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¤ To provide successful approaches and methods in the 

area of audience development

¤ To equip cultural leaders with the means to make a 

convincing case for becoming more audience-centric

AIMS



THE STUDY

¤ How does “good” AD look like?
¤ How did some organisations achieved to 

become audience-centric?
¤ Which conditions can enable this change?
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Why Audience Development is such a
trendy topic? 

Exploring an idea that seems to like to everybody 











Perspectives on Audience Development 

[feat. an original story by Marcin Poprawsky]





1. Professional in the Arts



2. Professional in Marketing



3. Journalist







Creative Europe defintion

“AD is a strategic, dynamic and interactive process of
making the arts widely accessible.

It aims at engaging individuals and communities in
experiencing, enjoying, participating in and valuing
the arts through various means available today for
cultural operators, from digital tools to volunteering,
from co-creation to partnerships”



AD can be understood as:

•increasing audiences, attracting audiences with the
same socio-demographic profile as the current
audience;
•deepening relationship with the audiences,
enhancing the experience of the current audiences;
•diversifying audiences, attracting people with a
different socio-demographic profile, including people
with no previous contact with the arts



Audience Development

• It is a strategic approach
•It addresses traditional and new audiences

•It uses different tools and strategies
•It requires time

•It requires professional competences
•It is a EU priority



¤ AD: from access to culture to audience development

¤ AD: social inclusion and impact measurement

¤ AD: organisational implications and leadership

¤ AD: engagement and active participation

¤ AD: the digital shift

IDENTIFIED TRENDS



WHAT IS THE RELATIONSHIP AMONG THESE 
TRENDS AND CURRENT PRACTICES?

HOW DO WE FILL THE GAP (IF IT EXISTS) 
BETWEEN THEORY AND PRACTICES?

HOW CAN THEORY SUPPORT PRACTICES AND 
HOW CAN PRACTICES INFORM THEORY?

QUESTIONS



A METHODOLOGICAL FRAMEWORK 
FOR THE SELECTION OF CASES
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¤ size (small-medium)
¤ internal function/staff specifically committed to AD
¤ defined objectives/goals related to AD strategies
¤ geographical areas
¤ different cultural and creative sectors
¤ kinds of audiences involved
¤ sustainability and strategic perspective
¤ availability of already existing data/information
¤ possibility to evaluate changes

!

SELECTION CRITERIA



RESULTS OF THE OPEN CALL





RESULTS OF THE SELECTION I 



RESULTS OF THE SELECTION II



ANALYSIS OF THE CASE STUDIES:
KEYWORDS FOR EVALUATION

• Place
• Co-creation
• Digital
• Building capacity

• Audiences (by habit, by choice, by surprise)
• Organisational change/leadership
• Sustainability 
• Partenarships
• Data (gathering and analysis)
• Community-rooted (engagement)



ANALYSIS OF CASE STUDIES:
FIRST RESULTS

• Variety (programming, resources, priorities)

• Integration of AD within the organisation

• Organisational change (reaction to external or 
internal stimuli) >>>leadership

• Difficulty in evaluating (short, medium and long 
term results; qualitative and quantitative data; 
different processes of AD according to the 
organisation’s mission/objectives)



IS ACTUALLY DIGITAL AN ISSUE?

¤ Beyond communication, what else?
¤ Is small and medium the right size?
¤ Are we too old for digital thinking?
¤ Are we sure it means being more inclusive?



A look into the whole picture

¤ The role of agency and resource centres
¤ The role of transnational projects



THANK YOU for your attention!

For more information:
www.engageaudiences.eu

alessandra.gariboldi@fitzcarraldo.it


