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Canadian Arts Consumer Profile

Errata

On page 243, in the sentence "The issue of more choice over when and what to attend s
one, and 40% of those responding to this question say this is a very important reason”,

40% should read 47%

On page 244, the table 4.19 should read as follows.

Table 4.19
AUDIENCE: IMPORTANCE OF REASONS FOR NO LONGER SUBSCRIBING
YERY SOMEWHAT NOTTOD/ NO
APORTANT IMPORTANT NOT AT ALL QIMNCN
IMPORTANT
Want more choice in what 47 28 24 26
you attend and when
Cannot afford subscription 35 32 33 27
No longer have time 21 33 46 33
Don't want to go alone 17 2 61 36
Type of work company puts 11 25 64 40
on i3 not of interest to you
Company’s performances got 10 28 62 40
repetitious
No longer enjoy this type of 7 2 71 40
performance :

* Percentages have been recalzulated to exclude so opinion responses because of their large proportion.
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DEDICATION

Over one thousand performing and visual
artists, arts marketers, festival organizers,
producers, presenters, galleries, artist-run
centres and ordinary Canadians contributed to
the making of the Canadian Arts Consumer
Profile through their participation in
discussion and focus groups, distribution of
questionnaires, and testing of instruments and
results. The Canadian Arts Consumer Profile
is dedicated to all Canadian artists, their
cultural sector colleagues, and the 52,000
Canadians who completed 65,000 questionnaires.
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INTRODUCTION

The Canadian Arts Consumer Profile constitutes the first pan-
Canadian survey of current and potential consumers of the
professional performing and visual arts. A project jointly funded
by Communications Canada, the ministries responsible for culture
in all ten provinces, and the cities of Montréal, Vancouver, and
Toronto, the Canadian Arts Consumer Profile is intended to serve
as a foundation for new marketing initiatives for the arts in
Canada.

The governments involved formed a Management Committee with
representatives from all fourteen financial partners to oversee the
three/year project contracted to the team of Decima Research of
Toronto and Les consultants Cultur'inc inc. of Montréal.

The publication of Findings, the first major report by the two
research firms on the data collected, clearly indicates that there
is major market penetration potential and significant market
development potential for Canada's performing and visual arts. The
result of analysis of 65,000 different questionnaires completed by
52,000 canadians, Findings has been structured to not only
summarize most of the data, but also to be used as a reference
manual for Canadian arts marketers.

METHODOLOGY

The data were collected via three surveys of performing arts
attenders, visual arts purchasers, and the Canadian general public,
using six different questionnaires. A Performing Arts Short
Questionnaire distributed by performing arts organizations and
presenters on behalf of the project at 293 different performances,
and a Festivals Short Questionnaire distributed by 58 different
festival organizations, enabled the collection of information from
audiences related to the performance attended. These short
questionnaires also identified audience members interested in
receiving a Performing Arts Long Questionnaire. This questionnaire
probed attitudes and experience related to a range of issues
dealing with attending performances. A Visual Arts Long
Questionnaire was mailed to homes through commercial galleries,
artist-run centres, and individual professional artists. These
four questionnaires provide indications about behaviour and
attitudes on the part of current consumers. A General Public
Telephone Questionnaire, leading to a General Public Long Mail
Questionnaire, both provide data about the reported behaviour and
attitudes of all Canadians.
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Data were collected according to two major parameters. Canada was
segmented into eleven geographical zones which put Nova Scotia,
Newfoundland, and Prince Edward Island into one zone, the seven
other provinces into unique zones, and the three cities into zones
separate from their provinces. As well, data were collected
according to eighteen different performing arts types. (ballet,
contemporary dance, theatre:drama, etc.), festivals, and eight
different visual arts points of sale (commercial galleries, artist-
run centres, etc.).

RELIABILITY

The general public survey of the Canadian Arts Consumer Profile was
based on a random sample and yielded an unweighted sample of 5,437
and a weighted national sample of 1,705. The confidence interval
for a sample of this size is +/-2.4%, at the 95% level. In
addition, the sample size in each zone is large enough for reliable
analysis. Sample size for each zone varies, as does the confidence
level (These can be found in the Methodological Appendix).

As well, the researchers have analysed the data with caution. For
example, in questions that asked the respondent to agree strongly,
somewhat or slightly, or ‘disagree strongly, somewhat or slightly,
the agree/disagree slightly have been merged to reflect an attitude
of indecision. For example, while 91% of the Canadian general
public agree with the statement that it is important to expose

children to the arts, 72% hold. this p051t10n definitively.
Similarly, while 88.5% agree that artists make a major contribution
to our society, 71% hold this position definitively. The

application of such caution to interpretation of the data engenders
the ability to use the results with authority.

CAVEAT

The performing and visual arts questionnaires were collected
through chosen performances and via visual arts intermediaries, and
provide interesting confirmation of the behaviour and attltudes of
current consumers that could not have been gathered through usual
polling techniques. Statistically, however, they do not represent
the general population. The telephone and mail general public
questionnaires were randomly sampled according to customary
statistical research methods, and may be extrapolated to represent
Canadians.




The reader of the Canadian Arts Consumer Profile Findings must
therefore keep the three data sources in constarnit balance as the
performing arts audience, the visual arts purchasers, and the
general public were approached in three very distinct ways.
Sociodemographic analysis of the results according to these three
groups reveals many market segments and important targeting
opportunities, as does the psychographic analysis of the general
public. :

CHAPTER ONE: The Making of the Canadian Arts Consumer Profile

"The Making of the Consumer Arts Profile," the first chapter in
Findings, describes the genesis, intention, research design, and
mandate of the Canadian Arts Consumer Profile, and an outline of
the research results document. The performing arts have been
grouped according to traditional types or disciplines (dance,
theatre, classical music, opera, etc.), and popular types (rock,
folk, musicals, etc.) Appendices provide more methodological
details.

CHAPTER TWO: People and the Arts

"People and the Arts," the second chapter in Findings, opens with
the basic models and context in which all subsequent analysis must
be understood.

Leisure Time

Six out of ten Canadians say they have between 10 and 30 hours per
week to spend on leisure activities, while 52% report that they are
out of their homes at night for non-work related reasons at least
three nights of the week. In all, over 85% of Canadians report
having undertaken at lot of at-home activities over the past year,
however, many also partake in activities outside of the home such
as camping, attending amateur performances and biking
recreationally, to name a few.

In terms of out-of-home leisure activities, most Canadians visit
friends/relatives in their homes and shop/window shop for non-
grocery/non-household items at least once per week, however, 67%
report having attended a performance in an auditorium or hall at
least once a year, while 51% have attended a museum or art gallery,
and 67% have gone to a movie. The frequency with which people
attend is also significant, and the data demonstrate that the
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number-one cultural activity that people undertake one to four
times a year is performance attendance, followed by visiting a
library, and finally v151t1ng a museum or art gallery. Analysis
of the data by community size reveals that the larger the urban
centre, with its increased availability of product, the greater the
frequency of attendance or purchase, and the greater interest in
further activity.

A remarkable 67% of Canadians state that they wish to go out more
often, and from a list of thirteen choices, the number one choice
cited by 66% of the general public was to attend a concert or
performance in an auditorium or hall, followed at 62% by eating out
at a restaurant. While 57% cited attendlng movies more often, 40%
indicated they wished to attend a profe551onal sports event more
often. As well, 46% of the general public report having attended
a traditional performance type in the last six months, while 55%
attended a popular performing arts type.

Competition, Barriers and Motivation

Competition for the performing arts is twofold: first the at-home
activities such as reading, listening to music, watching television
entertaining, and gardening, and second, out-of-home activities
such as camping, exercising, and so on.

Barriers to further attendance, however, are significant. Fully
73% of Canadians say their main reason for not going out more often
is that it is too expensive, which is followed by being too busy
at home (35%) or at work (28%), then by a complalnt that the kinds
of things they want to see are not available in their area (25%).
Having conducted the data collection during a recession is likely
to have influenced the price barrier by making it particularly
strong.

Sociodemographics

Sociodemographic analysis of the current and recent audience for
the performing arts reveals that while there is a broad
representation of attendance across most demographic groups, those
of higher income and education levels are likely to be more
frequent attenders. As well, partners with children are less
likely to afford the time or money to partake. Women are
typically more often represented among the more recent and frequent
attenders than men.

Similar analysis of the visual arts purchasers, grouped according
to paintings, sculptures, drawings, prints, and textile arts, as
well as crafts, reveals that 44% of Canadians have bought original
visual arts pieces and 31% have bought one-of-a-kind crafts within
the last five years. Unlike the performing arts, men and women are
more equally represented among purchasers, but again those with
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higher income and higher levels of education are more likely to be
purchasers. Most acquisition appears to occur between the ages of
25 and 54.

Media Habits

A brief analysis of media habits indicates that 54% of Canadians
read a daily newspaper five days a week, and that 59% of Canadians
read all four weekends. Performing arts audiences read at slightly
higher levels. A significant 65% of Canadians listen to the radio
one to nineteen hours a week, while 56% watch television from 10
to 29 hours a week. In terms of the performing arts on television,
interest in popular type performances is quite high, with close to
40% saying they watch this type of programming regularly.

Attitudes

A series of value statements describing attitudes towards the arts
was also included in the long survey questionnaires, which resulted
in positive feedback for the performing arts, visual arts and
crafts, and museum communities. Fully 67% of Canadians report that
they like to make an evening of going to a concert or theatre, and
90% want to go out for an evening to relax and be entertained. A
significant 42% say they really enjoy going to museums and art
galleries to look at the artwork, while 71% believe that museuns
and art galleries make a community a better place to 1live. A
majority of 53% of Canadians feel that the arts in Canada are
important because they help make us unique and different from other
countries, while 71% agree that artists make a major contribution
to our society. Finally, 76% agree that Canadian performers are
as good as performers anywhere else in the world. However, not all
statements provided as positive a view, for example, 30% of
Canadians report they do not know what to say when they meet people
who are artists.

Psychographics

Chapter Two also provides a new marketing tool for the performing
and visual arts, namely, a psychographic analysis that allows the
definition of eight types of current and potential consumers. Such
psychographic segmentation permits better targeting of advertising
messages. The devoted and believer segments, reasonably and
consistently disposed toward the arts and fairly frequent
attenders, make up 25% of the population. The practitioners and
conditionals, 32% of the population, also have reasonably positive
attitudes, appear to be more "mainstream" in their tastes, but do
not attend as frequently. The uncommitted and uninvolved, also 32%
of the population, are less positive in their attitudes, but do
attend occasionally. The carefree pop/rockers, 6% of the
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population, is made up largely of pop/rock fans, while the tuned
out, again 6% of the population, display little or no interest in
the arts and do not or rarely attend.

Variations in attitudes and attendance behaviour across the eight
psychographic types allows for a better understanding of the
current, near and far consumers of performing and visual arts, and
informs the processes of market penetration, by which current
attenders or purchasers are encouraged to be more active, and
market development, by which infrequent or non-consumers can be
persuaded to attend or purchase.

CHAPTER THREE: Performing Arts in Canada

Chapter Three explores three major aspects of the performing arts
market: who lives in each of the eleven zones surveyed by the
Canadian Arts Consumer Profile, what is available and perceived to
be available, and how the general public and audiences are
. influenced by barriers and motivations relating.to.facilities and
the distribution of the arts. Subsequently, -each -zone is analysed
for unique characteristics with regards to psychographic profiles,
product availability, perception of facilities, attending
motivations and constraints, and pricing issues.

Availability and Attendance

Findings suggests that there are some significant zonal variations
with regards to actual and perceived availability and actual
attendance. People in the major urban centres are typically the
most likely to say that performances of all types are frequently
or occasionally available, particularly theatre, both drama and
comedy. The strongest markets in terms of the general public's
reported attendance at traditional performing arts types in the
last six months are, in order Montréal, Toronto, Québec outside of
Montréal, Vancouver, and Alberta. For the popular performing arts
types, Toronto, Vancouver, Alberta, Saskatchewan and Montreal
reported the most frequent attendance over a past six-month period.
However, it must be noted that the lack of availability of certain
types in certain zones constitutes a constraint to market
development.

Facilities

A number of factors related to facilities appear to be "very"
important for Canadians, and play a role in the decision to attend
a performance. These factors were actually rated by the audiences
surveyed.
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The most important factors quoted by the general public as directly
responsible for the attender's quality of experience and attendance
decision are, in order of importance the view of the stage from a
seat (74%), the quality of sound (69%) and the comfort of seating
(49%). Parking, getting to the facility, and available beverage
services are mentioned by  39%, 38% and 38% of attenders as also
important in making a decision to attend.

Most of these factors, when assessed by the audience, fell far
short of "excellent" when rated. The cleanliness of the hall
received the most positive assessment from the audience as close
to half (47%) rated it as excellent, however, from there the
audience rated the view of the stage (41%), the quality of the
sound (39%), and the comfort of the seating (23%) less often as
excellent. Beverage services were rated last. It is interesting
to note that the two ancillary sources of revenue, house programs
and beverage services, were rated low. There could be, clearly,
increased revenue potential as a result of improvements in both
areas.

Motivations and Cornstraints

As an important reason for non-attendance, Canadians cited price,
time and availability once again, however, in asking more detailed
gquestions about future attendance intentions of both the general
public and the audience, other factors come into play.

The point of origin of the company, being local, visiting national,
or international, largely is of no importance, however, the number
one factor influencing both the general public and the audience,
among ten options, was the piece being performed at 82% for the
general public and 91% for the audience. For the general public,
other important factors were the price of tickets (75%), the
reputation of the company or group (65%), the desire for an evening
out (61%), and the facility in which the performance takes place
(56%). For the audiences, other important factors were the company
or group of performers (76%), the reputation of the company or
group (75%), the price of tickets (75%), word of mouth (68%),
specific performers in the production (67%), and the facility
(56%) .

Pricing Issues

The provision of actual dollar amounts that the general public and
audiences are prepared to pay for specific performance types should
provide guidance to the arts community. Obviously zonal variations
are significant, and the highest dollar averages occur in the three
cities of Montréal, Vancouver and Toronto. What is most
significant, however, is that 73% of Canadians are willing to incur
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an increase in price, whereas 27% are not, or do not have an
opinion.

Childhood Experiences

Respondents from the general - public were -asked if they recalled
attending theatre, dance, classical music and children's
productions when -they were under 16 years old. Theatre and
children's performances were attended by a little more than half
of all Canadians (57% and 52%), while dance (38%) and classical
music (27%) were attended less often. Most people recalled their
experience as enjoyable.

When confronted with declared and intended attendance for the
traditional performing arts, however, there emerges a systematic
correlation between not recalling attendance when young and current
non-attendance, as well as lower interest. _

CHAPTER FOUR: Performing Arts Products .in Canada

Chapter Four analyses current attendance patterns by discipline and
across performing arts types, preferences for future attendance,
tastes and preferences in the enjoyment of various types of music,
community size variations in attendance patterns by performing arts
types, and psychographic variations by performance type. In
addition, it details Canadian expectations of performances,
performance scheduling, ticket purchasing behaviour and preferences
for both single tickets and subscriptions, the utility of house
programs and finally the unique characteristics for each of the
eighteen types plus festivals.

Attendance Patterns

For most types of performances upwards of three guarters of the
population report having never attended, except for theatre wherein
47% of Canadians report having seen comedies and 40% dramas. While
the limited history of attendance over the last six-month period
is clearly a challenge, many of those who report attending in the

last five years remain part of the current audience. For most .

types of traditional performing arts products, a half or more of
those who report attendance in the last five years say they have
attended in the last six months. The most frequently attended
popular performance types over the last six months are pop/rock
(43%), musicals (34%), and comedy (34%).
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While audiences are most loyal to the type of performance at which
they were surveyed, they clearly believe in the diversity of
performance experience, both in terms of their current and intended
attendance. What is striking in an analysis of the near consumer
for various performance types is the common desire to attend
theatre on the part of both current audiences and the general
public.

Music Listening, Theatre and Dance Interests

Both traditional and popular audiences indicate they like to listen

a great deal to classical music. Traditional performance type
audiences next prefer opera/choral music, followed by easy
listening and Jjazz/blues. Popular performance type audiences

_prefer, after classical, rock, jazz/blues and pop music.

The general public indicates it enjoys theatre a great deal,
followed by rock music, pop music, classical music, and country
nusic.

Community Size Variations .

There is little variation in reported attendance and interest in
more frequent attendance between communities of 1 million or more
and in those of 100,000 to just under 1 million. At the same time,
in many instances reported attendance and interest in further
attendance among those living in communities of 10,000 to 99,999
are quite similar to the larger urban centres. It is in smaller
rural communities that reported attendance and interest are below
other communities, though this may be due in large part to the non-
availability of performances. However, even 1in smaller
communities, a gquarter of the population (24%) report attendance
at a theatre to see a comedy. An even larger number (42%) say they
would be interested in seeing this performance type more
frequently. It is also clear that a number of disciplines based
in larger metropolises have substantially larger audiences. For
example, when community size is accommodated, 9% of the population
report attending opera in the three major urban areas, and 18%
report an interest in more frequent attendance.

Expectations of A Performance

In measuring expectations of a performance, audience respondents
were asked to select their three most important from a list of
expectations, while the general public were asked to identify their
single most important expectation. The results demonstrate that
there are overall two major expectations across audiences and the
general public: that the performance allows problems to be
forgotten and that it makes one feel good. 1In addition, for the
general public, that the performance be entertaining is most
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important (asked only of the general public). Audiences are
distinct from the general public in the greater importance they
give to the expectation that a performance have a strong emotional
impact. The public are more likely than audiences to cite the
expectation that a performance be about real people facing real
life situations, while avant-garde theatre audiences are singular
in their concern that their performance type be about social
issues.

Scheduling of Performances

Quite distinctly, Canadians prefer performances to be scheduled on
Friday and Saturday nights, with a curtain time between 7:00 and
8:00, or 2:00 for a Saturday matinee.

Ticket Purchasing

Just as Canadians appear to have very real preferences for
attending a performance, so too do they have definite preferences
about purchasing tickets. Overall 53% prefer to have their tickets
at least several weeks before a performance.

For audiences the method preferred for purchasing tickets involves
using the box office and either ordering tickets by phone (36%) or
in person (40%), with a minority mentioning in-person at ticket
agencies (15%). The situation is very different among the general
public, where ticket agencies are cited as frequently as box
offices as sources for tickets, while in-person ticket purchasing
at both is cited more frequently than telephone. However, when
both audiences and the general public were asked their preference
for ticket purchasing, there appears to be increased demand for the
use of the telephone.

Ticket purchasing issues range from a general consensus that box
offices must take back tickets that are not going to be used, to
support for two ideas that might enhance ticket purchase: the
ability to earn "frequent attender" points toward free tickets, and
the capacity to purchase tickets through automatic teller machines
which show seating plans. There appeared to be general
dissatisfaction among audiences and the public with policies that
refuse to exchange tickets when performances could not be attended.

Ticket Prices

The Canadian general public and audiences appear both to be willing
to support a $2.00 increase in single ticket prices (28%), as well
as a 15% increase in subscription ticket prices (42%), although
this varies to some extent by current levels of prices paid.
However, these results must be treated with some caution,
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particularly for the general public, given the strong perception
of price as a barrier to attendance.

Subscription

A remarkable 67% of audiences report having been contacted
regarding subscription, ranging from 35% of country music audiences
to 85% of opera audiences. Although, 34% of audiences have never
subscribed, this must be interpreted in the context of those
performance types which do not or seldom offer subscription. The
two main reasons why the audience reports no longer subscribing are
that they want more choice in what will be attended and when (74%
say important), and that they cannot afford subscription (72% say
important).

Information Related Issues

Audiences and the general public use a wide variety of sources to
find out about performances they are interested in attending. For
both groups, word of mouth and daily newspaper advertising are
consistently the most frequently cited sources. Fully 49% of
audiences and 33% of the general public read the arts/entertainment
section of their newspaper most days, while 34% and 36%
respectively read on weekends. However, while reviews influence
few audience members (12%) to make a decision to attend, they do
influence 32% of the general public.

The House Program

Most members of the audience (91%) at performances of traditional
performance types obtain a program, as do many at popular
performing arts type performances (59%). Fully 60% report reading
all the program, and 44% say its enhances greatly their enjoyment.
Clearly there are advertising sales opportunities based on the
results by individual discipline.

CHAPTER FIVE: Visual Arts and Crafts in Canada

Chapter Five is devoted to the visual arts and crafts, analysing
the dgeographic availability of products, sociodemographic and
psychographic variables for current purchasers, young people and
the visual arts, interest in purchasing specific product types,
variables according to types of points of sale, factors affecting
sales, purchasing preferences and price, and customer satisfaction
levels.
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Geography and Product Availability

According to the inventory of dealers and artists used, the sale
of visual arts is clearly an urban phenomenon. The majority of
commercial galleries and auction houses are found in the three
major cities, and are most strongly represented in the provinces
with the largest urban concentrations, namely Alberta, Ontario and
Quebec. Artist-run centres are more evenly distributed across the
country, as are craft media galleries. As well, most purchasers
appear to purchase works from artists and dealers within their zone
of residence, although residents in the Quebec, Ontario and British
Columbia zones also buy significantly in Montreal, Toronto and
Vancouver respectively.

Sociodemographics

Respondents to the visual arts survey appear to be quite distinct
from the general public. Fully 73% of respondents possess a
university degree, compared with 19% of the general public
respondents. They are also somewhat more affluent and older, with
a large number represented in the 35 to 55 age category. As well,
the visual arts sample is enriched by the presence of 21% of
respondents who were born outside of Canada, compared with 13% who
answered the general public survey. Finally, while 34% of
Canadians say they thought about buying a work of art in the
previous year, 24% actually reported having purchased.

Psychographics

The devoted and believers, the two psychographic segments most
positive about the arts, are among those who say they will likely
buy a work within the next two years almost twice as frequently as
in the general population. The practitioners report purchasing
behaviour in the past one to five years in proportions that match
the average for the general public.

Art and Young People

Seven in ten visual arts survey respondents had taken visual arts
and craft courses in school, in painting (47% of respondents),
drawing (44%), sculpture (18%), and pottery (13%) before reaching
the age of 16. However, the fact that the majority of respondents
took courses in their childhood should not override the significant
minorities among art and craft buyers who say they never took arts
courses in school (31%) or outside of school (47%). There is a
correlation between childhood experience and adult behaviour, but
it is not automatic, which suggests that one may discover the
visual arts and crafts, and become a buyer, without having been
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exposed to art in childhood, or at least, without recalling such
exposure. The general public survey results, nevertheless,
supports the correlation between the incidence of childhood
artistic experiences and similar behaviour as an adult.

Leisure Time

Cultural activities, such as reading and listening to recorded
music, top the list of leisure activities undertaken by visual arts
survey respondents, with slightly more frequency than the general
public. Similarly, visual arts respondents are particularly likely
to attend the traditional performing arts in higher proportions
than the general public, particularly theatre, symphonic music,
chamber music, contemporary dance, opera and ballet. Finally,
visual arts respondents report attending both private galleries and
public and private museums and galleries frequently.

Products

A large majority (81%) of visual arts survey respondents are very
interested in paintings. Original drawings are of interest to 64%
of respondents, and prints and sculptures are evenly of interest
at 51% and 49%. The general public demonstrates very similar
levels, except that their interest in photographs (27%), second
only to paintings among the visual arts categories, and their
interest in crafts (30%), is very strong.

Among visual arts survey respondents, three types of crafts have
a combined rate of interest of over 50%, and high "very interested"
responses: jewellery (27%), ceramics (26%), and glasswork (21%).

Reported Purchase

Six out of ten visual arts survey respondents indicate they
purchased a painting in the past five years, followed by purchases
of prints (44%). One in three respondents has bought original
drawings or sculpture. Photographs and textile works are next at
19% and 14%. Few respondents had bought installations or
videographic works of art, however, this must be viewed in the
context of their relative non-availability in the marketplace.

The responses to the general public survey reveals that purchases
of fine craft works (39% in the last year) and ethnic arts and
crafts (21%) are more frequent than purchases of original prints
(20%) and original paintings (16%).
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Value of Works Acquired and Price

The purchase prices paid by visual arts survey respondents are
significantly higher than those paid by the general public.
Fourteen percent (14%) of acquisitions fell into categories worth
more than $5,000, while less than .5% of the general public
respondents reported paying a similar price; 24% of visual arts
respondents paid from $1,000 to $4,999, compared was only 2% from
the general public.

Nevertheless, works bought for less than $1,000 represent a clear
majority (62%) in the visual arts survey, while half of respondents
reported that certain acquisitions cost between $100 and $499. One
third of general public respondents paid the latter amount.

The results of the survey challenge the perception that art must
be viewed as expensive or out-of-reach for purchase by Canadians,
especially with regards to prices between $100 and $999.

Points of Sale

The most preferred point of sale for visual arts survey respondents
is, by a large majority, the professional artist. 1In answer to the
question, "How do you prefer to purchase a work of art," 55%
indicated the artist was their first choice, followed at 28% by
commercial galleries. Respondents referred by commercial galleries
preferred this point of sale (49%) over all others, although 38%
of these consumers indicated they prefer to buy from the artist.

Factors Affecting Purchase
Given a series of seventeen factors that influence purchase, 81%

of visual arts respondents enthusiastically agreed that they
"really like the artwork and want to enjoy it in (their) own home,"

while 76% "fell in love with it." A significant 30% "want to add
it to (their) collection, while 25% want work that |is
"intellectually challenging." The reputation of the artist

follows. The results overall project a clear message: the purchase
of a work of art is a personal, private matter, whether nourished
by passion or possession, and it is not perceived by the purchaser
as a matter of money or investment.

Cultural Aesthetics

While the point of origin of the work is of little importance to
visual arts consumers, when respondents express their preference
for works in which the aesthetic is culturally related, there are
substantial variations. A majority (58%) express a preference for
the contemporary North American or European aesthetic, while 36%
prefer the classical North American or European aesthetic.
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Works inspired by the aboriginal peoples of Canada receilve a
preference from one in three respondents, 33% preferring Inuit art
and 30% works of art created by native peoples. Significant
minorities also express a preference for works of Asian cultures
(23% Japanese, 16% Chinese and 12% other Asia), and works inspired
by Black African (17%), South American (12%) and Arab (6%)
cultures.

Commissioning Works of Art

An encouraging one in three respondents report having commissioned
a work of art in the past. Few respondents (13%) say they are
prepared to pay more than $5,000 for their commission, and 17% say
they would pay less than $500. However, 17% of respondents would
pay from $500 to $999, and 27% from $1,000 to $4,999. The overall
interest in commissioning work suggests there could be a market for
artists and dealers willing to discuss the creation of work with
the potential purchaser.

Hours of Operation

Although there are variations by points of sale, most potential
consumers favour Saturday and Sunday visits, followed by Friday and
Thursday. Early in the afternoon is the preferred time. The
results clearly suggest that being open Sunday is very relevant for
points of sale in the visual arts.

CHAPTER SIX: Conclusions

The final chapter of the Canadian Arts Consumer Profile examines
the strategic marketing implications of the findings, with
suggestions for market penetration and market development actions
to be taken by arts marketers in order to increase audiences,
purchases, and earned revenues,

Finally, the clearest statement of all is that both the general
public and the audience consider the "piece being performed" and
"falling in love with a work of art" as the two most influential
factors affecting their purchasing behaviour. The work of the
artist remains the ultimate motivation for the Canadian consumer,
and there are many opportunities for arts marketers to remove
constraints to purchase and to generate motivation. It is
essential that excitement about the excellence of artistic work be
better conveyed to what appears to be a willing and waiting
audience.
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Canadian Arts Consumer Profile

Tu faisais comme un appel
Marthe MERCURE *

Every work of art is created twice : there is the creation of the artist, in front of a
blank page, in the light of the studio or under a spotlight, there is the creation of the
reader, viewer or spectator, also alone, who allows the work to enter their soul,
decodes it and recreates the song or the image so it can talk to their soul, add joy to
their day, be a mirror, or lighten their night with laughter.

Art does not exist, is not complete, without the active collaboration of the artist and
the attender or viewer.

What do we know about performing arts attenders, what do we know about visual
arts lovers, those we call by this somewhat awkward but nevertheless accurate
economic term, the arts consumer? What do we know about such individuals who
are the essential financial partner of every artist and arts organization? Actually,
very little.

The Canadian Arts Consumer Profile is about them, and also about those we call
potential consumers and non-consumers. These latter individuals are not as
frequently seen in theatres and concert halls or not too familiar with paintings and
gallery catalogues. We want them to join in.

The Profile seeks to define what the Canadian population and audiences of various
disciplines consider the best circumstances by which to partake of the highly personal
exchange inherent in an artistic experience. The research done is itself an
embodiment of that collaboration : like the morning after opening night, one can
only marvel at the massive number of elements that came together to make it
happen.

This report was made possible by the association of three levels of government and
public administration; it is also the result of the efforts, advice, cooperation and
goodwill of gallery owners, artistic directors, presenters, artists, ushers, agents and
arts organizations from across the country who are passionately involved with, and
committed to the arts.

But the real stars of the Profile are the dedicated Canadians who persevered and took
the time (ask them : a lot of time) to complete more than 65,000 questionnaires,
allowing the creation of this fascinating and revealing portrait of Canadian arts
consumers which is, to our knowledge, unlike any arts consumer study undertaken
anywhere in the world.

The authors and their colleagues hope that their work will match the high
expectations of the artistic community and will contribute to increase the number of
meetings between works of art and individuals. The opportunity to create the
Canadian Arts Consumer Profile has been a great privilege.

Frangois Arcand Michael Sullivan
Cultur’inc inc. Decima Research

Docudrama first presented in Montréal in March 1991, at Fred-Barry hall of the Nouvelle
Compagnie théatrale. The title might be freely translated as You Were, Somehow, Calling.
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" Canadian Arts Consumer Profile

AUTHOR’S NOTE

This report is not a work of art, but a tool to increase sales of performing arts
tickets and works of visual arts and crafts. Artistic creation is referred to as
products that are grouped by types and purchased in facilities or visual arts
points of sale by individuals of certain market segments at a certain price. The
Canadian Art Consumer Profile report is often technical ; as most tools, it was
built for practical purposes, exactly as are manufactured the sculptor’s hammer
and the key that opens the theatre backstage door.

As well, there is no art in this report, and the sacred nature of artistic creation is
not often actively praised. Please the reader to believe in the authors’ respect
and commitment : there is no word or percentage in the following pages that is
not intended to serve art and its two creators, the artist and the viewer or
spectator.

Cultur’ine inc. May 1992 Decima Research
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