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FREE NIGHT OF THEATER 2006 

BIG SUCCESS FROM COAST TO COAST
Theatre Communications Group Announces Results of Research on

 Year Two of its National Audience Development Program 

New York, July 2007 – Theatre Communications Group (TCG), the national organization for the not-for-profit American theatre, is pleased to announce the exciting results of research conducted on Free Night of Theater.  The innovative national audience development program was designed to address perceived barriers to theatre attendance: the perception of price; the perception that theatre is elitist; and lack of public awareness about the availability and the diverse offerings of the theatre.
According to the research conducted by Shugoll Research (Bethesda, MD),  

Free Tickets Attract Non-Traditional Audiences
Launched nationally on October 19, the 2006 Free Night campaign offered 35,627 free tickets to 522 performances presented by 387 participating theatre companies from coast to coast.

The program attracted a significant number of people who fall into non-traditional theatre participant categories, including infrequent theatregoers, young people, less educated, non-white and those with lower household incomes. Specifically, 24% of those at Free Night attended the theatre two or fewer times in the last year, 31% are under age 35, 18% have less than a college degree, 26% are non-white, and 33% have incomes under $50,000. 

New Audiences Are Returning to Theatre

Eighty-one percent of those attending Free Night have gone to a theatre since the program, including 38% of those who only attend the theatre infrequently (two or fewer times or less). Further, 33% say they go to the theater more now than before the program and 86% of them attribute additional attendance to the Free Night program 

The survey of audience members that attended Free Night performances in 2006, revealed that 2 out of 3 Free Night audience members said they attended a theatre they had never been to before, and of those trying a new theatre, 32% have been back to purchase a ticket.  Perhaps even more striking, of the 32% returning to purchase a ticket, 49% have bought a full price ticket.
Regular Theatregoers are Trying Something New

Free Night of Theater exposed many to several new aspects of their theater experience, including a venue or company they hadn’t previously attended or a type of play they usually don’t see.  Two out of three (67%) choose to attend a theater they hadn’t been to before, something repeated in each region and among non-traditional attendee groups.  Significant numbers, overall, in each region, and across demographic categories, said an important reason for attending Free Night of Theater was that they could try something different without worrying about whether they would get their money’s worth.  For example, many said they attended because they could risk seeing a play they hadn’t heard of since it was free (60%), they could try a new theater without worrying about the cost (45%), or they could see a type of play they usually don’t choose to see (42%).  A modest, but significant number (15%) said Free Night of Theater gave them the opportunity to see theater for the first time, again a fact in each region and for non-traditional attendee groups
Mark Shugoll, “The research suggests that Free Night of Theater is meeting each and every one of its objectives.  It is, perhaps, the most successful and effective theater audience development initiative I have seen."
An unexpected, but equally encouraging, result of the Free Night program has been the overall proven success of expanding general awareness of local theatre, while also raising the profile of theatre companies to a level that otherwise not been seen before Free Night. 
In response to the excitement generated by the results of this year's research, Teresa Eyring, executive director of TCG, remarked, "The Free Night of Theater program has provided the theatre community a unique opportunity to open its doors to thousands of new theatregoers and introduce a new audience to the joys of live theatre.  We are very excited that the program has proven to be so successful in bringing in non-traditional theatre audiences to theatres from coast to coast."  Based on the continued success of the second year of the program, plans are well under way to expand the campaign to a broader national stage in 2007. 
Free Night 2006  was presented in Atlanta, GA; Austin, TX; Boston, MA; Cleveland, OH; Lexington, KY; Los Angeles, CA; Philadelphia, PA; Sacramento, CA; San Francisco, CA; Seattle, WA; and Washington, DC; and statewide in Connecticut, Oregon, New Jersey, North Carolina and Wisconsin.
The 2006 results continue a trend reported from the research conducted on the Free Night of Theater pilot-program when over 8,000 people attended 150 performances in Austin, Philadelphia and San Francisco.  Analysis of the 2005 program data also reported one in three first-time theatergoers returned to purchase tickets to another performance following their Free Night experience.
For more information on TCG’s plans for the 2007 program, our regional managing partners, as well as the complete Shugoll Research report, please visit the national website at www.freenightoftheater.net. 

###

Theatre Communications Group (TCG), the national service organization for American not-for-profit theatre, offers a wide array of services in line with its mission: to strengthen, nurture and promote the professional not-for-profit American theater. Artistic programs support theatres and theatre artists by awarding approximately $3 million in grants annually, and offer career development programs for artists. Management programs provide professional development opportunities for theatre leaders through workshops, conferences, forums and publications, as well as industry research on the finances and practices of the American not-for-profit theatre. Advocacy, conducted in conjunction with the dance, presenting, opera and symphony fields, includes guiding lobbying efforts and providing theatres with timely alerts about legislative developments. As the country's leading independent press specializing in dramatic literature, TCG's publications include American Theatre magazine, the ArtSEARCH employment bulletin, plays, translations and theater reference books. As the U.S. Center of UNESCO's International Theatre Institute, a worldwide network, TCG supports cross-cultural exchange through travel grants and other assistance to traveling theater professionals. Through these programs, TCG seeks to increase the organizational efficiency of its member theatres, cultivate and celebrate the artistic talent and achievements of the field, and promote a larger public understanding of and appreciation for the theatre field. TCG serves over 460 member theaters nationwide. 

Shugoll Research is one of the country’s most respected marketing research firms and has a leading practice in arts and entertainment research.  Located in Bethesda, Maryland the firm is set to celebrate its 40th anniversary.  In the arts, its clients include a broad base of non-profit theaters, performing arts centers, symphony orchestras, opera companies, dance companies, choral organizations, museums, and industry associations and service organizations.
