[image: image1.png]71475 Wisconsin Avenue, Suite 200
Bethesda, MD 20814
301/656-0310
Fax: 301/968-0144
shugollresearch.com




[image: image2.png]Theatre
Communications
Group




P R E S S  R E L E A S E






Contact: Linda Jacobs

Contact: Mark Shugoll
Ljacobs@tcg.org


MarkShugoll@ShugollResearch.com
(212) 609-5900 ext. 255
 
(301) 656-0310 ext. 102
FOR IMMEDIATE RELEASE

July 7, 2009
RESEARCH STUDY FINDS THAT TCG’S FREE NIGHT OF THEATER PROGRAM 
BRINGS NON-TRADITIONAL AUDIENCES TO THE THEATRE AND THEY KEEP COMING
*** Many past research studies have found that going to the theatre is primarily an elitist activity in which only small numbers of young, non-white, moderate income Americans participate.  A new study shows that TCG’s Free Night of Theater program is breaking down these barriers and bringing new audiences to the theatre.***

What is Free Night of Theater?
Audience development has long been identified by American professional not-for-profit theatres as one of the most pressing and ongoing issues facing the field.  Given the uncertainty of today's economic environment, attracting new audiences to our theatres has never been more vital. 

Introduced as a three city pilot-program in 2005, the goal of Free Night of Theater is to increase public awareness of our national theatre community, while in turn attracting new and non-traditional audiences to our theatres.  In 2008, over 120 cities and 650 theatres participated in this program that distributes free theatre tickets during the month of October.  A new study confirms that Free Night of Theater is successful in helping to diversify America’s theatre audiences.
How the Research Was Conducted

Shugoll Research (Bethesda, MD) conducted online interviews with nearly 6,000 people who attended the 2008 Free Night of Theater program.  The interviews were conducted in May, 2009, about 6 months after the Free Night event held every October, in order to see whether participation in the program motivated people to attend theatre more often.  The study was commissioned by Theatre Communications Group (TCG) (New York), the national service organization for the professional not-for-profit American theatre.

Study Highlights

Free Night of Theater Audiences Are More Diverse than Typical Theatre Audiences.  The program attracted a significant number of people who fall into non-traditional theatre participant categories, including infrequent theatre attenders, younger people, less educated, non-white and those with lower incomes.  Specifically, 31 percent of those at Free Night of Theater attended the theatre 2 or fewer times in the last year, 35 percent are under age 35, 20 percent have less than a college degree, 30 percent are non-white, and 36 percent have incomes under $50,000.  Participating theatres benefit from the program since new theatre-goers - who often look different than most theatres’ core audiences - discover them through the Free Night program.


Free Night of Theater Builds Future Interest in Going to the Theatre.  In addition to diversifying audiences, the program is building the theatre-going habit.  Seventy-eight percent of those attending Free Night of Theater have gone to a theatre since the program, including 42 percent of those who only attend the theatre infrequently (0-2 times in the last year).  Most important, 34 percent say they go to the theatre more now than before the program and 84 percent of them say they go more because of their experience at Free Night of Theater.  

Free Night of Theater Encourages its More Seasoned Theatre-goers to Try Something New.  Some program participants are active theatre-goers.  The program website encourages them to take a risk and try something new, including a venue or company they hadn’t previously attended or a type of play they usually don’t see.  Over two out of three participants (69%) choose to attend a theatre they hadn’t been to before.  This underscores the ability of the program to identify new audiences for participating theatres.  Significant numbers 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 (64%), they could try a new theatre without worrying about the cost (49%), or they could see a type of play they usually don’t choose to see (46%).  A modest, but significant number (18%) said Free Night of Theater gave them the opportunity to see theatre for the first time in a while.

Trying a New Theatre at Free Night of Theater Often Creates a Repeat Customer.  Of those trying a new theatre at Free Night of Theater, 34 percent have been back to that theatre as a ticket purchaser since then, including 3 percent who purchased a subscription to that theatre.  This again underscores the benefit of the program to the participating theatres.

Free Works.  Some theatres have voiced concerns that giving away free tickets will not motivate people to buy tickets in the future, saying it trains new audiences to undervalue the price associated with theatre-going.  The research suggests this concern is false.  Of those going to the theatre after attending Free Night of Theater, most bought full price tickets (40%) or subscription seats (9%).  The rest purchased some type of discounted ticket (51%), in many cases a discount designed specifically for their demographic group (such as reduced price student tickets).  While the percentage of discount buyers after attending Free Night of Theater is higher than at many theatres, the survey was taken in a down economy and at a time when discounts proliferate in the marketplace.  Nevertheless, discounting is an appropriate strategy for individual theatres to help motivate a return visit.
The Research Suggests Strategies for Attracting Even More Repeat Business.  While ticket cost is the major reason those in this study don’t attend theatre more often (65%), their attendance is also limited by concerns about spending money on something they may not like (23%), being busy (19%) and, as a result, finding it hard to commit to attending in advance (18%), as well as not hearing about what is playing (16%).  Aside from reducing price, strategies that can help increase their theatre-going include allowing people to change dates when they have a conflict, something that addresses their busy lifestyles (49% would be much more likely to attend more if the could do this), if they could get information about current plays by going to one central website, something that could help them get more information about plays and overcome their fear of buying something they may not like (47%), if tickets were set aside for day of performance sale, addressing their concern about having to commit to going in advance when their lives are hectic (34%), and if they could learn more about a play in advance of attending, again addressing their concern about spending money on something they may not like (28%).

Study Underwriters

Theatre Communications Group’s (TCG) mission is to strengthen, nurture and promote the professional, not-for-profit American theatre. TCG initiatives include a variety of artistic, management, international and advocacy programs. Its many publications offer a national resource for reference, opinion and debate on theatre and the performing arts today. TCG’s artistic programs support member theatres and theatre artists by awarding approximately $2 million in development grants annually, and offer career enhancement programs for artists. As the U.S. Center of the International Theatre Institute (ITI) world-wide, TCG supports cross-cultural exchanges and collaborations. TCG has nearly 500 member theatres. For more information on TCG and its programs, please visit www.tcg.org.
Shugoll Research is one of the leading arts and entertainment marketing research companies in the U.S.  Its clients include many non-profit theatres, opera companies, symphonies, dance companies, choral groups, performing arts centers, and service organizations and associations all across the country.  For additional information on Shugoll Research and its services, visit www.shugollresearch.com.


