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of
Culturally
Active 
Audiences
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into meta trends, such as:
• search for authenticity
• self-curation
• collaborative consumption
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what’s really driving 
or discouraging
cultural participation
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Data collected from

people in all 50 states
±1.6% margin of error
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audience segments by age
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3+ eventsnone 1 to 2 events

27%

27%

30%

51%

42%

54%

22%

31%

15%

2011

2007

2014

NUMBER OF CULTURAL ACTIVITIES ATTENDED PER MONTH
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1.75x / month

1.41

1.36

1.67

Events 
per month

NUMBER OF CULTURAL ACTIVITIES ATTENDED PER MONTH 
(BY GENERATION)

Gen X

Pre-War 
Boomers

Millennials
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ECONOMIC REASONS FOR DECREASING 
CULTURAL PARTICIPATION

20142011

Reducing 
expenses 
across the 
board

Cutting back 
on leisure 
activities
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time/money 
spent on leisure

Prefer to 
spend more 
time at home
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People now define culture even 
more broadly than before...

... and they are open to new 
experiences.
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define as a
cultural activity

participate at least
once per year

national, state or municipal park
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define as a
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46

Ph
ot

o 
by

 J
oe

l J
oh

ns
on



47

define as a
cultural activity

participate at least
once per year

food and drink experiences
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define as a
cultural activity

participate at least
once per yearnon-commercial television
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... and it’s less about being 
“in-the-know” than it is about 
being with who you know.
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REASONS TO MAKE CULTURE A PART OF ONE’S LIFE

Be “in 
the know”

Celebrate 
my 
heritage

Escape 
stress 

Support 
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community

Introduction 
to new 
things

Learn 
about 
other 
cultures

Interest in 
subject

Expand my 
perspective

Time with 
friends/
family

Entertainment
& enjoyment

20142011
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Not so carefree:
The younger you 
are, the more 
culture is about 
escaping stress.

KEY INSIGHT:
MOTIVATORS
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73%

69

64

47

Escape 
stress

REASONS TO MAKE CULTURE A PART OF ONE’S LIFE (BY 
GENERATION)

Gen X

Pre-War 
Boomers

Millennials
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MOTIVATORS FOR ATTENDING CULTURAL ACTIVITIES
20142011
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KEY INSIGHT:
BARRIERS (1)
Traveling in packs:
Almost 1/2 of   

illennials won’t 
attend if it means 
going alone.
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Can’t find 
anyone 

to go with

43%

26

25

27

BARRIERS TO CULTURAL PARTICIPATION (BY GENERATION)
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Pre-War 
Boomers

Millennials
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KEY INSIGHT:
BARRIERS (2)
Not for me: 
Over 3/4 of     re-
Wars stay away if 
they feel the 
programming is not 
for them.
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Unappealing 
topic

47%

49

61

77
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VISUAL ARTS PERFORMING ARTS
2011

% with Memberships % with Subscriptions
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VISUAL ARTS PERFORMING ARTS
20142011

% with Memberships % with Subscriptions
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Gen X

Pre-War 
Boomers

Millennials

2014 VISUAL ARTS MEMBERSHIP (BY GENERATION)

Never MembersCurrent Members Former Members
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For visual arts membership, affinity 
and value matter most.
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MOTIVATIONS TO PURCHASE VISUAL ARTS MEMBERSHIPS
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VISUAL ARTS ATTENDANCE PLANNING
201420112007

Same day as 
event

A few days in 
advance
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advance
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OWNERSHIP OF MOBILE DEVICES

iPod/
MP3 
player

Tablet/
E-Reader

Smartphone

421831

2011

66 6364

2014
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OWNERSHIP vs. USAGE OF MOBILE DEVICES ON-SITE

iPod/
MP3 
player

Tablet/
E-Reader

Smartphone

66 636420 10 7

2014
Ownership

2014
Usage On-
Site at a 
Cultural 
Experience
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KEY INSIGHT:
TECH USE ON-
SITE
The “selfie moment:”
Tech-savvy 
audiences are all 
about taking and 
sharing photos on 
their smartphones.
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MOBILE DEVICE ACTIVITIES
(BY THOSE WHO USE A DEVICE ON-SITE)

66
Taking
photos

47
Sharing
photos

35 34 31 24 15
Browsing 
cultural org’s
website

Using a 
search engine

Social media
“check in”

Reading/comm
enting about 
event on
social media

Using 
cultural org’s
mobile app
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To create the cultural 
experience of the future,meet 
audiences where they live 
and understand how they 
feel.
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So we asked:
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“Something that entertains,  
enriches, challenges the 

mind, and gives enjoyment.”
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“Having ‘aha’ moments.”
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“Something that offers  
enrichment via sight,  
sound, touch or taste.”
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“An experience that 
enlightens and 
enlarges your world.”
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“Something that takes you 
above your everyday life –
it raises your awareness 

and uplifts you.”
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what do you think?
@laplacacohen

#culturetrack
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Download Culture Track at:

LaPlacaCohen.com/culturetrack



Panel Discussion

Ruth White; Thanksgiving Point Institute (Lehi, UT)

Lisa Krassner; Metropolitan Museum of Art (New York, NY)

Carl Hamm; Saint Louis Art Museum (St. Louis, MO)

Lori Bockstanz; Lady Bird Johnson Wildflower Center (Houston, TX)
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