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About the reports we produce on arts audiences 

 

This report, Marketing the Arts in Ireland (or MAI 2014), complements the previously published The 

Arts in Irish Life and is intended primarily as a key source of audience behaviour information for those 

directly involved in audience development and marketing. 

 

The family of reports drawn from TGI are focusing on how Irish people currently interact with the arts 

both in terms of their personal behaviours and in terms of their attitudes to this field.  

 

These two reports replace the previous report called Arts Attendance in Ireland, which has been 

published for the last four years. 

 

In February 2015 Arts Audiences carried out a survey of arts marketing practitioners in Ireland. The 

purpose of this survey was to understand more clearly exactly what you want from this research. We 

have incorporated as many of the findings as possible in this new report. 

 

We anticipate that these two new reports will provide you with deep insight to the attitudes and 

activities of arts attenders in Ireland. 

 

 

 

The focus of this report 

 

Previous reports examined arts audiences broken down by artform. In this report, Marketing the Arts 

in Ireland, or MAI 2014, we decided to look at all arts in Ireland through the prism of frequency. Our 

aim is to assist you in increasing the frequency of arts attendance. 

 

The evidence in this report is about people who already participate and are active in the arts. 

 

 

 

Research methodology 

 

The findings of this report relate (except where stated otherwise) to the ROI TGI 2014 – a nationally 

representative survey conducted between October 2013 and May 2014.  

 

The TGI is principally conducted by means of a self-completion paper questionnaire administered to a 

nationally-representative sample of adults aged 15+ resident in the Republic of Ireland. In the case of 

the ROI TGI 2014, valid results were obtained from a total 2,971 adults. 
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Organisation of the report 

 

We’ve organised the data from the research study in the following way. This is largely based on the 

findings of our survey, and what you told us was most useful to you: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

What do we know about 
attenders and social media?

If attenders aren't using social 
media, how can we access 
them online?

What other media can we use 
to prompt a ticket purchase?
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Interpreting data tables 

 

For each chapter of this report, key findings and statistics are presented in summary form to allow 

these to be easily identified and reviewed by readers. The report also includes many of the data 

tables or statistics that underpin these conclusions: and which provide significantly more information 

to those who may wish to interrogate the detail of these findings. 

 

These datatables typically reference a number of standard elements used in quantitative analyses. An 

example table and ‘key’ is provided below to help readers navigate these tables. 

 

 

 

All Adults 15+ 

 Usually 

Watch ‘Chat 

Shows’ on TV 

A) All Adults 15+ 

Sample 2,971  507 

000s 3592  588 

Vert% 100  100 

Horz% 100  16.4 

Index 100  100 

B) All Men 15+ 

Sample 1,431  185 

000s 1764  208 

Vert% 49.1  35.4 

Horz% 100  11.8 

Index 100  72 

C) All Women 15+ 

Sample 1,540  322 

000s 1828  379.4 

Vert% 50.9  64.4 

Horz% 100  20.733 

Index 100  127 

 

Elements of the Table: 

 

Sample:  The actual number of respondents belonging to a given group or sub-group (e.g.  

507 adults out of a total sample of 2971 overall ‘usually watch chat shows’ on TV 

000s:  The projected number of members of the actual population who belong to a group 

(e.g. the 507 respondents above represent 588,000 real individuals) 

Vert%:  The proportion of the column-target who have a particular behaviour (as specified by 

the row label). For example, amongst the ‘chat show’ group, 35% are Men 

Horz%:  The proportion of the row-target who have the behaviour identified in the column. For 

example, of all Men – 11.8% ‘usually watch TV chat shows’ 

Index:  This is a number (greater or less than 100) that indicates how more or less likely a 

given group is to express certain characteristics. 

In the case above, an Index of 127 indicates that ‘Chat Show viewers’ are 27% more 

likely to be Women than is true of the incidence of Women found in the general 

population. Conversely, the index of 72 says that ‘chat show viewers’ are 28% less 

likely (72-100) to be Men than true of the general population.   

  

Colour coding: This is used in some tables to grade significant differences in the indices: 
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Categorising Attenders  

 

We have categorised attenders into three main groups: this will act as an aid in understanding each, 

and in marketing appropriately to each. In looking at arts attenders we are looking at frequency of 

attendance at all artforms. A frequent attender could be someone who attends theatre frequently, or 

music; or a combination of artforms. These groups are:  

 Frequent Attenders – those who attend at least once every two to three months. 

 Occasional Attenders – those who attend two to three times a year. 

 Infrequent Attenders – those who attend once a year. 

 

The numbers of attenders in each group are below. 

 

Figure 1: Division of attenders by frequency of attendance in Ireland 

 

 

 

 

 

Which group of attenders holds most potential for our marketing effort? 

 

Given that some Occasional Attenders already attend between every three and 12 months, it’s likely 

to require less of a marketing effort, with a higher potential return to focus on this group. 

 

This would be instead of, for example, focussing on Infrequent Attenders, to whom a sale might be 

much more difficult, or on Frequent Attenders, who already attend as frequently as they wish.  

 

The number of Occasional Attenders is also considerable – almost one million – representing 

significant potential for growth in attendance level figures. 

 

 

  

Frequent, 
1,403,000 

Occasional, 
968,000 

Infrequent, 
324,000 
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This report has been structured in such a way that each individual chapter deals with a specific aspect 

of attenders’ media behaviour (online and offline) – and contains the relevant information introducing, 

explaining and highlighting the conclusions arising from each area of survey measurement. 

 

Whilst each chapter can therefore be read independently, it is possible to draw out a few key 

conclusions from each of the chapters that will be of general interest to all readers of this report: 

 

 

What do we know about attenders and social media? 

 Frequent, and in particular Infrequent Attenders are heavy users of social media: our key target 

group, Occasional Attenders, less so. 

 This would indicate that if arts marketers wish to specifically target Infrequent Attenders then 

social media marketing is a good way to do this. Marketing to Occasional Attenders however, 

would also be effective using social media marketing, but as they are not a likely to be heavy 

social media users, complementing this with other forms of marketing may be more effective. 

 The heaviest social media users, Infrequent Attenders, are more likely to be in the 15-24 age 

group 

 Just 13% of all attenders regularly use Twitter. 

 44% of Frequent Attenders regularly visit Facebook, 52% of Occasional Attenders and 57% of 

Infrequent Attenders. 

 

 

If attenders aren’t on social media, how can we access them? 

 Large numbers of both Frequent and Occasional Attenders are ‘medium’ Internet users, i.e. they 

spend 5-19 hours a week online. 

 Arts attenders are newshounds. Frequent and Occasional Attenders are more likely to visit news 

websites than the rest of the population. 

 Large numbers of Occasional Attenders have downloaded apps, and an even larger number of 

Frequent Attenders. 

 

 

What other media can I use to prompt a ticket purchase? 

 Advertising which influences the purchase decisions of Occasional Attenders most are on 

television, the Internet or in newspapers. Cinema and outdoor advertising has relatively little 

influence with this group, relative to these, although Occasional Attenders do ‘see’ outdoor 

advertising in quite high numbers. 

 Frequent Attenders read daily or Sunday newspapers in higher numbers than Occasional 

Attenders but the Sunday Independent is the most widely read in each group. 

 46% of Occasional Attenders have responded to direct mail offers or promotions in the last 12 

months. In general, directly mail as a marketing channel is very well received by attenders.  

 More Occasional Attenders than Frequent Attenders own a smartphone (66% vs. 59%) and they 

connect to the Internet several times a day using their phone. 
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 Almost 6% of Occasional Attenders say their purchase decisions are influenced by radio 

advertising, and the most popular stations they listen to are Radio 1 and Today FM. 

 Frequent Attenders are much more likely to spread information about the arts through word of 

mouth. 

 

What do we know specifically about Occasional Attenders, our key target group? 

 

Figure 2: Profile of Occasional Attenders (OAs) 

 

  

OCCASIONAL  ATTENDERS 

 There are almost one million Occasional Attenders (OAs) in Ireland, and they 
attend two to three times a year.  
 

 41% of OAs use the Internet for social networking regularly but Infrequent 
Attenders are the heaviest social media users.  

 

 Only 13% of OAs regularly visit Twitter- around the same as the other groups. 
However, 52% of them regularly use Facebook.  

 
 OAs are more likely to visit these types of sites than the rest of the population: 

news, pregnancy & parenting, a specific TV channel or programme and online 
directories.  

 

 314,000 OAs visited RTÉ.ie in the past month and 192,000 regularly read RTÉ.ie 
news. In general however, Frequent Attenders are more likely to log on to TV and 
Radio news sites than OAs. 

 

 Almost a quarter of OAs say their purchase decisions are influenced by television 
advertisement and around one fifth of them watch RTÉ and TV3 for two or more 
hours each day. 

 

 More Occasional than Frequent Attenders own a smartphone – and they use it to 
log onto the Internet several times a day. 

 

 Direct mail is an effective channel for targeting OAs – 46% of them said they had 
responded to an offer or promotion in the last 12 months. 
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Which attender groups are heaviest social media users? 

 

 41% of Occasional Attenders are likely to use the Internet regularly for social networking – this 

compares with 35% of Frequent Attenders are 45% of Infrequent Attenders. 

 Infrequent Attenders have an increased likelihood of regularly using the internet for social 

networking and this may relate to the age profile of infrequent attendance highlighted in The Arts 

in Irish Life i.e. regular social networkers tend to be younger - and younger people tend to attend 

at the arts less frequently.  

 

 

Table 1: Attenders who regularly use the Internet for social networking 

 

    
Social Networking 

sites 

Frequent Attenders 

(000)                            496  

Horizontal 
% 

35.4% 

Index 99 

Occasional Attenders 

(000)                            395  

Horizontal 
% 

40.8% 

Index 114 

Infrequent Attenders 

(000) 147 

Horizontal 
% 

45.4% 

Index 127 
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Why do attenders use social media? 

 

 The following table uses colour coding to highlight differences in social media behaviour. It shows 

that in most cases, Infrequent Attenders are more likely to use social media for these purposes 

than Frequent or Occasional Attenders, or indeed the general population. 

 For most activities, Infrequent Attenders are clearly the most active on social media. Targeting 

this group would be more feasible using social media marketing: targeting Occasional Attenders 

must be done with more care and restraint as they are not as active on social media. 

 

Note: where the index figure rises above 100 this means that this group is more likely than the 

general population to act in this way. 
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Table 2:  What attenders use social media for    
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Looking closely at Twitter  
 

 In Ireland generally, 2.5 million adults reported that they had not visited Twitter in the past year, 

while 422,000 said they were regular visitors to Twitter.  

 

 13% of Frequent Attenders said that they regularly visit Twitter, and a further 13% of Occasional 

and Infrequent Attenders. There does not appear to be a strong link between Twitter and 

attenders in any of our three categories. 
 

 

Table 3:  Attenders who regularly use Twitter    

    
Frequent 
Attenders 

Occasional 
Attenders 

Infrequent 
Attenders 

Regularly use Twitter 

(000) 183 131 44.0 

Vertical % 13.0% 13.6% 13.6% 

Index 111 115 115 
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Looking closely at Facebook 
 

 More than half a million Occasional Attenders report that they regularly visit Facebook. 

 Frequent Attenders are slightly more likely to be occasional rather than regular visitors to 

Facebook 

 Conversely, Infrequent Attenders are more likely to be regular visitors to Facebook.  

 Again, this demonstrates that Occasional Attenders are at a medium level when it comes to social 

media activity and that they are not as active as Infrequent Attenders in this regard. 

 

Table 4: Attenders visiting Facebook 

 

 

 

 

 

  



Arts attenders and social media MARKETING THE ARTS IN IRELAND:  2014       

 
 

Any information used for any purpose from this report must be credited to the report as follows: 

All data provided by Arts Audiences. All data ROI TGI 2014 (c) Kantar Media UK Ltd.  19 

 

More about Infrequent Attenders 

 

Below are some key points which we have extracted from The Arts in Irish Life report: 

 

In terms of attendance by age group: 

 An analysis according to age shows that for three out of the four categories (theatre/stand-up; 

dance performances; concerts, recitals or other music events; other cultural events) 15-34s tend 

to under-index most significantly on attendance. 

 

In terms of information about the arts: 

 Older respondents are more likely to express themselves satisfied (20% more than average). 

Younger respondents are more likely to index highly against dissatisfaction (49% more). 

 

In terms of channels of information about the arts: 

 Among those using the Internet there is a somewhat higher proportion who indicate 

dissatisfaction. This correlates particularly with younger respondents who (as above) will be more 

prone to indicating dissatisfaction. 

 

These findings indicate that online information may need to meet the needs of younger people better, 

and that arts organisations should review and improve their online presence. 

 

Figure 3: Satisfied with arts information, by age group 

 

Figure 4: Satisfied with arts information, by level of attendance 
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How often do Attenders go online? 

 There is no appreciable difference between groups of attenders in this regard. Approximately 70% 

of attenders in all categories accessed the Internet yesterday. 
 

 

Table 5: When attenders last accessed the Internet  

  
Frequent 
Attenders 

Occasional 
Attenders 

Infrequent 
Attenders 

Yesterday 71.3% 73.0% 69.0% 

2 to 3 DAYS ago 9.5% 8.8% 9.3% 

4  to 7 DAYS ago 3.7% 2.9% 4.5% 

Within the last MONTH 2.1% 1.8% 1.5% 
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How much time do attenders spend online? 

 Of the 1.4 million Frequent Attenders, 24% (or 335,000) spend between 5 and 9 hours per week 

on the internet. They are 20% more likely to be in this category than the general population.  

 

 Frequent Attenders are moderate users of the Internet - not heavy and not light.  
 

 Occasional Attenders are quite likely to spend 5-9 hours per week on the Internet. 21% of them 

do so, or 200,000. A further 29% spend 10-19 hours online per week, or 277,000 attenders. 
 

 Moderate Internet Users (spend 5-19 hours a week on the Internet):  

o Frequent Attenders: 696,000 

o Occasional Attenders: 477,000 

 

 Heavy Internet Users (spend 20+ hours a week on the Internet): 

o Frequent Attenders: 350,000 

o Occasional Attenders: 255,000 

 

 
Table 6: Hours spent on the Internet by attenders in a typical week    

    Total 
Frequent 
Attenders 

Occasional 
Attenders 

Infrequent 
Attenders 

Total sample 

(000) 3592 1403             968  324 

Vertical % 100% 100% 100.0% 100% 

Index 100 100 100 100 

Less than 5 hours 
(000) 

403 182             108  
              

33  

Vertical % 11.2% 13.0% 11.2% 10.2% 

Index 100 116 99 91 

5-9 hours 
(000) 

713 335             200  
              

62  

Vertical % 19.9% 23.9% 20.6% 19.1% 

Index 100 120 104 96 

10-19 hours 

(000) 901 361             277  92 

Vertical % 25.1% 25.8% 28.6% 28.5% 

Index 100 103 114 114 

20-29 hours 

(000) 413 169             123  27 

Vertical % 11.5% 12.0% 12.8% 8.4% 

Index 100 105 111 73 

30-39 hours 
(000) 

194 59.8               68  
              

20  

Vertical % 5.4% 4.3% 7.0% 6.3% 

Index 100 79 130 116 

40 hours or more 
(000) 

292 121               64  
              

39  

Vertical % 8.1% 8.6% 6.7% 12.0% 

Index 100 106 82 148 
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What types of websites do attenders visit? 

 Frequent Attenders visit most of these sites more frequently than other attenders, or than the 

general population.  

 The site categories that Occasional Attenders are most likely to visit are: Pregnancy and 

Parenting; News; online directories and a specific TV channel or programme. 

 Infrequent Attenders are less likely to visit these site categories than the general population – with 

the exception of Employment Opportunities sites, Sport Motoring sites, new technology and 

Pregnancy and Parenting. 

Table 7: Attenders by category –the types of sites they visited in the past month 
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Attenders are online newshounds 

 Attenders overall are an average of 26% more likely than the general population to log on to this 

group of TV and radio news websites. 

 RTÉ.ie is the most visited news site by a large margin, with 387,000 Frequent Attenders, and 

192,000 Occasional Attenders regularly logging on.  

 There are notable differences in behaviour in this area between Frequent and Infrequent 

Attenders; tv3.ie and sky.com score highly for likelihood to log on for Infrequent Attenders. 

 Frequent Attenders are more likely to log on to TV and radio news sites than Occasional and 

Infrequent Attenders.  

 

Figure 5: The news websites that Attenders regularly log on to - TV and radio  
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 314,000 Occasional and 596,000 Frequent Attenders visit the general RTÉ.ie website, the most 

popular publisher site among attenders. 

 Almost a quarter million Occasional Attenders also visit Independent.ie. 

 

Table 8: Publisher sites visited regularly by attenders 
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Apps – all those who have downloaded apps in last 12 months 

 Again, Frequent Attenders are heavy downloaders of apps, and in this regard are broadly 

comparable with Infrequent Attenders. Both groups have downloaded a number of similar types of 

apps. However, the overall number of FAs who have downloaded apps is much higher than IAs 

(700,000 versus 173,000) so it must be said that Frequent Attenders are heaviest app users. 

 Our key target segment, Occasional Attenders, are also quite heavy app users. 524,000 of them 

downloaded apps in the last 12 months. They are more likely than the general population to have 

downloaded apps on: social networking, games, banking, weather and property. 

 The darker colours in the chart below show the most popular types of apps among each group.  

 

Table 9: Apps downloaded by attenders in the last 12 months  
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Attenders are likely to purchase tickets online  

 The Internet is used for travel research and purchases more than for any other purposes and 

most users of the Internet generally will have a strong habit of these kinds of purchases.  

 

 Attenders are 26% more likely to purchase tickets for events online than the general population. 

More than one million attenders say that they purchase tickets for events online and 94% of those 

in Ireland who purchase tickets for events online are attenders.  
 

 Attenders are more likely to purchase tickets online than to make other kinds of purchases. 
 

Table 10: Attenders purchasing online  

    Total All attenders 

Ever purchase tickets for events online 

(000) 1147 1080 

Vertical % 31.9% 40.1% 

Horizontal % 100% 94.1% 

Index 100 125 

Regularly purchase tickets for events online 

(000) 413 391 

Vertical % 11.5% 14.5% 

Horizontal % 100% 94.6% 

Index 100 126 

Occasionally purchase tickets for events 
online 

(000) 734 689 

Vertical % 20.4% 25.6% 

Horizontal % 100% 93.9% 

Index 100 125 

Ever purchase insurance or financial products 
online 

(000) 587 513 

Vertical % 16.3% 19.0% 

Horizontal % 100% 87.3% 

Index 100 116 

Ever purchase books online 

(000) 857 761 

Vertical % 23.8% 28.2% 

Horizontal % 100% 88.8% 

Index 100 118 
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Newspaper readership by attenders 

 The Sunday Independent is the most read newspaper "almost always" by all attenders, frequent 

and occasional.  

 Frequent Attenders are more likely to be newspaper readers than Occasional Attenders. 

  
Table 11: Attenders’ daily and Sunday newspaper readership in descending order by 000's 

    Total 
Frequent 
Attenders 

Occasional 
Attenders 

Sunday Independent 

(000) 653 328 167 

Vertical % 18.2% 23.4% 17.3% 

Index 100 128 95 

Independent 

(000) 575 280 141 

Vertical % 16.0% 19.9% 14.5% 

Index 100 124 91 

Sunday World 

(000) 381 124 89.4 

Vertical % 10.6% 8.8% 9.2% 

Index 100 83 87 

Irish Times 

(000) 355 218 79.1 

Vertical % 9.9% 15.6% 8.2% 

Index 100 158 83 

The Sunday Times 

(000) 288 160 70.2 

Vertical % 8.0% 11.4% 7.3% 

Index 100 142 90 

The Sun 

(000) 221 52.8 56.0 

Vertical % 6.2% 3.8% 5.8% 

Index 100 61 94 

Daily Star 

(000) 216 65.3 55.7 

Vertical % 6.0% 4.7% 5.8% 

Index 100 77 96 

Irish Mail on Sunday 

(000) 208 93.6 47.7 

Vertical % 5.8% 6.7% 4.9% 

Index 100 115 85 

Examiner 

(000) 192 91.1 47.4 

Vertical % 5.3% 6.5% 4.9% 

Index 100 122 92 

Daily Mail 

(000) 157 63.0 42.1 

Vertical % 4.4% 4.5% 4.3% 

Index 100 103 99 

Daily Mirror 

(000) 169 60.1 36.2 

Vertical % 4.7% 4.3% 3.7% 

Index 100 91 79 

Sunday Business Post 

(000) 89.4 45.2 19.1 

Vertical % 2.5% 3.2% 2.0% 

Index 100 129 79 

 

  



Using other media to access attenders MARKETING THE ARTS IN IRELAND:  2014       

 
 

Any information used for any purpose from this report must be credited to the report as follows: 

All data provided by Arts Audiences. All data ROI TGI 2014 (c) Kantar Media UK Ltd.  30 

 

Do attenders see outdoor media? 
 

 Advertising on bus shelters and the outside of buses is seen by large numbers of Frequent and 

Occasional Attenders. 

 Advertising across the board is being seen by more Frequent Attenders than Occasional 

Attenders. 

 

Table 12: Attenders - outdoor media seen yesterday 

  
Frequent 
Attenders 

Occasional 
Attenders 

Large posters on boards at the side of the road/ buildings 54% 48% 

Bus Stop/Shelter Advertising 44% 38% 

Advertising on the outside of a bus 41% 34% 

Poster advertising outside supermarkets 39% 34% 

Poster advertising in shopping centres/malls 35% 34% 

Advertising in Petrol Stations 33% 32% 

Giant posters or banners on buildings 33% 25% 

Advertising on large TV Screens in shops/shopping centres 25% 24% 

Advertising in toilets/washrooms 25% 22% 

Advertising at an airport 21% 15% 

Advertising inside a bus 17% 15% 

Product advertising in pubs/clubs 17% 14% 

Other advertising outside supermarkets 16% 16% 

Advertising at railway stations 16% 13% 

Advertising on shopping trolleys 16% 20% 

Small poster sites on the street (excl bus and LUAS stops) 15% 12% 

Advertising on cash machines/ATMs 15% 13% 

Advertising on DART (Dublin Area Rapid Transit) 11% 7% 

Advertising at DART stops/stations (Dublin Area Rapid 
Transit) 

9% 6% 

Interactive Digital Screens in Shopping Centres 9% 8% 

Advertising on LUAS (Dublin tram system) 9% 7% 

Advertising at LUAS stops (Dublin tram system) 8% 6% 

Free postcards in cinemas/pubs & bars/coffee bars/health 
clubs 

8% 5% 

Advertising on LUAS trams (Dublin tram system) 7% 5% 

Advertising on DART trains (Dublin Area Rapid Transit) 7% 4% 

Advertising on shopping baskets 6% 4% 

Advertising on the outside of call boxes/pay phones 6% 5% 
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Which advertising influences attenders’ purchase decisions? 

 

 Once again, Frequent and Infrequent Attenders are more likely to be influenced by advertising 

overall, while Occasional Attenders remain at a moderate level. 

 Occasional Attenders are more likely than the general population to be influenced in their 

purchase decisions by advertising on television and on the Internet.  

 Over 200,000 Occasional Attenders are also influenced in their purchase decisions by 

advertisements in newspapers. 

 Just 3.5% of Occasional Attenders are influenced by outdoor advertisements and 1.2% by 

cinema advertisements. 

 

Table 13: Advertising media which influences attenders’ purchase decisions  

    
Frequent 
Attenders 

Occasional 
Attenders 

Infrequent 
Attenders 

Newspapers 

(000) 356 209 62 

Vertical 
% 

25.4% 21.6% 19.0% 

Index 116 98 87 

Magazines 

(000) 154 78 27 

Vertical 
% 

10.9% 8.0% 8.5% 

Index 124 90 96 

Radio 

(000) 97 56 30 

Vertical 
% 

6.9% 5.7% 9.2% 

Index 107 88 142 

Television 

(000) 268 235 82 

Vertical 
% 

19.1% 24.3% 25.2% 

Index 87 110 114 

Cinema 

(000) 27 12 6 

Vertical 
% 

1.9% 1.2% 1.7% 

Index 124 79 112 

Internet 

(000) 179 148 59.2 

Vertical 
% 

12.7% 15.3% 18.3% 

Index 96 116 138 

Outdoor 

(000) 62 34 10 

Vertical 
% 

4.4% 3.5% 3.1% 

Index 120 94 83 
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Do Attenders see and respond to direct mail? 

 A very high proportion of attenders, frequent and occasional, report that they have responded to 

promotions or offers in the last 12 months. 

 Attenders are likely to receive and open direct mail. 

 Frequent Attenders are more likely to respond to direct mail through a variety of response 

methods, but response rates for Occasional Attenders are still high. 

 Both Frequent and Occasional Attenders are likely to pass on direct mail to someone else. 

 There are high rates of keeping direct mail materials for later use or reference. 

 283,000 Frequent Attenders report that they bought something in person as a result of direct mail; 

and a further 110,000 bought something via the Internet. Buying by post and via email scored 

much less highly among both Frequent and Occasional Attenders. 

 

Table 14: Attenders – response to direct mail: method of purchase; promotions and offers 

  
Frequent 
Attenders 

Occasional 
Attenders 

Responded to promotions/offers in the last 12 months 50% 46% 

Open most direct mail 20% 24% 

received direct mail 64% 53% 

Bought or ordered something 33% 22% 

Used a voucher or coupon 22% 15% 

Made an enquiry/request for additional information 7% 4% 

Tried a new product or service 6% 4% 

Visited a store 15% 8% 

Paid more attention to an advert 6% 4% 

Kept it for later use/reference 18% 12% 

Passed it onto someone else 9% 8% 

Did something else/not specified above 7% 7% 

Bought something via email 2% 1% 

Bought something by post 3% 2% 

Bought something in person 20% 12% 

Bought something via internet 8% 6% 
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What TV channels do attenders watch? 

 There are marked differences between Frequent and Occasional Attenders in respect of the TV 

channels they watch; Occasional Attenders are more likely to be heavy or moderate UTV and 

TV3 watchers. RTÉ 1 is the most watched station for both groups, followed by TV3. 

 Frequent Attenders are more likely to watch TG4, whilst Occasional Attenders are markedly less 

likely to watch this station. 

Table 15: Attenders - TV channels watched - heavy, medium and light 
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Attenders and their smartphones 

 Occasional attenders are more likely to own a smartphone than Frequent Attenders and they are 

also more likely to access the Internet several times a day on their phone. 66% of Occasional 

Attenders own a smartphone and 40% access the Internet several times a day on their phone. 

 Frequent Attenders are more likely to regularly connect to the Internet through a tablet. 

 

Table 16: Attenders and mobile enabled websites - smartphone and tablet access 
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Which radio stations do attenders listen to? 

 Both Frequent and Occasional Attenders are likely to listen to national radio: RTÉ Radio 1 has the 

highest number of listeners who are attenders in both categories, followed by Today FM.  

 Newstalk has almost a quarter of a million Frequent Attenders and more than 120,000 Occasional 

Attenders who report that they listened yesterday. 

 

Table 17: National radio stations - attenders listened yesterday 

    Total 
Frequent 
Attenders 

Occasional 
Attenders 

RTE 1 radio listened yesterday 

(000) 1059 570 244 

Vertical % 29.5% 40.6% 25.2% 

Horizontal 
% 

100% 53.8% 23.0% 

Index 100 138 86 

RTE 2FM listened yesterday 

(000) 583 218 170 

Vertical % 16.2% 15.5% 17.5% 

Horizontal 
% 

100% 37.3% 29.1% 

Index 100 96 108 

RTE Lyric FM listened yesterday 

(000) 281 186 69.9 

Vertical % 7.83% 13.3% 7.2% 

Horizontal 
% 

100% 66.3% 24.8% 

Index 100 170 92 

Today FM listened yesterday 

(000) 666 278 212 

Vertical % 18.5% 19.8% 21.9% 

Horizontal 
% 

100% 41.7% 31.9% 

Index 100 107 118 

Newstalk listened yesterday 

(000) 497 241 137 

Vertical % 13.8% 17.1% 14.2% 

Horizontal 
% 

100% 48.4% 27.6% 

Index 100 124 102 
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Spreading information about the arts through word of mouth 

 Viral marketing offers marketers an efficient channel to extend the reach of their message. 

Uncovering individuals who are best placed to promote and spread the word about their interests 

is the crucial starting point.  

 TGI identifies different types of Word of Mouth individuals from those who promote messages to 

their widest circle, those who influence through their knowledge and those who persuade others. 

There are of course those who are champions for the arts falling into all Word of Mouth types. 

Influencers fall into any one or more type but are not Champions.  

 The Connectors, Mavens, Salespeople, Champions and Influencers below are all people who are 

likely to talk about the arts and to influence other peoples about the arts through word of mouth. 

For a definition of these terms please see the Appendix Page 36. Frequent Attenders are twice as 

likely (or more) than the general population to talk about the arts and to influence other people 

about the arts through word of mouth.  
 

Table 18: Attenders spreading arts information through word of mouth 

The Arts   
Frequent 
Attenders 

Occasional 
Attenders 

Infrequent 
Attenders 

Connectors:  

(000) 311 37.2 8.68 

Vertical 
% 

22.20% 3.84% 2.68% 

Index 204 35 25 

Mavens:  

(000) 103 5.85 0.94 

Vertical 
% 

7.38% 0.60% 0.29% 

Index 231 19 9 

Salespeople: 

(000) 77.5 6.91 0.94 

Vertical 
% 

5.52% 0.71% 0.29% 

Index 227 29 12 

Champions: 

(000) 40.8 2.15 0.94 

Vertical 
% 

2.91% 0.22% 0.29% 

Index 238 18 24 

Influencers:  

(000) 310 38.9 7.74 

Vertical 
% 

22.10% 4.01% 2.39% 

Index 203 37 22 
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 This group which uses Word of Mouth heavily to talk about the arts – largely Frequent Attenders – 

are also heavy cinema goers. They also listen to the radio and consume outdoor media more than 

the general population. A small number are heavy magazine readers.  

 
 

Table 19: Word of mouth groups and their media activities 
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Appendix 
 

 

TGI Word of Mouth - definitions 

 

TGI Word of Mouth comprises three questions, each relating to a list of products/ services and areas 

of interest that people are likely to discuss with friends and family on a day-to-day basis. 

 

 How many people they talk to about each product or interest area 

 How much information they would be able to provide others about it 

 How likely they feel they are able to convince others about it with their opinions 

 

Consumers are subsequently segmented by the kind of Word of Mouth strengths they have in each 

market. These segments are: 

 

 Connectors – those who promote messages to the widest audience 

 Mavens – those who carry influence through their knowledge 

 Salespeople – those who carry the power of persuasion 

 Champions – those who are a connector, maven and salesperson 

 Influencers – those who are a connector, a maven or a salesperson, but not a champion 

 Receivers – all adults who are neither a champion, nor an influencer 

 

 


