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Big Picture

What are the macro trends impacting on
theatre attendance? Economic, social,
political, technological...

What are the key consumer trends impacting
on arts or entertainment preferences?

How is the communications landscape
impacting on the arts category? e T i
Amarach, B&A, Red C

What new or evolving attitudes or behaviours

are increasing / decreasing in Ireland?

Nsights for Seah

Google Insights for Search BlogPulse / TweetStats




Is Ireland no longer the land of the Pub? Entertaining at home is still increasing in popularity

Q. As 4 result of the recession, how much more

Q. As a result of the recession, how much more ar llkely are you to do each of the following?

or likely are you to do each of the following?
W Neverdid it
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1% - Less ' 58% More
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Drirking st Home Emtertaining ot Home

Insteod of going out for re rants ond coming
Everyone is spending more time in houses now. It has been frie o cook ¢ : ]
a very long time since | have gone to the pub for casvol watch moy r have a few drinks. its surprisingly comfortable, beca
drinks with my mates and I miss it con sit oround your own house as long as you like. Nobody is telling you to
e woy for the next customers




“More importance should be given to spare time than to
work”
% who totally agree or tend to agree, by country

People's need for new experiences

% who feel a strong or moderate need for new experiences, by country

‘Dittarent paople have dffarant nesds. For aach fem | read out val you pleasa tall me whather you tesl the
nead for it strongly, modarataly, shahtly, or not at all? . To zatisfy my nead far new axpariences”
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LVA Dublin pubs
“Get Out More”
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Peter has taken 27 quizzes

Smirnoff
“Be There”

Fellow usen 2 ] s '3

e Gatlnspired  Your Stories  Contest  Drinks  Preducts  Heritage Fvants —
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WHEN WAS THE
/ LAST TIME YOU SAID
47 «TWAS THERE"?

EXPERIENCE SOME DF THE INCREDIBLE
MOMENTS SHARED BY DUR VIEWERS.




People

Who are they? Demographically e

13%
Onee A Meomh O Mere

Who are they? Theatre Attendance Levels

TGI Data
Who are they? Lifestyles, Interests, Attitudes &

Behaviour, Media Consumption

What is their motivation to attend this play?
Regular theatre attendees? Family night out?

What will trigger them to buy a ticket?
Perception of value? Exclusive performance?
Special occasion?

Google - Best Practice, Psychology, Behavioural
International Research Economics




Framing

Supermarkets
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Barriers | Drivers

Staying In Smart Boredom

"T enjoy entertaining “How I spend my time is
people at home” B more important than how I

(Index 130) ‘ 1 spend my money”
‘ (Index 130)

Theatre Adorer
"I really enjoy ——— "I like to pursue a life of

cooking” challenge, novelty and
(Index 123)

(Index 121)







Newspapers

Media Pattern

Index

10% 10%

%
° 6% 5% 4% 3% 3%
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Internet Activities ~

Large posters on boards at the side of the I 58%

road or buildings
27%27% 269, : Theatre Adorer Bus Stop/Shelter Advertising IR 50 %
22 A>1 7%16% Advertising on the outside of a bus [INNEGTNEEGEGEGEGEEEEEEEEEE 47 %
. Poster advertising in shopping I 43 %
11%10%10% centres/malls
Poster advertising at supermarkets [INRNERGEGEGEEEEEN 38%

Advertising at an airport |GG 35%

16%15%

Advertising in toiletsiwashrooms [ R 29 %
Advertising on large TV Screens in I 29%

shops/shopping centres
Advertising inside a bus [INNEGEGE 26%

Small poster sites on the street (excluding I 25%
bus and LUAS stops) °




Product

What are you selling? Is it the Theatre, the
Production Company or the Play?

Does your product vary depending on who you
are talking to and what they are interested in
buying?

Audience Benchmarking Your Box Office Records

How influential is your overall brand? What
are it’s ambitions?

How do you stack up against your
competitors? From other theatres to other
modes of entertainment

Blogs, Forums, Reviews SWOT Analysis
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Help | Sign in | [] Download as CSV | English (UK) v

Google Insights for Search

Compare by Search terms

Filtes

.Web Search

Tip: Use a comma asshorthand to add comparizon items. (tennis,

® Search terms
ZQuazh)

O Locations
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O Time Ranges | P g
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Ireland
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+ Add search term Al Categones E]
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Ireland, Last 90 days
Categories: Arts & Humanities, Entertainment

@ [C] News headlines

Interest over time
How can | see numbers™

May 2010

T
Apr 2010

Mar 2010
I The |ast value on the graph is based on partial data 3nd may change. Learn more
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Path to Purchase

Use

How do people buy in this category? Do they
decide they want a night out, then choose a
play or, do they see a play and organise the
night?

What media channels are most influential at
each stage of their path to ticket purchase? Medialive

What media channels do you have available to S g

you and what role do they play. Awareness vs.
Information vs. Participation vs. Persuasion.

How does your marketing budget work with
your PR activity / social media activity etc.

Google Analytics Spend vs. Sales analyses




Consumer starts to

Consumer hasn’t yet consider the idea of
considered attending going to a play
anything

eOutdoor
*TV coverage
eRadio coverage
*Print coverage
*Blogs & Forums
eDirect Mail / Email

Awareness Driving media:

Consumer starts
researching the
available options

Consumer starts Consumer chooses a play,
coordinating with books and attends

other people A

~>

Response Driving media:

eSearch Advertising

eYour Website

*Print offers & promotions
eRadio advertising

eDirect Mail / Email







There’s no short-cut

Good insight and therefore effective marketing,

take hard work

Your competitors are doing this




You don’t have to do it all at once

This is an ongoing process, over time you’ll gather learnings

There are lots of free resources

Start small but start immediately




