expectations from both.” 

 “Excellent networking done” 

 “It would be good to meet with more companies and potential NI partners in the future, this is a really good 

opportunity to meet and discuss issues.” 

 “More time for roundtable discussions especially enjoyed the group work looking at music , it is informative 

to hear what venues have to say on the subject” 

 “Extremely useful, it was less classroom based and more useful than much of what I’ve been to before” 
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Session Three 

The third and final session followed the program detailed below: 

 Networking session focused on venues, what they want from companies and their plans for future 

programming   

 Targeted Networking Session – ANI divided the room into three sections and venues were asked to go and 

speak to the people they would be interested in programming, the sections were; Theatre, Music and Dance. 

 The afternoon session was a future planning exercise, group was brought together and asked what they 

would like to happen next, details of this are included in appendix 5 but an example of feedback received is 

detailed below: 

• More collaboration 

• Keep conversations between ROI and NI happening  

• More forward planning – even if it’s aspirational  

• Greater understanding across all parties that many relationships are being balanced 

– understanding of time and activities more so than just audience numbers 

• Have arts council in those conversations about ideas generation 

• Widening out conversation – attendees recommend a friend and bring other parties 

that may not be in contact with all parties etc. 

• Keep investing time in this sort of event 

• Re music – keep conversation going, don’t forget what happened today 

 

 

Session three Feedback 

Audiences NI asked all participants to give feedback before leaving the session, the details of the feedback are 

included in appendix 6, but some additional comments included: 

 “More participants next time and more formal networking to make sure everyone meets everyone” 

 “Great to learn exactly what venues are looking for” 

 “Great opportunity”  

 “Timing – can we look at July/august for the workshops to happen – pre arts council applications” 

 “Good conversations, practical outcomes”  

 “All worked very well, groups helped learn from others, better than individual meetings”  

 “More time to network” 

 “The workshop provided a great opportunity to network with focused discussion and was very well 

facilitated” 
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Recommendations 

 
General project recommendations 

 

 Marketplace should be an annual initiative,  

 The alignment of marketplace with touring funding application deadlines was very positively received and 

should be continued.  Ideally the project should happen before a deadline to allow appropriate follow up 

time after connections are made at marketplace. 

 Consideration should be given to hosting 2 Marketplace events each year, one hosted in ROI and one in NI.  

This will encourage more conversations happening across Ireland. 

 To encourage full project monitoring, information on touring and dissemination of work applications should 

be gathered as well as successful awards of funding.  This should be shared at follow on events, therefore 

encouraging new partnership working   

 Marketplace should be, in some form, be repeated in 2015,  

 The timing of the project should consider the Touring and Dissemination of Work scheme deadlines 

 Ideally the project should happen before a deadline to allow appropriate follow up time after connections 

are made at marketplace. 

 Consideration is given to hosting 2 Marketplace events in the year, one hosted in ROI and one in NI.  This will 

encourage more conversations happening across Ireland. 

 
Project Management Recommendations: 

 
 A continuation of having one person/organisation as the main contact for the project, throughout the 

project.  This was effective as it provided clarity in lines of communication for participants, funders and 

partners. 

 Continuation of involvement of Theatre Forum and ITI with consultation to happen with throughout 

planning and live events.   

 Review of budget and sources of funding.  If two rounds of Marketplace are to happen in 2015, appropriate 

funding will be necessary. 

 Review of timing, is vital.  The project should inform funding applications for touring applications, but other 

factors must be considered, i.e. summer periods, extremely busy periods for venues/companies etc. 

 Profiles were judged to be beneficial.  These should be reviewed before the next project. 
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 The possibility of an online Marketplace community should be investigated.  Would this maintain 

relationships between projects and allow for planning to happen across the year? 

 It is recommended that moving forward a greater degree of preparation for recruitment of more production 

companies and independent producers is afforded. 

 Investigation into a networks focused events take place, some participants fed back that the 5 minute 

presentation from each on day one was not enough, and a discussion about networks taking on new 

members and or creation of some new networks may be beneficial. 

 continue to facilitate dialogue, in innovative ways, it becomes onerous and boring for participants if they do 

the same thing each time and are talking to the same people about the same things 

 

 
 
Participant Recommendations: 
 

 Participant pool is increased in next project and this is reviewed for continuing increase as popularity of 

project grows.  

 Arts Audiences and The Arts Council/An Comhairle Ealaion should share their desired participants at earliest 

possible stage so that targeted invitations can be sent.  Previous participants should also be encouraged to 

invite people they feel may benefit from participation. 

 Useful to involve representation from ACNI to contribute to framing Marketplace. 

 Previous participants should be invited however, targeting new companies and independent producers 

should also be invested in  

 Project should always encourage participants to maintain their direct contact and not rely solely on such 

initiatives for programming 

 May be beneficial to ask venues which promoters they would like to see there to aid effective recruitment. 

 Continuation of one remote session and two live sessions.  

 Identification of suitable location for all participants – review of whether both sessions need to take place in 

Dublin.  

 Remote session worked well for participants, however, it was onerous on project managers regarding time 

and should be looked at for next round. 

 Promoters were very positive about the project as were venues, however, more companies and producers 

should be involved in next round. 

 Marketplace 2014 had a smaller representation from Dance than any other genre, this may be an area which 

would benefit from a focussed session 
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 Inclusion of case studies of success would encourage participants to work together.  These should be 

investigated before live workshops start. 

 Representation from Northern Ireland was well received by all participants and it should continue and the 

number increased to minimally 10 to have any form of impact. 

 
 
 
 
Suggested Future Structure  
 
 
It is recommended that Marketplace moving forward be reconfigured as follows: 
 

Stage  Activity  

Stage One 
Preparatory 

Recruitment.  This stage should happen 
minimally 6-8 weeks before the first 
formal communication with participants  
Liaison with Arts Audiences and Arts 
Council:  this should be continual and 
person to person meetings should 
happen at least once per month  
Program confirmation, design of profiles, 
participant materials etc.:  this should 
happen minimally 4 weeks before 1st 
session 
Identification of best practice case 
studies  
 

Stage Two 
Initial contact and remote session 

Participant liaison  
Confirmation of participants  
1st (remote) session – this should also 
gauge participants expectations, ideal 
outcomes and any other feedback 
(profiles/program etc.) 

Stage Three 
 
1st live session 
 

Formal presentation by networks on 
their wants/needs from companies one 
to one meetings arranged in speed date 
format to allow all parties to meet all 
parties 
Venues to communicate what they want 
during networking  
While people may have met before, for 
many, they will not have had contact for 
a while, so taking time to do this for all  
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will be beneficial  
Presentation of successful case studies  
Introductions from NI cohort 
Focus on 1 genre and problem shoot any 
issues – suggested that this is dance  
Networking should be structured rather 
than informal to avoid people just 
catching up, set questions to answer/ask 
etc.  

Stage Four 
 
Final live session 

More targeted networking allowing 
participant’s time to speak to people 
they want to work with, have ideas for, 
see potential funding bids with etc. 
 
 
Future planning session – all participant 
session to include the arts council, arts 
audiences, and other interested parties 
to discuss how to move forward 
 

Stage Five 
 
Post Workshop Activity  

Review all feedback from participants 
and partners 
Complete report on project 
If appropriate launch post project 
activities – online forums or other  

 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 
 



 

 
17 

 
 
 
 
 
 

Conclusion 
 

 
Arts Audiences and The Arts Council/An Comhairle Ealaion had some specific objectives they wanted to see as a 

result of the second round of Marketplace, these were: 

 Increase by 100% in numbers of participants 

 Format to be identified looking specifically at music with all participants  

 Reduction in days in Dublin for events, from 3 to 2 

 Inclusion of all relevant networks  

 Focus on venues having the opportunity to communicate with companies and producers what they want. 

 

Audiences NI targeted and recruited successfully and had more than 40 participants for the initiative.  As discussed 

in the recommendations this process was time consuming and should be fully costed for future funding. 

 

The task of looking specifically at music touring, Audiences NI hosted a focused group session asking two key 

questions to small groups of participants.  These were: 

What are the barriers to music touring?  

How do we address them? 

 

Audiences NI also reduced the numbers of days that participants needed to be in Dublin from 3 to 2.  This was done 

through the development of individual remote sessions with each participants before the session.  This session not 

only introduced Audiences NI to the participants it also gauged expectations and outcomes as well as allowing key 

time to look at profiles with participants.   

 

All relevant networks were not only represented but had the opportunity to address participants and inform them of 

what work the network was interested in, who its members were and who the key contact for companies would be. 

The timetable of events was reduced from 3 live workshops days to two, this was following feedback from Arts 

Audiences and previous participants.   

 

On the second day, the focus was on venues having the opportunity to communicate what they want, this happened 

on two separate sessions.  Firstly, the networking session was focused on venues telling companies what they are 

interested in regarding future programming and each venue met with each Production Company or producer.  

Following this, venues were then afforded additional time to have follow up conversations with the companies they 

were interested in working with.
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Appendix 1 
Full Participant List  
 
 

Ballet Ireland   Company 

Branar Teatar do Phaisti Company 

Bruiser Theatre Company Company 

CoisCeim Dance Theatre Company 

Dumb world  Company 

Fishamble  Company 

Irish Chamber Orchestra  Company 

Siamsa Tire Company 

Music Network Company/Network 

Opera Theatre Company Company 

Rough Magic  Company 

Theatre Lovett  Company 

Breda Cashe  Producer 

Jen Coppinger Producer 

Ronan Quinn Producer  

NASC Network 

Strollers Network 

Shortworks  Network 

NOMAD Network 

Abbey Theatre Venue 

An Grianan Theatre Venue 

Axis Ballymun Venue 

Backstage Theatre Venue 

Birr Theatre and Arts Centre Venue 

Civic Theatre Venue 

Courthouse Arts Venue 

Draiocht Venue 

Dunamaise Venue 

Glor Venue 

Hawkswell Venue 

Lime Tree Theatre Venue 
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Marketplace Armagh 

 

 

 

Venue 

Pavillion theatre Venue 

Project Arts Centre  Venue 

Regional Cultural Centre Venue 

Riverbank Venue 

Seamus Ennis Centre Venue 

Solstice Arts Centre Venue 

Theatre Royal Venue 

The Black Box Venue 

Town Hall theatre Galway Venue 

Visual Carlow Venue 

Wexford Arts Centre Venue 
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Appendix 2 
 

Marketplace  
Remote Session Feedback from Participants  
 

 

Number  Reasons for 
attendance  

Ideal Outcomes Feedback on 
profile 

Additional Comments 

1 Networking 
Meet artists 
Forums are a good idea 
Opening of 
conversations 

Some planning for 
after marketplace 
Increased contacts 
with companies  
 

Profile is a good 
idea 

There has been a 
proliferation of shows 
appealing to the smallest 
denominator  
We need more 
challenging work 
Could we chat about 
quality companies  
Emerging companies are 
not filling the gaps that 
regional venues have. 

2 Networking  
Raise awareness of 
company  
Personally developing 
contacts  
Increase capability of 
touring for company 

Engagement in 
conversations about 
touring and 
marketing and how 
we can develop this 
Increased contacts 
Raised profile of 
company 
Feedback on tour 
ideas 

Happy with profile 
Beneficial tool for 
keeping contacts 
details  
Gives us the 
opportunity to tell 
our story 

n/a 

3 Networking  
Idea generation 
Identify new ways of 
programming  

Identification of 
companies or groups 
that we could work 
with  
Increased contacts  

Profile is good but 
communicating 
what works well 
and doesn’t is a 
challenge.  Our 
longer running 
shows always look 
like they perform 
better than one 
night shows for 
example 

We program everything 
and wouldn’t want to 
discourage companies 
from approaching us 

4 Tell our story  
Encourage companies 
to come  
Broaden our client base 
Tell people we have an 
audience 

Raised awareness of 
venue 
Have an idea of 
possible tours that I 
could be part of in 
15/16 
A renewed list of  

I am so excited 
thank you so 
much! 
 

Still finding our identity 
we are still young  
We are interested in 
theatre and dance and 
our audience has an 
appetite for 
contemporary dance  
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contacts  
Place on another  

 
 
 
We have an audience 
willing to try new things. 

Number  Reasons for 
attendance  

Ideal Outcomes Feedback on 
profile 

Additional Comments 

5 Honing our skills and 
make sure we are 
pulling our weight 
when it comes to 
touring  
Networking 
Shared learning  
Get clear 
understanding of what 
venues want 
 

Clarity on what 
venues want 
Contacts with 
venues we haven’t 
worked with before 
 

Great idea 
 

There has to be a 
compromise on both 
sides 
We have robust shows  
There is a constant 
struggle to ensure 
quality of engagement – 
even when we state a 
maximum we can do, 
venues want more 
Have to achieve a 
balance of working with 
venues and asking arts 
council for funding 
The key is quality 

6 Whole new area for us 
We are moving into 
new premises and will 
have a new space – 
want to raise 
awareness of this  

Explore new touring 
ideas 
Learn from other 
multi-purpose areas 
Increase contacts  
Share and learn 
from others 
experiences  
Increased networks 

Great idea – for us 
though a lot of it 
will be guesswork 
as we haven’t 
moved into the 
new venue yet 

n/a 

7 Isolation – tired of 
feeling that I am on my 
own 
To talk to other people 
Meet new companies 
and promoters 

Awareness of we are 
as a venue 
Venues coming 
together to organise 
tours 
Increase of contacts 
with producers and 
promoters 

Really interesting 
exercise 
Made me think 
about us as a 
venue 
Helped me with my 
arts council 
application 
Focus on 
commercial is hard 

With our limited 
resource it would be 
great if we could share 
resources with other 
venues involved in a tour 
I actually phone my 
audience for new work 
People don’t read the 
emails we send 

8 Want to know what 
venues want  
Our biggest challenge is 
venues and what they 
want  
 

Open networks 
again 
Increased 
understanding of 
what I do – I need to 
communicate this 
better 

Happy with profile 
- good idea 

Really important we do 
not lose momentum 
after these events 
 

9 Networking  
Update contacts with 
companies 

More contacts  
Ideas for future 
programming 

We would not be 
prepared to give 
info on: 
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Keep in the loop of  
what might be available 
in the next year or two 

  
 
 
Average cost of  
show  
Things audience do  
not respond to 

Number  Reasons for 
attendance  

Ideal Outcomes Feedback on 
profile 

Additional Comments 

10 Networking  
Meet other venue 
managers 
 

Connections with 
people  
Successful 
networking  
New connections 
with companies  
Have a better and 
stronger audience  

Very insightful 
profile 
There is a danger 
though because we  
don’t want to NOT 
challenge our 
audience  

Venue managers need a 
forum to get together 
Multi arts centres need 
this sort of activity 
Producers and venue 
managers need to make 
personal connections  

11 Networking  
Increased contacts 
New partners for future 
venues 
Meet new promoters 
 

Potential new 
promoter partners 
And increased 
contacts  
 

We are quite 
different so profile 
while it may suit 
regular networks 
isn’t necessarily 
perfect fit for us 

 

12 To bring work that 
hasn’t been with us 
before 
Increase the amount of 
touring work 
Continue to meet 
audience expectations  

Increased contacts 
and ideas for touring  
Conversations 
around what the 
expectations of each 
party is 
 

Profile is good but 
can be difficult to 
complete - 
ultimately it is all 
about the quality 
of work 
We don’t really 
want to say no to 
any work 
We do a lot of local 
work which sells 
well but is also our 
backbone  

Our audience appreciate 
investment in them 
We want to continue to 
improve our audience 
We have done some 
ground work in visual 
arts  

13 Meet with the venues 
as a group  
Find out more about 
shows which will match 
their expectations  
Find out what issues 
they have and how i 
can better work with 
them 
 

Increased contacts 
Pitch my own show - 
timing is good for 
me 

Profile is a good 
idea 

I would like to know 
what is left after the 
shows that music 
network put out 
Venues can often want 
something that sells 
itself rather than 
something that with a 
little effort will sell 
Do music network decide 
on x shows per 
venue/per area? 
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Number  

 
 
 
 
Reasons for 
attendance  

 
 
 
 
Ideal Outcomes 

 
 
 
 
Feedback on 
profile 

 
 
 
 
Additional Comments 

 
14 

 
Networking  
Benchmarking against 
colleagues 
Identify key themes for 
us all  
Move on from 
anecdotal info  
Share experiences  

 
Concrete 
partnerships  
New partnerships 
Fresh look at 
programming  

 
Happy with profiles 
and happy to 
present on behalf 
of network 

 
Network would like to 
increase opportunities 
for children’s work  
Increase awareness of 
network 
 
Also interested in 
knowing who decides 
what a good show is - a 
small audience can be a 
success?  Who defines 
the context here? 

15 Networking 
Information gathering  
To know key trends in 
terms of audiences  
How can we improve 
our understanding of 
audiences  

Clear overview of 
where we are at 
What we might need 
to do to change 
things 
Need someone to 
put the pin in the 
map of audience 
development  
Communicate our 
longer lead in times 
to promoters 

Great idea, will 
open conversations 
up 
Average cost 
incurred is very 
difficult to give as it 
fluctuates 
No of shows is 
difficult because 
we work with 
fringe this can be 
hard  

We are under huge 
pressures for 
sponsorship 
Auxiliary income is vital 
for us 
Often there is massive 
work in getting the piece 
together and it is almost 
too late to them start 
promoting it to the 
venue 
Sometimes they need to 
think of others timelines 
 

16 Networking  
Meeting promoters and 
other venues 
Share ideas 
Take time to get new 
ideas 
Share experience of 
audience development  
 
 
 
 
 
 
 
 
 
 

To meet everyone 
all at once 
Clarity of message 
that calling once in a 
blue moon is not 
going to get 
successful 
tours/partnerships 
 

Our remit is so 
broad it can be 
difficult to hem in 
Birr are open to 
look at everything 
but we do get too 
much  
Is important that 
venues understand 
each other  
 
 
 
 
 
 
 
 

n/a 
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Number  Reasons for 
attendance  

Ideal Outcomes Feedback on 
profile 

Additional Comments 

17 Recommended by 
others 
Makes sense to work 
together  
Reduction in funding 
makes marketplace a 
great opportunity to  
reconnect 
New connections with 
companies 
Learn from each other 

More contacts 
Better lines of 
communication 
Understanding of  
pressure we are all 
under 
Have a better sense  
of what is going on  
Reconnect with 
people  

Great idea, but... 
Audience is not 
interested in is 
quite a limiting 
statement - our 
audiences can 
surprise us 
We can only give 
promoters what 
we can and have to 
consider data 
protection 

n/a 

18 Previous participant  
We are niche and 
approaching venues 
cold can be difficult 
 

We want to identify 
7-8 venues 
Create contacts with 
NI 
Better 
understanding of 
where suitable 
venues for us are 
Break down barriers 
to our tours 

Happy with profile 
May need to add 
extra info  

Collaboration with 
theatres works well for 
us  
We know we need to 
diversify our audiences  
We need to talk to each 
other  
 

19 Building relationships  
Formalising informal 
conversations 
Touring next year has 
room for local tours 
 

Cementing contacts 
I want to know what 
venues are actually 
interested in  
Understand the 
venues as they see 
themselves 

Like the idea 
Can we put 
additional info in 
 

We want to look at new 
writing and recognised 
work 
We are looking at more 
multi-disciplinary pieces 
 

20 Previous participant  
Found 1st one very 
useful 
I now know orgs more 
but i want to know 
what they are 
interested in 
Make all genres 
accessible 

Dates in the diary 
for meetings/tours 
Strengthened 
connections  
New contacts 
Shared learning with 
other regional 
contacts  

Profile is fine n/a 

21 Previous participant 
Participate in 
conversations around 
audiences and how 
they differ in different 
venues and locations 
Talk to emerging 
companies to  

Contacts 
Face to face 
meetings  
Reduction in cold 
calling  
Getting advance  
notice of companies 
plans 

Perfectly fine as 
long as it’s 
understood 

We are committed to 
large scale but we have 
to be realistic regarding 
cost 
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I want to know who 
I’m talking to  
Look at potential 
workshops and 
added value 
offerings  

Number  Reasons for 
attendance  

Ideal Outcomes Feedback on 
profile 

Additional Comments 

 
22 

 
Learning new 
techniques for getting 
audiences in 
Increase contact with 
producers 
 

 
Fresh look at 
programming  
Good contacts - only 
so often you can 
program with the 
same companies  
Meet other venues  
Feel less isolated 

 
Happy with profile 
 

 
n/a 

23 Better connect with 
venues 
More tour 
opportunities  
Get to know what 
venues want 
Future ideas sharing  
 

Realistic portfolio of 
future partners 
Additions to venues  
who are familiar 
with Rough Magic  
We want to have the 
information to 
support out tours 

Could be longer 
but understand it 
needs to short and  
sweet 
Good idea  

n/a 

24 Keen to develop 
touring ideas 
Expanding company 
reach  
Look at festivals, are 
there festivals we could 
be working with 
time  

Increase touring 
capacity  
Increase audiences 
Increased 
relationships  
 

Great idea Touring tends to be our 
programming but we 
know we must also tick 
the artistic and audience 
development boxes 
We do communicate 
with critical friends and 
venues 
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Number  

 
 
 
Reasons for 
attendance  

 
 
 
Ideal Outcomes 

 
 
 
Feedback on 
profile 

 
 
 
Additional Comments 
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Extend awareness of 
companies work 
Increase contacts 
To be synonymous with 
quality children’s 
theatre 
Extend number of 
venues we go to 

 
 
Increase touring 
applications  
Develop NI contacts  
Increase awareness 
of us 
Increased capability 
of quality tours to NI  

 
 
Good idea - 
opportunity to 
communicate who 
we are  
 
Would like to add 
how responsive we 
are to audiences  

 
 
We want to find out if 
venues are interested in 
developing schools and 
family programming and 
developing younger 
audiences 
Are there other ways we 
can work with venues -  
Could venues invest in 
more than just the show 

26 Increase contacts 
Future touring ideas 
Saves cold calling  
Find out what venues 
want from dance  

Opportunity to test 
new ideas 
Talk to new 
potential venues 
Confirm new 
partners 
 

Great idea 
We want to talk 
about education 
initiatives  
Are there local 
groups who could 
benefit from 
workshops  

Sometimes you can be 
on your own re 
marketing - this may 
allow us to develop 
partnerships and lessen 
this. 
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Attended last year and 
thought it was a 
fantastic event 
One to one sessions 
very important  
Relationships built last 
year very beneficial 

 
High expectations of 
events and hope this 
will be better 
Wants and expects 
to create new 
relationships and 
produce work.  

 
Liked the profile 
idea however had 
issues re ‘which 
shows didn’t 
perform well’ as 
this is very 
negative and issues 
around 
confidentiality  

 
a lot of one to one, 
networking time 

28 Haven’t attended 
before main reason to 
build relationship and 
networking with sector.   
 
 
 
 
 
 

Want to create new 
relationships 
Look at brining 
international work  
and sharing of 
resources 
Develop children 
and families 
programming 

Profiles good idea 
 
Sharing mailing 
lists not answered 
due to data 
protection issues. 
 
 

More cross border work 
like this should happen 

29 Want to discuss work 
that will attract new 
audiences and look at 
collaborations 
 
 

Have a good 
understanding of 
what venues want 

Only concern is 
that it may conflict 
with data 
protection 

Our networking to date 
has always been on the 
back of something else 
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Number  Reasons for 
attendance  

Ideal Outcomes Feedback on 
profile 

Additional Comments 

 
 
30 

Keen on looking at 
audience development 

Re programming 
work for families  - 
some venues invest 
in our work and 
others don’t 

What shows didn’t 
sell well is too 
negative  

n/a 

31 Set up new 
partnerships for touring  
 

Honest 
conversations about 
quality of work 

Confidentiality 
should be 
considered 
carefully here  

n/a 

32 Makes applications 
stronger to Arts council 
 

Remove cold calls 
and cold emails 
 

Genres didn’t 
include everything 
they do (will add in 
anything they 
believe is missing 
 

Get new companies who 
want to talk to us to do 
so. 
 

33 Have realistic 
expectations of what 
we need/want 

Widen their 
programme and 
opportunities. 
 

Good ideas, glad all 
are participating  

Some people don’t ask 
venues because they 
assume they won’t take 
it - this is not always the 
right way 
 

34 Access to info on 
different audiences 

 Sharing 
information should 
be following 
approval from 
owner of profile 

We need these events, 
please keep doing them! 

35 take advice from 
venues around their 
audiences 

New relationships 
and work from it  

Good idea We value the venues 
because they know their 
audiences 
 

36 Develop relationships Have clear 
expectations at the 
beginning of those 

Consultation with 
groups before 
profile design 
maybe? 

n/a 

37 Very beneficial last 
time but different staff 
member attended 

Improve efficiency 
Learn things I didn’t 
know 
Improve 
communications  

Love profile idea, if 
time allowed 
would be great for 
people to present 
their profile to the 
room 

Better if we can look at 
joined up thinking  
I am a venue manager 
not an artistic director 
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Number  

 
 
 
Reasons for 
attendance  

 
 
 
Ideal Outcomes 

 
 
 
Feedback on 
profile 

 
 
 
Additional Comments 

38 Networking  To get contacts that 
I can use and get 
firm ideas for future 
bookings 

Great idea, will 
allow us to 
properly explain  

We want audience 
friendly high quality 
work that works to a 
reasonable financial  
model  
 

39 Want to raise 
awareness of us and 
make meaningful 
connections with 
people  

create new 
partnerships, look at 
cross border touring 
opportunities and 
resource sharing 

Will hopefully help 
people to not 
make assumptions 
about us and our 
audience/potential 
audience  

We have a broad 
audience and are happy 
to look at any idea it just 
must be of good quality 

40 Motivation was from 
Audiences NI, sounded 
like a great idea 

Reminder to ROI 
companies that NI 
venues are willing to 
host events 
Networking and 
reengaging with lost 
contacts 

Average ticket 
price is difficult as 
there is such a 
wide range, may 
be better to look at 
average ticket 
price broken down 
by genre? 

Good initiative it is 
brilliant to see an all-
Ireland approach 
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Appendix 3 
1st Live Session Feedback 
 
Question One: 
How satisfied were you with the workshop overall?   
 

 
 
 
Question 2: 
Thinking about the workshop, please consider each of the following statements and state the extent to 
which you agree or disagree: 
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Question 3: 
Is there anything you would change about the format of the workshop? 
 

 
 
Over 50% of the participants who answered this question (not all participants did) would not change the 
format of the workshop, of the remaining participants, they were asked what these changes would be, and 
these are included within question 4. 
 
Question 4: 
What would change about the format of the workshop? 
 

Responses Included: 

 More group Discussion 

Well done 

More time devoted to networking 

Great day thanks  

Format of morning was slow 

Provide a participant list with contacts  

Sample presentation 1 venue and 1 producer, show what worked to get to box office 
success 

Time of year - before arts council application - help to develop ideas 

Pairing of people, suitable venues and producer partners matched 

More time in roundtable discussions 

Brief Overview of challenges faced by each group 

More one on one time  

Later start if possible  

A balanced representation between north and south 

Pack more in 
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Question 5: 
How satisfied were you with venue location, catering, facilitation, content and overall organisation g? 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
The responses to this question show that more than 80% of participants were highly satisfied with the 
venue, more than 90% were highly satisfied with the facilitation and the overall; organisation of the event. 
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Appendix 4 
Music Touring Focussed Discussion Feedback – 1st live session 
 

Barriers to Music Touring  Potential Solutions to barriers 

 Not thinking outside the box 

 Arts Council Policy - lack of visibility  
-Individual artists are not applying for 
touring awards 
 -Need for exciting collaborations 

 There is a lack of knowledge around 
Classical Music (inability to speak to a 
younger audience) 

 Need a greater variety of music 
promoters 

 Sustainability of the venue 

 Lack of specialist networks 

 Not enough product touring of a 
diverse nature 

 Competition from bigger venues 

 Less creative leadership 

 Lack of audience for specialist genres 

 Genre 

 Cost 

 Size of venue 

 Acoustics 

 Getting an audience 

 Lack of venue links 

 Expectation at theatre venues verses 
commercial 

 Audience perception of classical 
music 

 It does not sell 

 Depends on what type of music 

 Some music is too niche 

 Regional venues cannot meet the 
artists or organisations 

 Cost - €1000 is the default fee 

 Sustainability of the venue is 
important, one size does not fit all 

 Cultural context – some music works 
better in different locations 
depending on the legacy of that 
community 

 Partnerships are important to 
achieve development i.e. local 
community groups 

 Advance visits, PR visits for radio 

 Good PR materials; high quality 
video, good posters, advanced 
feedback on materials 

 Develop networks of like-minded 
programming polices 

 Network-led tours 

 Realistic expectations/ agreed targets 
on audience 

 Actively matching artists with venues 

 Links with local artists 

 Collaboration between established/ 
less known artists 

 Led-in times/ various deadlines for 
brochure and poster distribution etc. 

 Accept that Box Office will be small – 
have different success measures 

 Pricing – pay more at the door 

 Arts Council liaise with venues 

 Create a network for touring 

 Music networking sessions 

 Bring promoter and venue together 

 Greater communication with funded 
groups 

 Space to take risk with programming 

 More funding – funded clusters of 
events 

 Venues take more responsibility and 
prioritise music and increase 
knowledge  

 Northern Ireland musicians 

 Pick a genre a make the commitment 
to invest time and resources 

 Market segmentation – build each 
genre and engage with key local 
organisations 

 Scheduling to avoid clashes/conflict 
within your programme and with 
other venues locally 

 Capital grants and investment in P.A 
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 Venue partnership with festivals is 
very important 

 Cost 

 Risk 

 Fear of unknown 

 Difficulty of a way in 

 Lack of PR 

 Logistics 

 Language (opera translations) 

 Bad PR behind a good band 

 Recognition factor 

 Visuals! Lots of materials 

 Outreach and engagement needed 

 Building familiarity year on year 

 Expectations 

 Resources (PR/staff/advertising 
budget) 

 Venue restrictions (bar sales?) 

  

 No cross-over in music audiences 

 Need to develop the continuation of 
audiences over a long period – lack of 
continuity in supporting of certain 
types of music 

 Venues don’t have the resources to 
offer development support 

 *No barriers to high profile music 
artists touring! 

 

 
 
 
 

 High profile names matched with 
lesser known acts either in 
performance or to endorse the act 

 Encourage independent music 
promoters to support the regional 
tours 

 Venue Music Forum 

 Sub-brand venues (more than just 
theatre?) 

 Programming (festivals embracing 
diversity) 

 Long-term programming strategy 

 Pattern? Monthly 1st Wednesday of 
every month 

 Venue ‘buying power’ networks 

 Have a good practice guide 
(expectations) 

 Resident relationships 
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Appendix 5 
2nd Live session 
Future Planning Session 
 
 

Marketplace 2014 

Workshop 2 

Afternoon session – What’s next planning session? 

 

Activity 1 – find a happy place  

Highlights of group back include: 

 Programs and Promotions like Edinburgh 
 

 Shows and Audiences similar to Germany – 2500 capacity, music embedded in their 
culture + education supports the art form 

 

 A city and an audience who go out of their way and actively seek out music/art 
 

 The attitude of the audience is positive/open/eager 
 

 A full theatre! 

 

Activity 2 – what would help keep ideas flowing/conversations happening? 

 Less clutter 
 

 Venues should be considered as more than just a venue – they are artistic programmers 
 

 Less clutter 
 

 Less noise – distracts from primary purpose 
 

 More time to consider why we as venues do what we do – time to breath, take stock and 
plan for development – this will inform what we do 
 

 Shared ownership of products 
 

 Early conversations will support marketing and sales – this would make a difference to 
both venues + producers/promoters/companies 
 

 How early do we engage – 6 – 12 months before? 
 

 How early should we engage, can we get agreement across all parties here? 
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Activity 3 – how can we start those conversations? 

 We are programming a country – this should be understood by us all Inc. Funders 
 

 Have understanding of what the programming policy of all venues is? 
 

 ITI website  - they hold profiles, if these were kept up to date could this be an important 
point of reference  

 

 More events like marketplace  - we need to ensure that these events are open to new 
people constantly 

 

 Should venues pre book companies to get a clear oversight of their upcoming season, i.e. 
we will work with fishamble in June, we will work with Irish chamber orchestra in 
November etc. 

 

 Development if an app that can take registration of a gap in program and match it with a 
company? 

 

 Revisit and showcase successful partnerships – this will help generate new ideas and 
reduce likelihood of common mistakes 

 

 TYANI – case study 

 HOUSE – case study 

 Would this additional layer between venues and companies work? 
 

 Planning time may be annual but there is nothing stopping the relationship building 
between broad groups of theatre companies and venues  

 

 If we don’t make time to work on and share in the development of ideas – venues will 
inevitably have a lessened sense of ownership – creative partnership could be really 
helpful 

 

 Ideas generation and ideas confirmation are two different things, coming to venues 
before ideas have been firmed up 

 

 We should consider audience resourcing not audience development - what are we giving 
our audiences? 

 

 We should get excited as venues about the curation of art – if we don’t, that needs to be 
addressed 

 

 TAKE TIME OUT TO BUILD RELATIONSHIPS 
 

 There is problem in long term planning when there isn’t long term funding  

 We need a fresh look at our networks, are they now operating as a one stop shop – 
should they be? 
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 **the arts council may be able to offer support, are we talking to them enough, and 
asking for help? 

 

 Arts council have noted an absence of touring theatre – arts council are keen to support 
this work 

 

 Music touring – is this limited because Music Network organises music tours – do we need 
to consider genres and how they are all supported?  Do we need a separate network to 
support all genres of music touring? 

 

 There is a touring board on the theatre forum website – is this being used, if not why not, 
if yes, what for? 

 

 Absence of venues employing artists as ft./pt. residency – how can this be improved. 
 

 Administrate challenges of running a network , support had been sought from Arts 
Council but was rejected can this be looked at again 

 

 Arts council funding exists for partnerships between venues and artists – are venues 
aware of this 

 

 As networks we want money to bring in work –  
 

 We may need to refresh the network model  
 

 Awareness that networks are all different and the support needed would therefore be 
different  

 

 Theatre Forum touring updates 
 

 Reengagement on this  
 

 Awareness raising of source being there, the source is there so we should use it 
 

 Connectivity of venues  
 

 Scotland as a potential best practice model? 
 

 Rural venues and the issues that impact on them 
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Exercise 4 – if you had to choose one thing to be taken forward from Marketplace what would it be? 

 An understanding of rural; venues and the challenges they face 
 

 A mechanism for ideas generation – an ideas generation day – solely from an artistic point 
of view, this would include venues 

 

 Use the resource that is within the arts council and get clarity on what that is 
 

 Development of networks which are organised according to function 
 

 More creative collaboration between venues and companies BEFORE funding  
 

 Appropriate use of the theatre forum touring board 
 

 Twice per year have real engagement and share ideas and experiences  
 

 Use more than one way to keep in touch: 
o Formal networking 
o Informal conversations 
o Online collaborations 

 

 Touring and touring applications - can we refresh relationships here, is there funding 
available to support networks to pick shows? 

 

 Venues need to be flexible about offsite performances – don’t write it off if it isn’t right 
for your venues, look at other options locally, companies will work with you here for 
interesting and innovative ideas 

 

 Venues to be open to contemporary dance – don’t assume your audience won’t like it, 
maybe look at development of a contemporary dance network? 

 

 Opportunities like marketplace at least twice per year 
 

 Keep conversations going –deepen relationships, meet outside of events like this, take 
time for this  

 

 Take time for early conversations and consultation with venues – it works 
 

 Keep time for informal communication 
 

 Productions companies to be aware that spread ideally should be even 
 

 An awareness of rural audiences – timescales involved in attendance  
 

 All parties to keep the audience experience in mind 
 

 Arts council funding has been cut by 42% since 2008, funding success/unsuccessful may 
be due to resource rather than opinion or lack of belief in work 
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 More communication with arts council about what doesn’t work 
 

 A fresh look at music and music touring , via an online board/forum/other 
 

 Traditional music – should there be a touring network specific to this?   
 

 Venues who invest in creative time have stronger programmes – all parties to be aware of 
this 
 

 1 day/2 days that people cannot miss 
 

 Venues should be proactive too – don’t forget about independents, don’t always work 
with well-known because they are well known 
 

 More collaboration 
 

 Formation of a formal music touring network 
 

 Keep conversations between ROI and NI happening  
 

 Venues talking to venues is as important as venues talking to producers 
 

 More forward planning – even if its aspirational  
 

 Greater understanding across all parties that many relationships are being balanced – 
understanding of time and activities more so than just audience numbers 

 

 Have arts council in those conversations about ideas generation 
 

 Widening out conversation – attendees recommend a friend and bring other parties that 
may not be in contact with all parties etc. 

 

 Keep investing time in this sort of event 
 

 Re music – keep conversation going , don’t forget what happened today 
 

 NI Collaboration – events to be in NI and ROI to encourage conversations  
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Appendix 6  
2nd live session 
Participant Feedback 
 
Question One: 
How satisfied were you with the workshop overall? 
 

 
 

Question Two: 
Thinking about the workshop, please consider each of the following statements and state the extent to 
which you agree or disagree: 
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Question Three: 
Is there anything you would change about the format of the workshop? 
 

 
 

As with previous feedback, more than 50% of participants would not change anything about the format of 
the workshop.  The recommended changes are contained within question 4. 
 
 
Question Four 
What would you change about the workshops? 
 

Responses Included 

An idea sharing and artistic discussion session would be good  

More focus on solutions 

More music promoters - really appreciate the good conversation that happened around music  

Could it all go in one day? 

Portlaoise is on offer as a central venue 

Case studies of successful collaboration 

more time networking 

All of this can’t happen without funding in the room 

Greater representation from performing arts sector 

All worked very well, groups helped learn from others 

Timing of the workshops - if workshops could take place in July/august 

More venues and production companies 

More participants for future workshops 

Does it have to be in Dublin 
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Question 5 
How satisfied were you with the following; venue, catering, facilitation, content and overall organisation of 
the event. 
 

 
 
As with previous feedback more than 90% were highly satisfied with the facilitation and overall 
organisation of the event.  Those that were somewhat dissatisfied with the venue felt it may be beneficial 
to have other options for venues, outside Dublin in any follow on events. 
 
 


