


Welcome to a session about Outdoor Arts!

theaudienceagency.org/

• What does the data say? 

• How has The Audience Agency’s research 
contributed to this knowledge? 

• What are the consequences of this insight for 
our work? 

 

Presented by Jonathan Goodacre, Senior Consultant (TAA) 

Contribution from Sho Shibata, Outdoor Arts UK 



Imaginarius Festival, Santa 
Maria Da Feira, Portugal, 2017 



• Outdoor Arts comprises of producers, festivals, 
artists, and commissioning organisations 
presenting artistic work in outdoor public 
spaces. 

• The range of artforms includes dance, circus, 
theatre, carnival, and installation (visual arts or 
sound art). 

• Most of our activities take place in public spaces 
as festivals (e.g. town centres) and are free-to-
access for audiences. 

Outdoor Arts UK Global Streets, Greenwich + Docklands 
Internatioanal Arts Festival, Woolwich, London 



Acrojou, Stockton International Riverside Festival, 2013 

• Events are often free so not much ticketing data

• Audiences are often free to roam, join in, leave, 
taking place in public spaces making surveying 
difficult

• Performances can be short, of varying length, 
unpredictable, in different locations and moving 
between places (eg. parades, carnival etc) 
making surveying difficult.

• The weather can have an influence on all sorts 
of factors

• People are there to enjoy themselves not answer 
questions!





Wave 11 (2024) 
 

What people say they have 
done / attended in the last 

12 months 

 

 

 

CPM Wave 11 
overall ARTS/HERITAGE ACTIVITIES (INCLUDING FILM) - IN-PERSON - Last 12 months 

58% Film at a cinema or other venue 
50% Museum 
41% Visited a library 
38% Historic park or garden open to the public 
38% Visited a city, town or high street because of its historic character 
38% Historic house, castle, stately home 
29% Other live music performance/gig 
28% Exhibition or collection of art 
26% Music festival 
24% Visited a religious building (NOT for worship) 
22% Other outdoor festival, carnival or street arts (in everyday surroundings) 
19% Play at the theatre or other venue 
18% Musical at the theatre or other venue 
15% Other live entertainment (including comedy, cabaret) 
15% Children/ family arts event including pantomime 
11% Classical music performance/event (inc. concerts, opera, other) 
10% Event connected with books or writing 
10% Archaeological site 
9% Dance event (inc. ballet, contemporary dance, other) 
4% Visited an archive 
3% Other arts event – In person 
3% Other heritage place 



Attended an arts event in the last 12 months
DCMS 2024/25 

Participation survey 
CPM Wave 11 overall

Unweighted base 34,298 2,445

An arts festival and or carnival (for example, a food, 

craft or other cultural event)
22% 22%



Region
CPM Wave 11 OA 

attenders

North East 4%

North West 9%

Yorkshire & the Humber 7%

West Midlands 10%

East Midlands 6%

East of England 9%

South West 9%

South East 13%

London 14%

Northern Ireland 4%

Scotland 9%

Wales 5%



Bauckerie Bacul, Out There Festival, Great Yarmouth, 2014 



Outdoor Arts Insight pre-2013 
 

• Outdoor Arts not usually highly funded. 

• Sometimes thought as not having high artistic quality 

• Arts organisations producing and presenting wide range of work 

• Attendances (apparently) high 

• Not clear why people attended 

• Audiences appeared to be more diverse and representative of the population 

 

Lack of good research to understand Outdoor Arts audiences 



So … 

The Audience Agency collaborated with ISAN (now Outdoor Arts UK) to 
undertake one of the most extensive pieces of research ever undertaken 
into Outdoor Arts audiences  
• 35+ UK organisations working in outdoor arts took part 

• Special questionnaires devised delivered face to face and by e-survey) 

• From 2013 - 2016 there were around 30,000 respondents of 
questionnaires at Outdoor Arts events. 

• Surveys compared to secondary data and incorporated profiling with 
the new Audience Spectrum system 







• Large audiences overall (eg. 500,000 attenders in 2016) 

• A diverse audience representative of the population 

• Many not normally engaging with arts and culture 

• An ethnically diverse audience 

• Outdoor Arts valued for connection with place and community 

• Quality of performance and experience rated highly (97% rated the 
quality of experience as ‘good’ or ‘very good’) 

 





Why does Outdoor Arts appeal?

• Different kind of space – not in a conventional venue – fewer 
barriers 

• Often non verbal performance 

• Usually free to attend (no ticket price) 

• Interactive / participatory 

• Chance encounters, surprises and unexpected 
• Social and community experience important to enjoyment 

• Unpretentious promotional communication 

• Appropriate work coming from knowledgeable programming 

• Proactive audience development initiatives 









Hull Freedom Festival 2019 



Lifeline, 
Galway 

Community 
Circus, 2022.  



• 10 years of international outdoor arts events taking 
place in public places around England 

• Partnership  of 12 arts organisations led by 
Greenwich + Docklands International Festival (GDIF) 

• The Audience Agency has been the evaluator on the 
project over the whole project enabling consistency 
of research results 

 

 https://festival.org/global-streets/ 









It gave me a sense of pride in [Place]
Overall GS 24-25 

respondents

Base 1,088

Margin of error 3%

Strongly agree 40%

Agree 42%

Neither agree nor disagree 13%

Disagree 4%

Strongly disagree 1%



It gave me a sense of pride in [Place] 





Roald Dahl Celebrations, Cardiff



The recent CPM data (wave 11) shows continuity. Eg. Audience Spectrum 













 

jonathan.goodacre@theaudienceagency.org 


