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Introduction

About Culture Track

Culture Track is a cultural innovation engine, dedicated to addressing the most pressing
challenges facing the worlds of culture and creativity through research, education,
dialogue, and action. We believe that studying and tracking the shifting patterns of
audience behavior is critical to shaping the future of culture. Culture Track began in 2001
as a research study of the changing behaviors of cultural audiences, developed pro bono
for the field by LaPlaca Cohen, strategy, design, and marketing firm for the cultural world.
While today Culture Track is much more than a research study, a rigorous and nuanced
understanding of cultural audiences is still at the heart of everything we do.

CultureTrack.com
@culturetrack

About this document

This document provides the comprehensive research conducted by LaPlaca Cohen in
partnership with Kelton Global, which serves as the supporting data for Culture Track '17.

The top-line report for Culture Track ‘17 can be found at CultureTrack.com/reports.
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Introduction

About LaPlaca Cohen

At LaPlaca Cohen, culture is our passion, and our work. We are passionate about
experiences that help build a deeper understanding of ourselves, each other, and the
world around us. And we work with all types of organizations whose purpose is to
create and share these types of experiences, no matter what form they take.

Culture is an essential anchor and catalyst for our changing world, which is why all of
our work is rooted in strategy, informed by research, and shaped by creativity to help

develop the most holistic and insight-driven solutions to respond to this ever-
transforming landscape.

We believe in cultivating meaningful innovation and impact, and harnessing the

integrity and empathy required to do so. Together, we can achieve more, dream
bigger, and see new possibilities.

LaPlaca
Cohen LaPlacaCohen.com
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Introduction

Methodology

How is Culture Track fielded?

LaPlaca Cohen worked in partnership with the research firm Kelton Global to field
Culture Track '17. The study was fielded nationwide with a total of 4,035 respondents
using an online survey. Respondents were 18 years or older and U.S. citizens, and they
mirrored the demographic make-up prescribed by the U.S. census.

What's new in 2017?

The world has changed drastically since we developed Culture Track in 2001, and even
since we fielded our last iteration of the study in 2014—when only 66% of audiences
had smartphones! Significant shifts in the social, political, digital, and media landscapes
have fundamentally changed the way that audiences are defining and consuming
culture; here was an opportune moment to take a fresh look at the way Culture Track is
fielded, and ensure that in 2017, the data gathered would be as actionable and relevant
as possible.

LaPlaca Cohen | Kelton 2017 Culture Track ‘17



Introduction

M ethOd O|Ogy (continued)

With this in mind, we developed a revamped study—inspired by our previous
ones, but updated to address the issues that are most top-of-mind for the
cultural field today. However, we still wanted to provide the year-over-year
tracking data that makes Culture Track distinct.

So, in this transitional year, we fielded two questionnaires:
1. An abridged version of the Culture Track ‘14 questionnaire.

Maintaining a portion of this questionnaire allowed us to compare 2017
data to 2014 data across a handful of key questions. Respondents were
screened for participation to at least one cultural activity in the past year,
defined as: museum/art exhibition, dramatic theater, musical theater,
classical music, film festival, classical dance/ballet, modern dance, opera,
z0o, botanical garden, aquarium, science museum, history museum.

The sample size of this data set was n=1,022, and the margin of error
was +/- 3.1%. This data is found at the end of this document.
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Introduction

M ethOd O|Ogy (continued)

2. An all-new 2017 questionnaire.

The most significant change to this questionnaire was the screener:
instead of only accepting those who had participated in the activities
listed above in the 2014 questionnaire, respondents were required to
have participated in at least one activity per year that they define as
culture. Culture Track ‘14 uncovered that audiences were defining a much
broader range of activities as culture—ranging from parks, to TV, to food

and drink experiences—so we wanted to reflect this expanded landscape.

Therefore, the screener for the 2017 questionnaire included a list of 33
activities (see list at right) that audiences could select from, resulting in a
pool of respondents that are more diverse both demographically, and in
the way they conceptualize “culture.”

This new questionnaire also includes a variety of updated questions that
explore topics such as diversity, digital, and measuring the impact of
culture on our world.

The sample size of this data set was n=3,013, and the margin of error was
+/- 1.8%. This questionnaire is designed to set the new baseline for
Culture Track, so that it can be used for all tracking moving forward.

LaPlaca Cohen | Kelton 2017

Activities defined as “culture:”

Art or design museum
Children’s museum
Art gallery/fair
Botanical garden
Zoo or aquarium
Science or technology museum
Natural history museum
Public park
Architectural tour
Public/street art
Film festival
Music festival
Performing arts festival (e.g., dance, theater, etc.)
Community festival/street fair
Craft or design fair
Books/literature
Food and drink experience (e.g., food festival, beer or wine tasting)
Play (non-musical)
Musical
Variety or comedy show
Popular music (e.g., rock, country, hip-hop)
Classical music
Jazz music
Opera
World music (e.g., Latin, Caribbean)
Contemporary dance (e.g., jazz, hip-hop, modern)
Ballet
Regional dance (e.g., salsa, Irish stepdance, Indian classical)
Historic attraction/museum
(e.g., historic home, landmark, history museum, religious site)
Television program (e.g., streaming or broadcast, non-news)
Movies/film (e.g., documentary, independent, blockbuster)
Library
Cultural center

Culture Track ‘17



Introduction

M ethOd O|Ogy (continued)

How are we “slicing and dicing” the data?

Throughout the pages that follows, we break out the data in different ways,
such as by generation, race/ethnicity, ability, and geographic location.
Without the benefit of an even larger data sample to analyze, however, it is
not possible to provide any greater level of granularity on these breakouts, so
please bear in mind that the exploration here is general and meant to serve as
a baseline. Ideally, future deep-dive studies could augment the insights
uncovered by Culture Track 17 to provide deeper understanding into specific
sub-groups.

Note: When we break out the data by generations, age ranges are defined as
Millennials (20-35), Gen-X (36-52), Baby Boomers, (53-71), and Pre-Wars (72+).
For the purposes of this document, “people of color” are defined as those
who do not fall in the category of non-Hispanic Caucasians. More specific
information on those with a particular race/ethnic background, however, can
be found in the full data set, available for download at CultureTrack.com.

LaPlaca Cohen | Kelton 2017 Culture Track ‘17



Demographics



1. Demographics

Generation

LaPlaca Cohen | Kelton 2017

24%

26%

4%

3

® GenZ (18-19)

@ WMillennials (20-35)
@ Gen X (36-52)

@ Boomers (53-71)
Pre-War (72+)

43%

Culture Track 17
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1. Demographics

Gender
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49%

%

® Male
@® Female
Transgender, gender non-conforming, or other gender identity

a0%

Culture Track ‘17 12



1. Demographics

Race
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15%

9%

@ White/Caucasian
@ Black/African American
@ Asian

Other

Culture Track 17
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1. Demographics

Hispanic/Latino descent
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@ Hispanic/Latino
@ Non-Hispanic/Latino

Culture Track 17
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1. Demographics

Sexual orientation

o 1%62%
% @ Heterosexual or straight
® Gay

Lesbian
@ Bisexual
@ Other
© Prefer not to say

88%

LaPlaca Cohen | Kelton 2017 Culture Track 17 15



1. Demographics

Ability or long-lasting conditions

A condition that substantially limits one
or more basic physical activities such as ||%
walking, climbing stairs, reaching, lifting, or carrying
Chronic illness - 10%
A psychological or emotional condition - |[]%

Deafness or a severe hearing impairment I 3%

An intellectual disability I 3%

Other I 3%

Blindness I 2%

0% 25% 50% 75%
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1. Demographics

Marital status

LaPlaca Cohen | Kelton 2017

3% 17

@ Married or living as married

@ Single, never married
Divorced

@ Living with a domestic partner

® Widowed

© Separated

24’

Culture Track '17
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1. Demographics

Number of children under 18 living
in household

4% 1%

7%

LaPlaca Cohen | Kelton 2017

o

000
B wn—

Culture Track 17
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1. Demographics

Education level

3

@ Some high school or less
@ High school diploma
@ Some college
@ Associate’s degree (2 years)
@ Bachelor’s degree (4 years)
@ Some post-graduate work
Post-graduate degree (M.A., M.B.A, etc.)

20%

1%
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1. Demographics

Employment status
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5%

3

12%

@ Employed full time

® Employed part time

© Self employed

© Full-time student

@ Retired

@ Unemployed and looking for work

@ Unemployed and not looking for work
Stay at home parent/spouse

@ Disabled

44%

Culture Track '17
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1. Demographics

Annual household income

Less than $20,000
|‘y|% : 320,000 : 229,000
0 30,000 - $49,999
4% 1/ 19 ® $50,000 - $74,999

® $75,000 - $99,999
® $100,000 - $149,999
® $150,000 - $199,999
@ $200,000 - $250,000
@® $250,000+

12%

16%

20%

LaPlaca Cohen | Kelton 2017 Culture Track ‘17
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1. Demographics

Region
50%
3%
25% . 23%
Ig% - . I
Northeast West Midwest South

LaPlaca Cohen | Kelton 2017 Culture Track ‘17
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1. Demographics

Community type
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12%

38%

@ City/urban area

@ Suburb

@ Small city/town
Rural

Culture Track '17
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1. Demographics

Activities done most in free time

g
Socialze with famil thom | 50%
Sovialze it riondsoutsid th o |, 6%
B
Socializowithfamity outsid th homo | 40%
y—
S ==
P ==
nyrsgosconmuny A 207%
ekt [ (9%
Play an instrument _|4%
orher - [N 5%

0% 25% 50%
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2. Participation Patterns

Participation at least once in past year

Public park

Television program (e.g., streaming or broadcast, non-news)
Movies/film (e.g., documentary, independent, blockbuster)
Library

Popular music (e.g., rock, country, hip-hop)

Zoo or aquarium

Community festival/street fair

Books/literature

Food and drink experience (e.g., food festival, beer or wine tasting)
Historic attraction/museum

Natural history museum

Science or technology museum

Music festival

Art or design museum

Craft or design fair

Variety or comedy show

LaPlaca Cohen | Kelton 2017

0% 25% 50% 75%

Culture Track 17

100%



2. Participation Patterns

Participation at least once in past year continued

Botanical garden

Art gallery/fair

Play (non-musical)

Public/street art

Musical

Performing arts festival (e.g., dance, theater, etc.)
Cultural center

Classical music

Children’s museum

Jazz music

World music (e.¢., Latin, Caribboan) | 387
Contemporary dance (e.g., jazz, hip-hop, modern) _ 37%
Film estival | 367
Architectural tour _ 34%
Regional dance (e.g., salsa, Irish stepdance, Indian classical) _ 32%
Bailet [ 28%
Opera _ 26%

0% 25%

LaPlaca Cohen | Kelton 2017

50%

75%

Culture Track 17

100%
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2. Participation Patterns

Participation at least once in past year

By generation

Public park

Television program (e.g., streaming or broadcast, non-news)
Movies/film (e.g., documentary, independent, blockbuster)
Library

Popular music (e.g., rock, country, hip-hop)

Zoo or aquarium

Community festival/street fair

Books/literature

Food and drink experience
(e.g., food festival, beer or wine tasting)

Historic attraction/museum

Natural history museum

LaPlaca Cohen | Kelton 2017

75%

Culture Track ‘17

100%

M Millennials (20-35)

M Gen X (36-52)

I Baby Boomers (53-71)

Pre-War (72+)
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2. Participation Patterns

Participation at least once in past year continued
By generation

M Millennials (20-35)

M Gen X (36-52)

¥ Baby Boomers (53-71)
Pre-War (72+)

Science or technology museum
Music festival

Art or design museum

Craft or design fair

Variety or comedy show
Botanical garden

Art gallery/fair

Play (non-musical)
Public/street art

Musical

Performing arts festival (e.g., dance, theater, etc.)

75% 100%
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2. Participation Patterns

Participation at least once in past year continued

By generation

Cultural center

Classical music

Children’s museum

Jazz music

World music (e.g., Latin, Caribbean)

Contemporary dance (e.g., jazz, hip-hop, modern)

Film festival

Architectural tour

Regional dance (e.g., salsa, Irish stepdance, Indian classical)
Ballet

Opera

LaPlaca Cohen | Kelton 2017

0%

55%
49%

3%

2%
3%

36%

5%
48%

237
1% f

46%
4%
36%

18%

48%
36%

25%
5%

47%
3%

48%

25%

90% 75%

Culture Track ‘17

100%

M Millennials (20-35)

M Gen X (36-52)

I Baby Boomers (53-71)

Pre-War (72+)

30



2. Participation Patterns

Participation at least once in past year

By race/ethnicity

Public park

Television program (e.g., streaming or broadcast, non-news)
Movies/film (e.g., documentary, independent, blockbuster)

Library

Popular music (e.g., rock, country, hip-hop)

Zoo or aquarium

Community festival/street fair

Books/literature

Food and drink experience (e.g., food festival, beer or wine tasting)
Historic attraction/museum

Natural history museum

LaPlaca Cohen | Kelton 2017

89%

0%
93%

— 85%

ﬁ 86%
ﬁ 85%

1%

85%

I T5%

ﬁ?%

5%
I ——

5%

80%
s 77%
A A A s i O O O O O O O O B 1Y,
67%
0,

I —— 2%

0
ﬁ%m

0% 25% 50% 75%

Culture Track 17

I Non-Hispanic Caucasian
B African American
[ ] Hispanic
Asian
M other

100%
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2. Participation Patterns

Participation at least once in past year continued

By race/ethnicity

Science or technology museum
Music festival

Art or design museum

Craft or design fair

Variety or comedy show
Botanical garden

Art gallery/fair

Play (non-musical)
Public/street art

Musical

Performing arts festival (e.g., dance, theater, etc.)

LaPlaca Cohen | Kelton 2017

0%

60%
0,
—64“ 67? [
0
64%

d 70%

— 55%

e /2 58%
2%
i,

I ——_ Y

63%

oTnenen
[a==12=17=}
S5S55

[ 5 © 5%
d 57%

A — 6%

— 53?;
58%

— 63%

69%

B
T 1
6%
T 54
I 5
8%
66%

2%
54%

9%

I 57y
I ——_ gy

8%

25% 50% 75%

Culture Track 17

100%

B Caucasian Non-Hispanic
B African American
[ ] Hispanic
Asian
M other
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2. Participation Patterns

Participation at least once in past year continued
By race/ethnicity

Cultural cent e r

Classical music 19%
Children’s museum
Jazz music _ﬁ% 5%

World music (e.g., Latin, Caribbean)
Contemporary dance (e.g., jazz, hip-hop, modern) T SSS—— (7

Architectural tour ”

Regional dance (e.g., salsa, Irish stepdance, Indian classical) 57
49%

Ba"et 1

— 3[%
Opera -

0% 25% 50%
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75%

Culture Track 17

100%

B Caucasian Non-Hispanic
B African American
[ ] Hispanic
Asian
M other
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2. Participation Patterns

Participation at least once in past year
By community type

[ | City
_ iy, B Suburb
Public parik | B Small Town/Rural

Teleison pragram (.2, sreaming orbroaccas. no-news) ||
e fim (.. documentar,independert,blockbusrr) | ————

, -
Liorary |
i | e — .
Popular music (e.g., rock, country, hip-hop) ]

79%
Zoo or aquarium

Community festival/street fair 76%
Books/literature 75%
Food and drink experience (e.g., food festival, beer or wine tasting) N 72

Historic attraction/museum 70%

Natural istory museu | —

0% 25% 50% 75% 100%
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2. Participation Patterns

Participation at least once in past year continued

By community type

Science or technology museum
Music festival

Art or design museum

Craft or design fair

Variety or comedy show
Botanical garden

Art gallery/fair

Play (non-musical)
Public/street art

Musical

Performing arts festival (e.g., dance, theater, etc.)

LaPlaca Cohen | Kelton 2017

62%

75%

Culture Track ‘17

100%

[ | City
B Suburb
B Small Town/Rural
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2. Participation Patterns

Participation at least once in past year continued

By community type

Cultural center

Classical music

Children’s museum

Jazz music

World music (e.g., Latin, Caribbean)

Contemporary dance (e.g., jazz, hip-hop, modern)

Film festival

Architectural tour

Regional dance (e.g., salsa, Irish stepdance, Indian classical)
Ballet

Opera

LaPlaca Cohen | Kelton 2017

0% 25% 50%
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[ | City
B Suburb
B Small Town/Rural



2. Participation Patterns

Participation at least once in past year

By education level

Public park

Television program (e.g., streaming or broadcast, non-news)
Movies/film (e.g., documentary, independent, blockbuster)

Library

Popular music (e.g., rock, country, hip-hop)

Zoo or aquarium

Community festival/street fair

Books/literature

Food and drink experience (e.g., food festival, beer or wine tasting)
Historic attraction/museum

Natural history museum

LaPlaca Cohen | Kelton 2017

0

_ 91%
- [¥

Culture Track ‘17

B College Graduate
B Some College or Less

100%
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2. Participation Patterns

Participation at least once in past year continued
By education level

Science or techN0l0gy MUSeUM e :
Music festival |
Art or design mUSeUm | -
Craft or design fair I
Variety or comedy Show | -
Botanical garden |,
Art gallery/fair |
Play (non-musical) |
Public/street art R
Musical |

Performing arts festival (e.g., dance, theater, etc.) |
0% 25% 50% 75%

LaPlaca Cohen | Kelton 2017
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100%

M College Grad
B Some College or Less
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2. Participation Patterns

Participation at least once in past year continued
By education level

Cultural centor o

Classical music | -

Children’s museum = 9
Jazz music %ﬂ%
World music (e.g., Latin, Caribbean) Eﬂ%
Contemporary dance (e.g., jazz, hip-hop, modern) __33%40%
Film festival E 2%
Architectural tour E‘"”o
Regional dance (e.g., salsa, Irish stepdance, Indian classical) E o
Ballet [ -
Opera _Ig%%%
0% 25% 50% 75%

LaPlaca Cohen | Kelton 2017
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100%

B College Grad
B Some College or Less
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2. Participation Patterns

Participation at least once in past year

By marital status

Public park

Television program (e.g., streaming or broadcast, non-news)
Movies/film (e.g., documentary, independent, blockbuster)

Library

Popular music (e.g., rock, country, hip-hop)

Zoo or aquarium

Community festival/street fair

Books/literature

Food and drink experience (e.g., food festival, beer or wine tasting)
Historic attraction/museum

Natural history museum

LaPlaca Cohen | Kelton 2017

75%

Culture Track

B Married
B Not Married

100%

17
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2. Participation Patterns

Participation at least once in past year continued

By marital status

Science or technology museum
Music festival

Art or design museum

Craft or design fair

Variety or comedy show
Botanical garden

Art gallery/fair

Play (non-musical)
Public/street art

Musical

Performing arts festival (e.g., dance, theater, etc.)

LaPlaca Cohen | Kelton 2017

0%

AL s

25% 90% 75%

Culture Track ‘17

100%

B Married
B Not Married
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2. Participation Patterns

Participation at least once in past year continued

By marital status

Cultural center

Classical music

Children’s museum

Jazz music

World music (e.g., Latin, Caribbean)

Contemporary dance (e.g., jazz, hip-hop, modern)

Film festival

Architectural tour

Regional dance (e.g., salsa, Irish stepdance, Indian classical)
Ballet

Opera

LaPlaca Cohen | Kelton 2017

90% 75%

Culture Track ‘17

100%

B Married
B Not Married

42



2. Participation Patterns

Participation at least once in past year

By parental status

Public park

Television program (e.g., streaming or broadcast, non-news)
Movies/film (e.g., documentary, independent, blockbuster)

Library

Popular music (e.g., rock, country, hip-hop)

Zoo or aquarium

Community festival/street fair

Books/literature

Food and drink experience (e.g., food festival, beer or wine tasting)
Historic attraction/museum

Natural history museum

LaPlaca Cohen | Kelton 2017

0

0%

25%

90%

Culture Track ‘17

100%

B Parent
[ | Non-parent
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2. Participation Patterns

Participation at least once in past year continued
By parental status

B Parent
Science or technology museum _— s W Non-parent
Music festival |
Art or design museum E 68%
Craft o design foir |
Variety or comedy show |
Botanical garden |
At gallery i |
Play (non-musical) |
Public/street art |
Musical |
Performing arts festival (e.g., dance, theater, etc.) E 62%
0% 25% 50% 75% 100%
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2. Participation Patterns

Participation at least once in past year continued

By parental status

Cultural center

Classical music

Children’s museum

Jazz music

World music (e.g., Latin, Caribbean)

Contemporary dance (e.g., jazz, hip-hop, modern)

Film festival

Architectural tour

Regional dance (e.g., salsa, Irish stepdance, Indian classical)
Ballet

Opera

LaPlaca Cohen | Kelton 2017

90% 75%

Culture Track ‘17

100%

B Parent
[ | Non-parent
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2. Participation Patterns

Number of cultural activities participated in per month

8%

31%

24%

12%

26%

4+

Note:
e Mean = 3.2 activities

0% 20% 40%

LaPlaca Cohen | Kelton 2017
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2. Participation Patterns

Number of cultural activities participated in per month
By generation

I ¢

S e
FEEE N :'
o o

3%
22%
26%
i o3

2%

D
N
S D

8%

S ot
4 [
|7

2%

0% 20% 40%
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B Millennials (20-35)
B B Gen X (36-52)

[ B Baby Boomers (53-71)

14% Pre-War (72+)
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2. Participation Patterns

Number of cultural activities participated in per month
By race/ethnicity

LaPlaca Cohen | Kelton 2017

4+

S o
K
%

%
A 6%

3%
28%
26%

] 23

21%

Wy

2%

] s

13%
B 15%

e 15%

SRR 255

3

6%

20%
L, 1

0%

20%

B Caucasian Non-Hispanic
B African American

B Hispanic
Asian
& Other
38%
40%
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2. Participation Patterns

Plan for participating more in the next year

Food and drink experience (e.g., food festival, beer or wine tasting)
Public park

Zoo or aquarium

Historic attraction/museum

Community festival/street fair

Movies/film (e.g., documentary, independent, blockbuster)
Music festival

Library

Books/literature

Botanical garden

Natural history museum

Science or technology museum

Popular music (e.g., rock, country, hip-hop)

Art gallery/fair

Craft or design fair

Television program (e.g., streaming or broadcast, non-news)

LaPlaca Cohen | Kelton 2017

0%

43%

A%

39%
34%

32%
3%

30%
30%
30%

2%
26%

26%

25%
24%

24%

23%
25%
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2. Participation Patterns

Plan for participating more in the next year continued

Television program (e.g., streaming or broadcast, non-news) _ 23%
Public/streetart [ 2
Musical | 22
Art or design museum _ 2%
Variety or comedy show _ 20%
Performing arts festival (e.g., dance, theater, etc.) _ 20%
Play (non-musical) [ 20
Children’s museum _ 19%
Film festival _ 8%
Cultural center _ 8%
Jazz music _ 4%
Classical music _ 4%
World music (e.g., Latin, Caribbean) [ 4%
Architectural tour _ 2%
Contemporary dance (e.g., jazz, hip-hop, modern) _ 12%
Regional dance (e.g., salsa, Irish stepdance, Indian classical) _ (1%
Opera _ 0%
Ballet [ 0%
None of these R

0% 25% 50%
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3. Motivators and Barriers to Participation

Motivators to participation

Art/design museum

Learning something new

Experiencing new things

Interest in the content

Having fun

Broadening my perspective or worldview
Relaxing or feeling less stressed

Feeling inspired

Supporting the cultural world

Feeling transported to another place
Feeling welcome

Interacting with friends and/or family
Feeling like it gives life a deeper meaning
Connecting to my community

Being able to go by myself

Having grown up participating in it

Bettering my health/well-being

LaPlaca Cohen | Kelton 2017

T — 8%
T —53%
T — B
e — ey,
e — 7%
e —76Y
E—76Y
. 71%
e 57%
6%
e 5%
- [JV
N, 4%
I 53%

T, 50
. 50%

0% 90%

Notes:

Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).
Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

Culture Track 17



3. Motivators and Barriers to Participation

Motivators to participation

Opera

Having fun

Interest in the content

Experiencing new things

Feeling transported to another place
Relaxing or feeling less stressed
Supporting the cultural world

Feeling inspired

Broadening my perspective or worldview
Learning something new

Feeling like it gives life a deeper meaning
Interacting with friends and/or family
Feeling welcome

Bettering my health/well-being

Being able to go by myself

Connecting to my community

Having grown up participating in it

LaPlaca Cohen | Kelton 2017

O —78%
e — 7%
T — 77%
T — 76%
e — 76%
e — 76%
e — 7%
T — 75%
e 729
T ——70%
T 6%
T 52%
e 50%
N 55Y
N 55
e, 54

0% 50%

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

e  Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

100%

Culture Track 17
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3. Motivators and Barriers to Participation

Motivators to participation

Classical music

Relaxing or feeling less stressed
Interest in the content

Feeling transported to another place
Having fun

Feeling inspired

Experiencing new things

Broadening my perspective or worldview
Feeling like it gives life a deeper meaning
Learning something new

Supporting the cultural world

Feeling welcome

Bettering my health/well-being

Having grown up participating in it
Interacting with friends and/or family
Being able to go by myself

Connecting to my community

LaPlaca Cohen | Kelton 2017

T — 52
T — 50
T — 75%
e — 7
O 74%
e 729
T — 0%
—70Y%
[y
N — 66
. 60%
O 58%

I 52
52
¥
I /8%

0% 50%

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

e  Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

100%

Culture Track 17
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3. Motivators and Barriers to Participation

Motivators to participation

Popular music

Having fun

Interest in the content

Relaxing or feeling less stressed

Feeling inspired

Experiencing new things

Interacting with friends and/or family
Feeling welcome

Having grown up participating in it
Feeling transported to another place
Feeling like it gives life a deeper meaning
Broadening my perspective or worldview
Bettering my health/well-being
Supporting the cultural world

Learning something new

Connecting to my community

Being able to go by myself

LaPlaca Cohen | Kelton 2017

T — 3%
T —
T 749
— 8%
I — 8%
T 6%
52
—______________[i/
e, 59%
e 59%
N 56%

N, 5201
e 52%
O 529
I 19%
I 19%

0% 50%

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

e  Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

100%

Culture Track 17
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3. Motivators and Barriers to Participation

Motivators to participation

Musical

Having fun

Interest in the content

Experiencing new things

Relaxing or feeling less stressed

Feeling transported to another place
Feeling inspired

Interacting with friends and/or family
Broadening my perspective or worldview
Learning something new

Supporting the cultural world

Feeling welcome

Feeling like it gives life a deeper meaning
Connecting to my community

Bettering my health/well-being

Having grown up participating in it

Being able to go by myself

LaPlaca Cohen | Kelton 2017

T — 52

T —
T —78%
7%
e — 0%
R — 68Y
N — 7%
O 6%
[
3%
N 57
N 57%
e 52%
I 49%
I 7%
I 40

0% 50%

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

e  Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

100%

Culture Track 17
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3. Motivators and Barriers to Participation

Motivators to participation

Play (non-musical)

Interest in the content

Having fun

Experiencing new things

Relaxing or feeling less stressed

Feeling transported to another place
Broadening my perspective or worldview
Learning something new

Interacting with friends and/or family
Feeling inspired

Supporting the cultural world

Feeling welcome

Feeling like it gives life a deeper meaning
Connecting to my community

Having grown up participating in it
Bettering my health/well-being

Being able to go by myself

LaPlaca Cohen | Kelton 2017

— 8%
T 1%
T — 79%
e, 74%
e — 2%
— 70Y%
8%
R — 6%
e — 7Y
I 59%
T — 57
I 56%
N 51
I 40%
I 38%

I, 35%

0% 50%

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

e  Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

100%

Culture Track 17
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3. Motivators and Barriers to Participation

Motivators to participation
Community festival/street fair

Having fun

Experiencing new things

Interest in the content

Interacting with friends and/or family
Relaxing or feeling less stressed
Learning something new

Feeling welcome

Connecting to my community
Broadening my perspective or worldview
Feeling inspired

Supporting the cultural world

Feeling transported to another place
Bettering my health/well-being

Feeling like it gives life a deeper meaning
Having grown up participating in it

Being able to go by myself

LaPlaca Cohen | Kelton 2017

T — gy

T — B3
T — 1%
B — 79%
e 74%
T 73%
T —— 7Y
— 0
R — 6%
52
I 59%
I 52
R 9%
I, 47%
I 16%
I 1%

50%

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

e  Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

100%

Culture Track 17
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3. Motivators and Barriers to Participation

Motivators to participation
Science or technology museum, natural history museum

Learning something new

Having fun

Experiencing new things

Interest in the content

Broadening my perspective or worldview
Interacting with friends and/or family
Relaxing or feeling less stressed

Feeling inspired

Feeling transported to another place
Feeling welcome

Feeling like it gives life a deeper meaning
Supporting the cultural world
Connecting to my community

Having grown up participating in it
Bettering my health/well-being

Being able to go by myself

LaPlaca Cohen | Kelton 2017

0%

I — 05Y
T —
O — 52
T — 52%
e 73%
R — 68Y
N 6%
O 6%
[
3%
T 63%
N 531
B 50%
I 50%
I 19%
I, 6%

50%

100%

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

e  Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

Culture Track 17



3. Motivators and Barriers to Participation

Motivators to participation
Zoo, aquarium, botanical garden

Having fun

Experiencing new things

Interest in the content

Learning something new

Relaxing or feeling less stressed
Interacting with friends and/or family
Feeling transported to another place
Feeling welcome

Broadening my perspective or worldview
Feeling inspired

Having grown up participating in it
Feeling like it gives life a deeper meaning
Bettering my health/well-being
Supporting the cultural world
Connecting to my community

Being able to go by myself

LaPlaca Cohen | Kelton 2017

T — 7%

T —— 2%
O — 52
T — 8%
T —
e — 76%
719
- J/}
N — 8
N — 66
O 65%
e 53%
[
I 59%
T 59%
53

0% 50%

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

e  Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

Culture Track 17



3. Motivators and Barriers to Participation

Motivators to participation
Regional dance, contemporary dance

Having fun

Experiencing new things

Learning something new

Interacting with friends and/or family
Interest in the content

Relaxing or feeling less stressed

Feeling welcome

Supporting the cultural world

Feeling inspired

Broadening my perspective or worldview
Connecting to my community

Feeling transported to another place
Feeling like it gives life a deeper meaning
Bettering my health/well-being

Being able to go by myself

Having grown up participating in it

LaPlaca Cohen | Kelton 2017

T — 50

T —— %
e — 76%
o 74%
O 74%
74
Y 73%
729
e ——59%
N — 68
R — 8
e 57%
- [J{
[
I, 56%
e, 54

0% 50%

100%

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

e  Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

Culture Track 17



3. Motivators and Barriers to Participation

Motivators to partic}pation
Television program, film

nerestintheconvet [ 79%
Having fun | 77
Relaxing or feeling less stressed _ 73%
Loarning somrtingncw | 72%
Experioningnew thines | 6%
Feeling transported to another place _ 63%
Fecingnspircd [ 6%
Broadening my perspective or worldview _ Bl%
Interacting with friends and/or family _ 6%
Being able to go by myself _ 53%
Feeling like it gives life a deeper meaning _48%
Having grown up participating in it _48%
Bettering my health/well-being _46%
Connecting to my community _ 43%

0% 50%

LaPlaca Cohen | Kelton 2017

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

e  Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

100%

Culture Track 17
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3. Motivators and Barriers to Participation

Motivators to participation

Public park

Having fun

Relaxing or feeling less stressed
Bettering my health/well-being
Interacting with friends and/or family
Feeling inspired

Having grown up participating in it
Experiencing new things

Interest in the content

Being able to go by myself
Connecting to my community

Feeling transported to another place
Feeling like it gives life a deeper meaning
Learning something new

Broadening my perspective or worldview

LaPlaca Cohen | Kelton 2017

O, s34
e 1%
. 7724
o, 764
O 6%
e 5%
N 7%
e 7%
O, 5%
I, 5%
N 3%
N %
T, 57
N 534

0% 90%

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

e  Percentages represent those
who indicated they participated
in the activity at least once in
the past year.

Culture Track 17



3. Motivators and Barriers to Participation

Barriers to participation (for those that do participate)

Art/design museum

It is inconvenient (e.g., hours, distance) for me
| don’t think of it

I would rather do other leisure activities

| can’t find anyone to go with

Its value is not worth the price

It doesn’t change
(i.e., | went once and now don’t need to go again)

Too many rules

It feels outdated

It doesn’t reflect people from all backgrounds
It's not for someone like me

It is too intimidating or challenging

It doesn’t align with my values

| had a negative experience last time

| don’t feel welcome

Other

There are no barriers that keep me from it more often

LaPlaca Cohen | Kelton 2017

T — 35
e — 3%
e —— 7%

I 8%
I (0%
I 9
N 6%

N 6%

5

B 5%

N 5%

.

N 3%

5y

L [
D (7Y

0% 20%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity
at least once in the past year.

40%

Culture Track 17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that do participate)

Opera

It is inconvenient (e.g., hours, distance) for me
| can’t find anyone to go with

Its value is not worth the price

I would rather do other leisure activities

| don’t think of it

It's not for someone like me

Too many rules

It is too intimidating or challenging

It doesn’t change
(i.e., | went once and now don’t need to go again)

It feels outdated

It doesn’t reflect people from all backgrounds
It doesn’t align with my values

| had a negative experience last time

| don’t feel welcome

Other

There are no barriers that keep me from it more often

LaPlaca Cohen | Kelton 2017

0%

T — 8%
N, 24

I (3%
D (7Y
D (4%
I (3%
I (1%
I (0%
I (0%
I (0%
I 9
I 9
I 9
I 3
I 9
D (4%

20%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity
at least once in the past year.

40%
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3. Motivators and Barriers to Participation

Barriers to participation (for those that do participate)

Classical music

It is inconvenient (e.g., hours, distance) for me
| don’t think of it

I would rather do other leisure activities

| can’t find anyone to go with

Its value is not worth the price

It's not for someone like me

| don’t feel welcome

It feels outdated

It doesn’t change
(i.e., | went once and now don’t need to go again)

| had a negative experience last time

It doesn’t reflect people from all backgrounds
It is too intimidating or challenging

Too many rules

It doesn’t align with my values

Other

There are no barriers that keep me from it more often

LaPlaca Cohen | Kelton 2017

E— 32%
I — 2%

. 20
I (7%
I (3%
I (0%
I 8
I 5%
7

I 7

B 6

N 5y

N 5

N 4y

I 5
I (3%

0% 20%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity
at least once in the past year.

40%

Culture Track 17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that do participate)

Ballet

It is inconvenient (e.g., hours, distance) for me

I would rather do other leisure activities
| can’t find anyone to go with

Its value is not worth the price

It feels outdated

It is too intimidating or challenging

Too many rules

It's not for someone like me

| don’t feel welcome

It doesn’t reflect people from all backgrounds

It doesn’t change
(i.e., | went once and now don’t need to go again)

It doesn’t align with my values
| had a negative experience last time
Other

There are no barriers that keep me from it more often

LaPlaca Cohen | Kelton 2017

e

I 0%
N 20%
D (5
I 3%
I (0%
I (0%
I (0%
D 9%

I 9

B 5

I 5

5

I 9%
D 4y,

0% 20%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity
at least once in the past year.

40%

Culture Track 17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that do participate)

Popular music

| don’t think of it

I would rather do other leisure activities
| can’t find anyone to go with

Its value is not worth the price

It’s not for someone like me

It doesn’t change
(i.e., | went once and now don’t need to go again)

It is too intimidating or challenging

It doesn’t align with my values

| had a negative experience last time

It doesn’t reflect people from all backgrounds
| don’t feel welcome

It feels outdated

Too many rules

Other

There are no barriers that keep me from it more often

LaPlaca Cohen | Kelton 2017

N 20
D (7Y
D (6%
D (3
I

N 5

5

B -

B 5%

5

I 4%

.

5y

N 6%
. (9%

0% 20%

Notes:

Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).
Percentages represent those who
have participated in the activity
at least once in the past year.

Culture Track ‘17



3. Motivators and Barriers to Participation

Barriers to participation (for those that do participate)

Musical

It is inconvenient (e.g., hours, distance) for me
| can’t find anyone to go with

I would rather do other leisure activities

| don’t think of it

Its value is not worth the price

It's not for someone like me

Too many rules

It doesn’t change
(i.e., | went once and now don’t need to go again)

It feels outdated

| had a negative experience last time

| don’t feel welcome

It is too intimidating or challenging

It doesn’t align with my values

It doesn’t reflect people from all backgrounds
Other

There are no barriers that keep me from it more often

LaPlaca Cohen | Kelton 2017

T 25%

B 21
B (8%
I (6%
D (5%
D (2%
I 9
I 9
I 5

L W

L W

W

L W

I 5
D (2%
D (3%

0% 20%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity
at least once in the past year.

40%

Culture Track 17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that do participate)

Play (non-musical)

It is inconvenient (e.g., hours, distance) for me

I would rather do other leisure activities

| can’t find anyone to go with

Its value is not worth the price

It doesn’t align with my values

It's not for someone like me

Too many rules

It is too intimidating or challenging

It doesn’t reflect people from all backgrounds
It feels outdated

| had a negative experience last time

It doesn’t change
(i.e., | went once and now don’t need to go again)

| don’t feel welcome
Other

There are no barriers that keep me from it more often

LaPlaca Cohen | Kelton 2017

N -,
—_— I

N 20
I (7%
7

I 7

I 6

I 6

N 6%

I

N 5

B 5

B 3y

N (0%
D 2y

0% 20%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity
at least once in the past year.

40%

Culture Track 17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that do participate)
Community festival/street fair

tis inconvenient (e.g., hours, distance) for me | 31%
| can'tfind anyone to go with [ (8%
I would rather do other leisure activities _ |5%
Its value is not worth the price _ 9%
It's not for someone like me _ 8%
It doesn’t change _ Bty
(i.e., | went once and now don’t need to go again) 0
Too many rules - 5%
It is too intimidating or challenging - 4%
It feels outdated - 4%
| don’t feel welcome - 3%

It doesn’t reflect people from all backgrounds - 3%

It doesn’t align with my values - 3% Notes:

® Percentages represent top-two
box responses (“strongly agree”

| had a negative experience last time - 2% and “somewhat agree™).

e Percentages represent those who
0 have participated in the activity
Other IUA] at least once in the past year.
Thers are no brriersthat keep me from it more often | 7 %

0% 20% 40%

LaPlaca Cohen | Kelton 2017 Culture Track ‘17



3. Motivators and Barriers to Participation

Barriers to participation (for those that do participate)
Science or technology museum, natural history museum

It is inconvenient (e.g., hours, distance) for me
| don’t think of it
| would rather do other leisure activities

| can’t find anyone to go with

It doesn’t change
(i.e., | went once and now don’t need to go again)

Its value is not worth the price

It feels outdated

Too many rules

It's not for someone like me

It is too intimidating or challenging

| don’t feel welcome

It doesn’t reflect people from all backgrounds
It doesn’t align with my values

| had a negative experience last time

Other

There are no barriers that keep me from it more often

LaPlaca Cohen | Kelton 2017

O 36%

D (7Y
D (7Y
D (6%
I (0%
I 9
I 7

L [

I 5

B 5%

B

.

L RV

5y

I 7
D (6%

0% 20%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e Percentages represent those who
have participated in the activity
at least once in the past year.

40%

Culture Track ‘17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that do participate)
Zoo, aquarium, botanical garden

It is inconvenient (e.g., hours, distance) for me
| can’t find anyone to go with

| don’t think of it

Its value is not worth the price

| would rather do other leisure activities

It doesn’t change
(i.e., | went once and now don’t need to go again)

Too many rules

It feels outdated

It doesn’t reflect people from all backgrounds
It doesn’t align with my values

It is too intimidating or challenging

| had a negative experience last time

| don’t feel welcome

It's not for someone like me

Other

There are no barriers that keep me from it more often

LaPlaca Cohen | Kelton 2017

T — 35

N (6%
N (6%
I (3%
D (2%
D (2%
7

L W

B 6

N 6

I

N 5

I 1y

I

I 7
D 8%

0% 20%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity
at least once in the past year.

40%

Culture Track 17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that do participate)
Regional dance, contemporary dance

It is inconvenient (e.g., hours, distance) for me

| can’t find anyone to go with

I would rather do other leisure activities

It's not for someone like me

It is too intimidating or challenging

Its value is not worth the price

It doesn’t reflect people from all backgrounds
| don’t feel welcome

Too many rules

It feels outdated

| had a negative experience last time

It doesn’t align with my values

It doesn’t change
(i.e., | went once and now don’t need to go again)

Other

There are no barriers that keep me from it more often

LaPlaca Cohen | Kelton 2017

e 7

B 20%
I 19
I (6%
I (2%
I (2%
I (0%
I 9
I 9
I 9%
I 9

I B

[

B 4%
I, (3%

0% 20%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity
at least once in the past year.

40%

Culture Track 17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)

Art/design museum

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other

LaPlaca Cohen | Kelton 2017

Notes:

® Percentages represent top-two
box responses (“strongly
agree” and “somewhat agree”).

®  Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

Culture Track ‘17



3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)

Opera

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other

LaPlaca Cohen | Kelton 2017

T, 8%

I 1%
D (9%
I (0%
I 9%

I

4

4y

2

2

4%

- kY
I 15

0% 25%

Notes:
® Percentages represent top-two
box responses (“strongly

agree” and “somewhat agree”).

® Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

50%

Culture Track ‘17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)

Classical music

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other

LaPlaca Cohen | Kelton 2017

T a9

D (9%
I (2
I 9%
I 9%
N
I 6
N 5

N 5

2

4%

- kY
I 13

0% 25%

Notes:
® Percentages represent top-two
box responses (“strongly

agree” and “somewhat agree”).

® Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

50%
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3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)

Ballet

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other

LaPlaca Cohen | Kelton 2017

-y

D (9%
I 5
I 1%
I 1%

L [

I 6

N 5

N 5

2

4%

sy
I (2

0% 25%

Notes:

® Percentages represent top-two
box responses (“strongly

agree” and “somewhat agree”).

® Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

50%
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3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)

Popular music

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other

LaPlaca Cohen | Kelton 2017

N 232
I (7%
D (4%
I (3
I 2%
I

I 6%

N 5

N 5

2

4%

sy
I 20%

0% 25%

Notes:
® Percentages represent top-two
box responses (“strongly

agree” and “somewhat agree”).

® Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

50%

Culture Track ‘17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)

Musical

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other
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T, 4%

I 18
D 7
I (0%
I (0%

L [

5%

N 5

2

3

- ki

N2
I 15

25%

Notes:
® Percentages represent top-two
box responses (“strongly

agree” and “somewhat agree”).

® Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

50%

Culture Track ‘17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)

Play (non-musical)

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other
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T, 8%

I 1%
D 7
I 12
I (0%

- B

B 5

3

3

3

- ki

- kY
I 15

25%

Notes:
® Percentages represent top-two
box responses (“strongly

agree” and “somewhat agree”).

® Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

50%
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3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)
Community festival/street fair

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other
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N 232
D 22
I (Y
I 1%

7

L [

4

4y

3

3

- ki

- kY
I (Y

25%

Notes:
® Percentages represent top-two
box responses (“strongly

agree” and “somewhat agree”).

® Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

50%
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3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)

Science or technology, natural history museum

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other

LaPlaca Cohen | Kelton 2017

N 232
D 22
D (9%
I 9%

7

W

4

3

3

3

B2y

N2

D 7

25%

Notes:
® Percentages represent top-two
box responses (“strongly

agree” and “somewhat agree”).

® Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

50%
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3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)
Zoo, aquarium, botanical garden

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other
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D 25
I 1%
I (3
I 1%
I 9%

N

B 5

B2y

2

2

B2y

[
I (Y

25%

Notes:
® Percentages represent top-two
box responses (“strongly

agree” and “somewhat agree”).

® Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

50%

Culture Track ‘17
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3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)
Regional dance, contemporary dance

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other
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T a9

D 22
D (4%
I
7

- B

4

4y

3

3

- ki

N2
I (3%

25%

Notes:
® Percentages represent top-two
box responses (“strongly

agree” and “somewhat agree”).

® Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

50%
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3. Motivators and Barriers to Participation

Barriers to participation (for those that don’t participate)

Public park

It's not for someone like me

| didn’t think of it

It is inconvenient (e.g., hours, distance) for me
| couldn’t find anyone to go with

Its value is not worth the cost

It hasn’t changed

It is too intimidating or challenging

It doesn’t align with my values

Too many rules

It feels outdated

| wouldn't feel welcome

It doesn’t reflect people from all backgrounds

Other

LaPlaca Cohen | Kelton 2017

D 22
D (9%
D (4%
I 1%

7

L [

B 5

4y

2

2

- ki

N2
N 04

25%

Notes:
® Percentages represent top-two
box responses (“strongly

agree” and “somewhat agree”).

® Percentages represent those
who indicated they have not
participated in the activity at
least once in the past year.

50%

Culture Track ‘17
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4. Perception of Cultural Activities

Activities considered "“culture”

Cultural center

Historic attraction/museum
Performing arts festival

Art or design museum

Art gallery/fair

Community festival/street fair
Music festival

World music (e.g., Latin, Caribbean)
Natural history museum
Public/street art

Food and drink experience
Film festival

Musical

Classical music

Regional dance

Jazz music

LaPlaca Cohen | Kelton 2017

69%
69%

64%

63%
62%

62%
09%

%

%
4%

2%
al%
al%

ol%
50%

49%

X

50%

Note:

® Percentages represent those
who have also participated in
the activity at least once in the
past year.

100%

Culture Track 17
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4. Perception of Cultural Activities

Activities considered “culture” continued

Play (non-musical)

Opera

Books/literature

Ballet

Architectural tour

Contemporary dance (e.g., jazz, hip-hop, modern)
Craft or design fair

Popular music (e.g., rock, country, hip-hop)
Movies/film

Science or technology museum

Children’s museum

Botanical garden

Library

Zoo or aquarium

Public park

Variety or comedy show

Television program

LaPlaca Cohen | Kelton 2017

T,
o
E—
e,
o
I, /s
-
I,
I, v
I
I 5
I
I
I -0
I -
I 75
I oo

0% 50%

Note:

® Percentages represent those
who have also participated in
the activity at least once in the
past year.

100%

Culture Track 17
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4. Perception of Cultural Activities

Activities considered "“culture”
By generation

Tl Ceter s oy

Historic attraction/museum

Performing arts festival
(e.g., dance, theater, etc.)

Art or design museum
Art gallery/fair
Community festival/street fair

Music festival

World music (e.g., Latin, Caribbean) o

0% 50%

LaPlaca Cohen | Kelton 2017

16%

B Millennials (20-35)
B Gen X (36-52)

B Baby Boomers (53-71)

Pre-War (72+)

100%

Culture Track ‘17
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4. Perception of Cultural Activities

Activities considered “culture” continued
By generation

0
. e
Natural history MmUseUm Ly 73%

Public/street art

Food and drink experience
(e.g., food festival beer or wine tasting)

Film festival

Musical

Classical music

Rogional dance |

(e.g., salsa, Irish stepdance, Indian classical) 53%

Jazz MUsiC s .

0% 90%

LaPlaca Cohen | Kelton 2017

8%

87%

B Millennials (20-35)
B Gen X (36-52)

B Baby Boomers (53-71)

Pre-War (72+)

100%

Culture Track ‘17
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4. Perception of Cultural Activities

Activities considered “culture” continued
By generation

Play (non-musical) s o 7

6%

Opera 790

Books/literature
13%

Ballet 2%

Architectural tour %

69%
Contemporary dance

(e.g., jazz, hip-hop, modern) 55%

Craft or design fair

6%

Popular music (e.g., rock, country, hip-hop)

0% 50%

LaPlaca Cohen | Kelton 2017

86%

87%

B Millennials (20-35)
B Gen X (36-52)

B Baby Boomers (53-71)

Pre-War (72+)

100%

Culture Track ‘17
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4. Perception of Cultural Activities

Activities considered “culture” continued
By generation

Movies/film
(e.g., documentary, independent, blockbuster)

A%

Science or technology museum y
3%

Children’s museum
50%

i

Botanical garden

Library

2%

Zoo or aquarium
48%

Public park

Variety or comedy show

Television program 27
(e.g., streaming or broadcast, non-news) 26

0% 50%

LaPlaca Cohen | Kelton 2017

B Millennials (20-35)
M Gen X (36-52)

B Baby Boomers (53-71)

Pre-War (72+)

100%

Culture Track ‘17
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4. Perception of Cultural Activities

Characteristics of an ideal cultural activity

s | 3%
e | -7
v | 1
oo 30%

e | '
can | 21
resoraied | /.
e | -
v | 71
nce | 1%
Virtual/digital _I[]%
other [ 2%

0% 20% 40%

LaPlaca Cohen | Kelton 2017 Culture Track ‘17

94



4. Perception of Cultural Activities

Characteristics of an ideal cultural activity
By generation

B Millennials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre-War (72+)

Social

Interactive

Lively

Hands-on

Active

Calm

38%
0% 20% 40%
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4. Perception of Cultural Activities

Characteristics of an ideal cultural activity continued

By generation

R 5%

. 24%

23%

24%

Immersive
e o0

4%

e
I
Reflective 2

S (2%
0%

nrense NN
I 076

%%

S (3

) . 10%
2%
<1%
| [
Other o
6%
0% 20%
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28%

B Millennials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre-War (72+)

40%

Culture Track ‘17
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4. Perception of Cultural Activities

Greatest impacts on community
Art/design museum

Educates people |, 70%
Preserves our history and heritage _ 52%
Drives tourism (e.g., local, national, international) _ 39%
Welcomes people of all backgrounds _ 35%
Brings people together _ 32%
Builds local pride _ 26%
Fosters a feeling of community _ 23%
Increases livability and quality of life _ 23%
Supports local businesses and organizations _ 2[]%
Helps drive change or transformation _ 2[]%
Is a trustworthy resource _ |5%
Provides refuge or solace - ||% Notes:

. 0 ® Percentages represent top-two
Serves as a trusted resource on current issues - |[] A] box responses (“strongly agree”
and "somewhat agree”).
e  Percentages represent those who
0 have participated in the activity at
< I A) least once in the past year.

Other impact

| don’t believe it has any positive impact on my community -4%

0% 40% 80%
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4. Perception of Cultural Activities

Greatest impacts on community

Opera

Educates people

Preserves our history and heritage

Brings people together

Increases livability and quality of life
Welcomes people of all backgrounds

Fosters a feeling of community

Drives tourism (e.g., local, national, international)
Supports local businesses and organizations
Helps drive change or transformation

Builds local pride

Provides refuge or solace

Serves as a trusted resource on current issues
Is a trustworthy resource

Other impact

| don’t believe it has any positive impact on my community

LaPlaca Cohen | Kelton 2017

R 4%

B, 42y,
I 34%
D 31%
I 30%
D 28
N 25
I 21
I 1%
I 1%
I (9%
I (3%

I 2%

| i

5y

0% 40%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity at
least once in the past year.

80%

Culture Track 17 98



4. Perception of Cultural Activities

Greatest impacts on community
Classical music

Educates people | 50%
Increases livability and quality of life _ 43%
Preserves our history and heritage _ 39%
Brings poople together | 38%
Welcomes people of all backgrounds _ 33%
Fosters a feeling of community _ 29%
Provides refuge or solace _ 28%
Builds local pride _ 2[]%
Drives tourism (e.g., local, national, international) _ |9%
Supports local businesses and organizations _ |7%
Helps drive change or transformation _ |B%
Is a trustworthy resource _ |5% Notes:

. 0 ® Percentages represent top-two
Serves as a trusted resource on current issues _ IZA] boc)i( ’r’espons?‘s é"stron%;y agree”
and “somewhat agree”).
e  Percentages represent those who

; 0 have participated in the activity at
Other impact I I/U least once in the past year.

| don’t believe it has any positive impact on my community . 3%

40% 80%
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4. Perception of Cultural Activities

Greatest impacts on community

Ballet

Educates people

Brings people together

Increases livability and quality of life
Welcomes people of all backgrounds

Fosters a feeling of community

Preserves our history and heritage

Drives tourism (e.g., local, national, international)
Builds local pride

Supports local businesses and organizations
Provides refuge or solace

Helps drive change or transformation

Is a trustworthy resource

Serves as a trusted resource on current issues
Other impact

| don’t believe it has any positive impact on my community

LaPlaca Cohen | Kelton 2017

I, 43%

N 39
N 36%
D 31
D 33%
D 33%
D 28
D 25Y%
N 23
I 22%
I 20
I (3%

I (3%

[

4%

0% 40%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity at
least once in the past year.

80%
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4. Perception of Cultural Activities

Greatest impacts on community

Popular music

Brings people together

Welcomes people of all backgrounds
Increases livability and quality of life

Fosters a feeling of community

Educates people

Drives tourism (e.g., local, national, international)
Builds local pride

Helps drive change or transformation
Supports local businesses and organizations
Preserves our history and heritage

Provides refuge or solace

Is a trustworthy resource

Serves as a trusted resource on current issues
Other impact

| don’t believe it has any positive impact on my community

LaPlaca Cohen | Kelton 2017

N 57%
D 4%
N 36%
D 31%
I 4%
I 4%
D 23
I 21
I 20
I 20%

I (4%

I (0%

N 5

1%

N 5

40%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity at
least once in the past year.

80%
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4. Perception of Cultural Activities

Greatest impacts on community

Musical

Brings people together

Fosters a feeling of community

Educates people

Increases livability and quality of life
Welcomes people of all backgrounds

Drives tourism (e.g., local, national, international)
Supports local businesses and organizations
Builds local pride

Preserves our history and heritage

Helps drive change or transformation

Provides refuge or solace

Is a trustworthy resource

Serves as a trusted resource on current issues
Other impact

| don’t believe it has any positive impact on my community

LaPlaca Cohen | Kelton 2017

. 47

N 39
D 36%
D 33%
D 30%
D 29%
N o7y
D 26
D 23%
I (7,
IR 16%

I (2%

I (0%

11%

L [

0% 40%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity at
least once in the past year.

80%
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4. Perception of Cultural Activities

Greatest impacts on community
Play (non-musical)

—
Fosters a feeling of community _ 37%
Welcomes people of all backgrounds _ 37%
Preserves our history and heritage _ 34%
Drives tourism (e.g., local, national, international) _30%
Builds local pride _ 26%
Supports local businesses and organizations _ 24%
Increases livability and quality of life _ 23%
Helps drive change or transformation _ 19%
Provides refuge or solace _ 15%
Is a trustworthy resource | |0% -

. 0 ® Percentages represent top-two
Serves as a trusted resource on current issues - 8 A] box responses (“strongly agree”
and "somewhat agree”).
e  Percentages represent those who
I Ify have participated in the activity at
0 least once in the past year.

Other impact

| don’t believe it has any positive impact on my community - 5%

0% 40% 80%
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4. Perception of Cultural Activities

Greatest impacts on community
Community festival/street fair

Brings people together

Supports local businesses and organizations
Fosters a feeling of community

Builds local pride

Educates people

Welcomes people of all backgrounds

Drives tourism (e.g., local, national, international)
Preserves our history and heritage

Increases livability and quality of life

Helps drive change or transformation

Serves as a trusted resource on current issues
Is a trustworthy resource

Provides refuge or solace

Other impact

| don’t believe it has any positive impact on my community

LaPlaca Cohen | Kelton 2017

T — 60%
57
N 56Y%
I 4%

N 12%
D 35%
N 34y
D 23y
I (9%
I (3%

7Y

L [

5%

1%

B2y

0% 40%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity at
least once in the past year.

80%

Culture Track 17 104



4. Perception of Cultural Activities

Greatest impacts on community

Science or technology museum, natural history museum

cacaes e | 77

Preserves our history and heritage _ 48%
Drives tourism (e.g., local, national, international) _ 33%
Is a trustworthy resource _ 32%
Welcomes people of all backgrounds _ 29%
Brings people together _ 25%
Helps drive change or transformation _ 2|%
Serves as a trusted resource on current issues _ |8%
Increases livability and quality of life _ |8%
Fosters a feeling of community _ |7%
Builds local pride _ |B%
Supports local businesses and organizations _ |5%
Provides refuge or solace - 8%

Other impact I 1%

| don’t believe it has any positive impact on my community -4%

40%

LaPlaca Cohen | Kelton 2017

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity at
least once in the past year.

80%
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4. Perception of Cultural Activities

Greatest impacts on community
Zoo, aquarium, botanical garden

educates people | 67%
Drives tourism (e.g., local, national, international) _ 39%
Brings people together _ 35%
Welcomes people of all backgrounds _ 32%
Preserves our history and heritage _ 32%
Fosters a feeling of community _ 24%
Increases livability and quality of life _ 23%
Is a trustworthy resource _ 2 |%
Helps drive change or transformation _ |9%
Supports local businesses and organizations _ |9%
Builds local pride _ |8%
Provides refuge or solace _ |8% Notes:

. 0 ® Percentages represent top-two
Serves as a trusted resource on current issues - |UA Igr?c)i( ’rltzzp;:)en;?‘s;é as;:c;r;%;y agree
e  Percentages represent those who
I I[y have participated in the activity at
0 least once in the past year.

Other impact

| don’t believe it has any positive impact on my community .4%

0% 40% 80%
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4. Perception of Cultural Activities

Greatest impacts on community
Regional dance, contemporary dance

Brings people together

Educates people

Fosters a feeling of community

Preserves our history and heritage

Welcomes people of all backgrounds

Builds local pride

Increases livability and quality of life

Drives tourism (e.g., local, national, international)
Supports local businesses and organizations
Helps drive change or transformation

Is a trustworthy resource

Provides refuge or solace

Serves as a trusted resource on current issues
Other impact

| don’t believe it has any positive impact on my community

LaPlaca Cohen | Kelton 2017

N 5%
R 8y
N 39
N 4%
D 4%
N 29%
N 28,
N 23
D 23y
I 22

I (3%

I (2%

I (0%

1%

| i

0% 40%

Notes:

® Percentages represent top-two
box responses (“strongly agree”
and "somewhat agree”).

e  Percentages represent those who
have participated in the activity at
least once in the past year.

80%
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Digital Technology



5. Digital Technology

Preferred digital/non-digital experience

Art/design museum

Opera

Classical music

Ballet

Popular music

Musical

Play (non-musical)

Community festival/street fair

Science or technology museum,
natural history museum

Zoo, aquarium, botanical garden

Regional dance,
contemporary dance

LaPlaca Cohen | Kelton 2017

23%

38%

0.39

0% 20% 40%

0.53

0.54

An experience that integrates
digital technology

An experience that does not
integrate digital technology

B No preference/l prefer both

Note:

e Percentages represent those who
have participated in the activity
at least once in the past year.

60%
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5. Digital Technology

Appeal of a digital experience
Art/design museum

Gives me tools to access more detailed information _ 38%
e 32%

Helps me understand the content on a deeper level

Makes the activity feel new and innovative

Allows me to share my experience with
friends or family via email, social media, etc.

Personalizes the experience

Allows me to revisit the experience at a later date

Lets me consume information how | like to

Lets me view the content from other locations

Lets me interact with others virtually

Makes the activity more relatable to me

Makes everything easier

0% 29%

LaPlaca Cohen | Kelton 2017

Note:

e Percentages indicate those
who answered previously
that digital would enhance a
cultural activity.

90%

Culture Track 17
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5. Digital Technology

Appeal of a digital experience

Opera

Allows me to share my experience with
friends or family via email, social media, etc.

Lets me view the content from other locations
Gives me tools to access more detailed information
Makes the activity feel new and innovative

Helps me understand the content on a deeper level
Lets me interact with others virtually

Lets me consume information how | like to

Makes everything easier

Makes the activity more relatable to me

Allows me to revisit the experience at a later date
Personalizes the experience

Other

LaPlaca Cohen | Kelton 2017

Note:

e Percentages indicate those
who answered previously
that digital would enhance a
cultural activity.

90%

Culture Track 17
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5. Digital Technology

Appeal of a digital experience

Classical music

Helps me understand the content on a deeper level
Allows me to revisit the experience at a later date
Gives me tools to access more detailed information
Personalizes the experience

Lets me view the content from other locations

Lets me consume information how | like to

Makes the activity feel new and innovative

Allows me to share my experience with
friends or family via email, social media, etc.

Makes the activity more relatable to me
Makes everything easier
Lets me interact with others virtually

Other

LaPlaca Cohen | Kelton 2017

Note:

e Percentages indicate those
who answered previously
that digital would enhance a
cultural activity.

90%
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5. Digital Technology

Appeal of a digital experience

Ballet

Allows me to share my experience with
friends or family via email, social media, etc.

Makes everything easier

Personalizes the experience

Gives me tools to access more detailed information
Makes the activity feel new and innovative

Helps me understand the content on a deeper level
Makes the activity more relatable to me

Allows me to revisit the experience at a later date
Lets me interact with others virtually

Lets me view the content from other locations

Lets me consume information how | like to

Other

LaPlaca Cohen | Kelton 2017

D 25
N 23
D 2
N 22
D 22

% 29%

Note:

e Percentages indicate those
who answered previously
that digital would enhance a
cultural activity.

90%
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5. Digital Technology

Appeal of a digital experience

Popular music

Allows me to share my experience with
friends or family via email, social media, etc.

Gives me tools to access more detailed information
Makes the activity feel new and innovative

Allows me to revisit the experience at a later date
Lets me view the content from other locations
Personalizes the experience

Makes everything easier

Lets me consume information how | like to

Lets me interact with others virtually

Makes the activity more relatable to me

Helps me understand the content on a deeper level

T, o
B, 29

LaPlaca Cohen | Kelton 2017

% 25%

Note:

e Percentages indicate those
who answered previously
that digital would enhance a
cultural activity.

90%
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5. Digital Technology

Appeal of a digital experience

Musical

Allows me to share my experience with
friends or family via email, social media, etc.

Makes the activity feel new and innovative

Gives me tools to access more detailed information
Allows me to revisit the experience at a later date
Helps me understand the content on a deeper level
Personalizes the experience

Makes everything easier

Lets me view the content from other locations

Lets me consume information how | like to

Makes the activity more relatable to me

Lets me interact with others virtually

Other

LaPlaca Cohen | Kelton 2017

Note:

e Percentages indicate those
who answered previously
that digital would enhance a
cultural activity.

90%

Culture Track 17
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5. Digital Technology

Appeal of a digital experience

Play (non-musical)

Makes the activity feel new and innovative

Allows me to share my experience with
friends or family via email, social media, etc.

Allows me to revisit the experience at a later date
Helps me understand the content on a deeper level
Lets me view the content from other locations
Personalizes the experience

Gives me tools to access more detailed information
Lets me consume information how | like to

Makes the activity more relatable to me

Makes everything easier

Lets me interact with others virtually

Other

LaPlaca Cohen | Kelton 2017

Note:

e Percentages indicate those
who answered previously
that digital would enhance a
cultural activity.

90%

Culture Track 17
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5. Digital Technology

Appeal of a digital experience
Community festival/street fair

Allows me to share my experience with
friends or family via email, social media, etc.

Gives me tools to access more detailed information

Makes the activity feel new and innovative

Allows me to revisit the experience at a later date

Personalizes the experience

Lets me consume information how | like to

Helps me understand the content on a deeper level

Lets me view the content from other locations

Makes the activity more relatable to me

Makes everything easier

Lets me interact with others virtually

Other

LaPlaca Cohen | Kelton 2017

T, o
T 30

I 25
I 25
N 2,
I 23
D 22
D 22
I 22
D 22
D 2
N o

0% 25%

Note:

e Percentages indicate those
who answered previously
that digital would enhance a
cultural activity.

50%

Culture Track 17
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5. Digital Technology

Appeal of a digital experience

Science or technology museum, natural history museum

Gives me tools to access more detailed information

Helps me understand the content on a deeper level

Makes the activity feel new and innovative

Allows me to share my experience with
friends or family via email, social media, etc.

Personalizes the experience

Lets me consume information how | like to

Makes the activity more relatable to me

Allows me to revisit the experience at a later date

Lets me view the content from other locations

Lets me interact with others virtually

Makes everything easier

Other

LaPlaca Cohen | Kelton 2017

Note:

e Percentages indicate those
who answered previously
that digital would enhance a
cultural activity.

90%
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5. Digital Technology

Appeal of a digital experience
Zoo, aquarium, botanical garden

Gives me tools to access more detailed information

Allows me to share my experience with
friends or family via email, social media, etc.

Helps me understand the content on a deeper level

Makes the activity feel new and innovative

Personalizes the experience

Lets me consume information how | like to

Allows me to revisit the experience at a later date

Makes the activity more relatable to me

Lets me view the content from other locations

Makes everything easier

Lets me interact with others virtually

Other

LaPlaca Cohen | Kelton 2017

e 4
N 3
53
Y 1%
¥

I 26
N 1
I 23,
D 22
I 22
D 2
I 0%

0% 25%

Note:

e Percentages indicate those
who answered previously
that digital would enhance a
cultural activity.

90%

Culture Track 17
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5. Digital Technology

Appeal of a digital experience
Regional dance, contemporary dance

Allows me to share my experience with
friends or family via email, social media, etc.

Helps me understand the content on a deeper level

Allows me to revisit the experience at a later date

Lets me view the content from other locations

Makes the activity feel new and innovative

Lets me interact with others virtually

Gives me tools to access more detailed information

Lets me consume information how | like to

Makes everything easier

Makes the activity more relatable to me

Personalizes the experience

Other

LaPlaca Cohen | Kelton 2017

Note:

e Percentages indicate those
who answered previously
that digital would enhance a
cultural activity.

90%
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5. Digital Technology

Appeal of a non-digital experience

Art/design museum

Allows me to focus on the activity more

Feels more authentic

Allows me to connect to the content more

Makes me enjoy the activity more

Is more personal

Is simpler/less complicated

Lets me consume information how | like to

Allows me to disconnect

Allows me to interact more deeply with those around me

Other

LaPlaca Cohen | Kelton 2017
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25%

Note:

e  Percentages indicate those who
answered previously that digital
would not enhance a cultural
activity or had no preference.

90%
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5. Digital Technology

Appeal of a non-digital experience
Opera

Feels more authentic

R,
I, o
I
I, o
I,
I
-
I
I o+

activity or had no preference.

Makes me enjoy the activity more

Allows me to focus on the activity more

Is more personal

Allows me to disconnect

Allows me to connect to the content more

Is simpler/less complicated

Lets me consume information how | like to

Allows me to interact more deeply with those around me

0% 25% 50%
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5. Digital Technology

Appeal of a non-digital experience
Classical music

o
e o
Y
N
D -

Allows me to focus on the activity more

Makes me enjoy the activity more

Is simpler/less complicated

Is more personal

Allows me to disconnect

Lets me consume information how | like to

Allows me to interact more deeply with those around me

Note:

e  Percentages indicate those who
answered previously that digital
would not enhance a cultural
activity or had no preference.

0% 25% 50%
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5. Digital Technology

Appeal of a non-digital experience
Ballet

Allows me to focus on the activity more
Feels more authentic

Is more personal

Makes me enjoy the activity more

Allows me to connect to the content more
Is simpler/less complicated

Allows me to disconnect

Lets me consume information how | like to

Allows me to interact more deeply with those around me

Note:

e  Percentages indicate those who
answered previously that digital
would not enhance a cultural
activity or had no preference.

Other

0% 25% 90%
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5. Digital Technology

Appeal of a non-digital experience
Popular music

Feels more authentic

Y
T,
Y 4
.
N s
2o
I 25
N 23
I

Note: o
-g% " Porcentages indicate hose ahe

would not enhance a cultural

activity or had no preference.

Makes me enjoy the activity more

Allows me to focus on the activity more

Is simpler/less complicated

Is more personal

Allows me to disconnect

Allows me to connect to the content more

Allows me to interact more deeply with those around me

Lets me consume information how | like to

Other

0% 25% 90%
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5. Digital Technology

Appeal of a non-digital experience
Musical

Allows me to focus on the activity more
Feels more authentic

Makes me enjoy the activity more

Is more personal

Is simpler/less complicated

Allows me to connect to the content more
Allows me to disconnect

Lets me consume information how | like to

Allows me to interact more deeply with those around me

Note:

e  Percentages indicate those who
answered previously that digital
would not enhance a cultural
activity or had no preference.

Other

25% 90%
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5. Digital Technology

Appeal of a non-digital experience
Play (non-musical)

Allows me to focus on the activity more
Feels more authentic

Makes me enjoy the activity more

Allows me to connect to the content more
Is more personal

Is simpler/less complicated

Allows me to disconnect

Lets me consume information how | like to

Allows me to interact more deeply with those around me

Note:

e  Percentages indicate those who
answered previously that digital
would not enhance a cultura
activity or had no preference.

Other

0% 25% 90%
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5. Digital Technology

Appeal of a non-digital experience
Community festival/street fair

Feels more authentic

Allows me to focus on the activity more

Is more personal

Makes me enjoy the activity more

Allows me to interact more deeply with those around me
Is simpler/less complicated

Allows me to connect to the content more

Allows me to disconnect

Lets me consume information how | like to

Note:

e  Percentages indicate those who
answered previously that digital
would not enhance a cultural
activity or had no preference.

Other

0% 25% 90%
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5. Digital Technology

Appeal of a non-digital experience
Science or technology museum, natural history museum

Allows me to focus on the activity more

Feels more authentic

Makes me enjoy the activity more

Allows me to connect to the content more

Is simpler/less complicated

Lets me consume information how | like to

Allows me to interact more deeply with those around me
Is more personal

Allows me to disconnect

Note:

e  Percentages indicate those who
Other answered previously that digital
would not enhance a cultura

activity or had no preference.

0% 25% 90%
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5. Digital Technology

Appeal of a non-digital experience
Zoo, aquarium, botanical garden

Allows me to focus on the activity more

Makes me enjoy the activity more

Feels more authentic

Is simpler/less complicated

Is more personal

Allows me to connect to the content more

Allows me to interact more deeply with those around me
Lets me consume information how | like to

Allows me to disconnect

Note:

e  Percentages indicate those who
answered previously that digital
would not enhance a cultural
activity or had no preference.

Other

0% 25% 90%
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5. Digital Technology

Appeal of a non-digital experience
Regional dance, contemporary dance

Feels more authentic

-
&
I,
B, o
&
I, 0
I, o

Makes me enjoy the activity more

Allows me to focus on the activity more

Is more personal

Allows me to connect to the content more

Is simpler/less complicated

Allows me to disconnect

Allows me to interact more deeply with those around me

Lets me consume information how | like to

Note:

e  Percentages indicate those who
answered previously that digital
would not enhance a cultura
activity or had no preference.

Other

0% 25% 90%
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5. Digital Technology

Preferred digital tools

Art/design museum

Organization’s touch screen device
Personal touch screen device

Social media

Online search (e.g., Google, Wikipedia)
Virtual or augmented reality (VR, AR)
Cultural organization app on personal device
Streaming video

3D/4D film

Wearable technology

Online/video game

Other digital tool

No digital tools would enhance the activity

LaPlaca Cohen | Kelton 2017

N o1
N 23
D o3
N 21
I 20

0% 29%

Note:

e Percentages represent those
who have participated in the
activity at least once in the
past year.

90%
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5. Digital Technology

Preferred digital tools
Opera

socaimed | 22
Online search (e.g., Google, Wikipedia) _2|%
sweaningvico | 9
organizatons o sreen i 7%
Cultural organization app on personal device _ |B%
I
I 2%
Wearable technology _ ||%
[
I 10
¥
No digital tools would enhance the activity _29%

0% 29%

Personal touch screen device

Virtual or augmented reality (VR, AR)

3D/4D film

Online/video game

Other digital tool

LaPlaca Cohen | Kelton 2017

Note:

e Percentages represent those
who have participated in the
activity at least once in the
past year.

90%
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5. Digital Technology

Preferred digital tools
Classical music

Streaming video _ 22%
Online search (e.g., Google, Wikipedia) _ 20%
Social media _ |9%
Cultural organization app on personal device _ |4%

Personal touch screen device

Organization’s touch screen device

Virtual or augmented reality (VR, AR)

Wearable technology _|[]%
I
I
[
Note:
®* Percentages represent jchose
N s et

past year.
% 29% 90%

Online/video game
3D/4D film
Other digital tool

No digital tools would enhance the activity
0
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5. Digital Technology

Preferred digital tools
Ballet

—

Streaming video _ 2|%
Online search (e.g., Google, Wikipedia) _ |B%
Virtual or augmented reality (VR, AR) _ |3%
Cultural organization app on personal device _ ||%

Organization’s touch screen device
Personal touch screen device
3D/4D film

Online/video game

Wearable technology - 9%
7

Other digital tool

No digital tools would enhance the activity
0

%

LaPlaca Cohen | Kelton 2017

s

29%

Note:

e Percentages represent those
who have participated in the
activity at least once in the
past year.

90%
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5. Digital Technology

Preferred digital tools
Popular music

Social media

Streaming video

Online search (e.g., Google, Wikipedia)
Personal touch screen device

Virtual or augmented reality (VR, AR)
Wearable technology

Cultural organization app on personal device
Online/video game

Organization’s touch screen device

3D/4D film

Other digital tool

Note:
4 Pehrcehntages represerllt thol_s:e
.. . who have participated in the
No digital tools would enhance the activity _ 20% activity at Jeast once in the
past year.

0% 25% 90%
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5. Digital Technology

Preferred digital tools
Musical

Social media

Streaming video

Online search (e.g., Google, Wikipedia)
Virtual or augmented reality (VR, AR)
Personal touch screen device

Cultural organization app on personal device

Organization’s touch screen device

3D/4D film

Wearable technology _|2%
0
B 5.
[z
BA) Note:
4 Pehrcehntages rgRreser::It .thol_s:e
N i s would ntenc vy | 3375 T

past year.
0% 25% 90%

Online/video game

Other digital tool
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5. Digital Technology

Preferred digital tools
Play (non-musical)

socia e | 2’
Online search (e.g., Google, Wikipedia) _ 17%
seaning oo | 6%
Cultural organization app on personal device _ |2%
Personal touch screen device _ ”%
Wearable technology _ IU%
W
I %
I o
s
kY
Note:

®* Percentages represent jchose

Nodigtl ol ould ntancethoccrviy | 40 RS R

past year.
0% 29% 90%

Organization’s touch screen device

Virtual or augmented reality (VR, AR)

3D/4D film
Online/video game

Other digital tool
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5. Digital Technology

Preferred digital tools
Community festival/street fair

socaimec | 29
I o
I s
N 7

Online search (e.g., Google, Wikipedia)

Cultural organization app on personal device
Streaming video

Personal touch screen device

Organization’s touch screen device

Virtual or augmented reality (VR, AR)
Wearable technology

3D/4D film

Online/video game

Other digital tool

No digital tools would enhance the activity

LaPlaca Cohen | Kelton 2017

Note:

e Percentages represent those
who have participated in the
activity at least once in the
past year.

90%
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5. Digital Technology

Preferred digital tools

Science or technology museum, natural history museum

Organization’s touch screen device

Personal touch screen device

Virtual or augmented reality (VR, AR)

Online search (e.g., Google, Wikipedia)
Wearable technology

3D/4D film

Social media

Cultural organization app on personal device _2|%
Streaming video

Online/video game

Other digital tool

No digital tools would enhance the activity _ |4%

0% 25%

LaPlaca Cohen | Kelton 2017

Note:

e Percentages represent those
who have participated in the
activity at least once in the
past year.

90%
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5. Digital Technology

Preferred digital tools
Zoo, aquarium, botanical garden

S =
Online search (e.g., Google, Wikipedia) _2|%
Virtual or augmented reality (VR, AR) _ 19%
[
Cultural organization app on personal device _ |8%

3D/4D film

Streaming video

Online/video game

Other digital tool

Note:
4 Pehrcehntages represerllt thol_s:e
.. . who have participated in the
No digital tools would enhance the activity _ 20% activity at least ance in the
past year.

0% 29% 90%
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5. Digital Technology

Preferred digital tools
Regional dance, contemporary dance

Social media

Streaming video

Online search (e.g., Google, Wikipedia)
Cultural organization app on personal device
Virtual or augmented reality (VR, AR)
Organization’s touch screen device

Personal touch screen device

Wearable technology _ 14%

Online/video game

3D/4D film

Other digital tool

Note:
4 Pehrcehntages represerllt thol_s:e
. . .. ticipated in t
No digital tools would enhance the activity _ 22% ‘a’a\::tglit;vaet cast ance in the
past year.

0% 25% 50%
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5. Digital Technology

Preferred digital tools
Television program, film

— [
e

Social media

Online search (e.g., Google, Wikipedia)

D
N 22
I s
D 7

3D/4D film

Virtual or augmented reality (VR, AR)
Personal touch-screen device

Online/video game

Cultural organization app on personal device
Organization’s touch screen device
Wearable technology

Other digital tool

No digital tools would enhance the activity

LaPlaca Cohen | Kelton 2017

Note:

e Percentages represent those
who have participated in the
activity at least once in the
past year.

50%
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5. Digital Technology

Preferred digital tools
Public park

Social media

Online search (e.g., Google, Wikipedia)
Virtual or augmented reality (VR, AR)
Personal touch-screen device

Streaming video

Cultural organization app on personal device
Wearable technology

Online/video game

3D/4D film

Organization’s touch screen device

Other digital tool

Note:
e Percentages represent those
0 who have participated in the
past year.

No digital tools would enhance the activity
0

% 25% 50%
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5. Digital Technology

Digital tools used in the past year as part of a cultural activity

socal ot 2
Online search (e.g., Google, Wikipedia) _ 38%
My own touch screen device _ 3%
Streaming video _ 21%
Online/video game _ 20%
Onsite touch screen device _ 15%
Cultural organization’s app - 13%
Wearable technology - 1%
30/40 fim [ 11%

Virtual or augmented reality (VR, AR) - 10%
Other . 3%

| have not used any of these at _ 24Y,
a cultural activity in the past year 0

0% 25% 90% 75%
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5. Digital Technology

Digital tools used in the past year as part of a cultural activity
By generation

B Millennials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre-War (72+)

Social media

Online search (e.g., Google, Wikipedia)

My own touch screen device

Streaming video

Online/video game

Onsite touch screen device

0% 25% 90% 75%
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5. Digital Technology

Digital tools used in the past year as part of a cultural activity continued
By generation

: B Millennials (20-35)
’ B Baby Boomers (53-71)
0
Iz Pre-War (72+)

Th

I
]

2%

Cultural organization’s app

Wearable technology

N %

6%

D 5
. 10%
3/4D film ST

2%

D 1%

9%

Virtual or augmented reality (VR, AR) e
0
%

B 3%
%
%%
2%

2%
22%

- [¥

Other

| have not used any of these at

a cultural activity in the past year
66%

0% 25% 90% 75%
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5. Digital Technology

Use of program at least once a week

Facebook

YouTube

Instagram

40%

30%

Twitter

33%

Pandora

Pinterest

32%
3%

Snapchat

20%

Spotify

LinkedIn

19%

0% 50%

LaPlaca Cohen | Kelton 2017

100%
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5. Digital Technology

Use of program at least once a week
By generation

B Millennials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre War (72+)

Facebook

YouTube

Instagram

Twitter

Pandora

Pinterest

Snapchat

Spotify

LinkedIn

0% 90% 100%
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5. Digital Technology

Use of other programs at least once a week

Weather apps

Streaming video apps
(e.g., Netflix, Hulu)

Shopping apps (e.g., Amazon, Gilt)

Map apps
(e.g., Google Maps, Apple Maps)

Payment apps (e.g., Venmo, PayPal)

Recommendation apps
(e.g., Yelp, TripAdvisor)

Ride sharing apps
(e.g., Uber, Lyft, Via)

Dating apps (e.g., Tinder, OkCupid)

LaPlaca Cohen | Kelton 2017

23%

5%

13%

0% 25%

32%

2l%

49%

90%

0%

68%

75%
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5. Digital Technology

Use of other programs at least once a week
By generation

R 1 B Millennials (20-35)
| -

L T T Tt M Gen X (36-52)

' B Baby Boomers (53-71)

Pre War (72+)
Streaming video apps

(e.g., Netflix, Hulu)
Shopping apps (e.g., Amazon, Gilt)

Map apps
(e.g., Google Maps, Apple Maps)

Payment apps (e.g., Venmo, PayPal)

Recommendation apps
(e.g., Yelp, TripAdvisor)

Ride sharing apps
(e.g., Uber, Lyft, Via)

2%

Dating apps (e.g., Tinder, OkCupid) sy

0% 25% 50% 75%
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5. Digital Technology

Use of VR, Al, and other technology in the past year

Artificial intelligence
(e.g., Amazon Echo,
Google Home, Apple Siri)

24%

Wearable technology

2%

Virtual or Augmented Reality

0
(VR. AR) I
3D/4D film 15%
None of these 52%
0% 50% 100%
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5. Digital Technology

Use of VR, Al, and other technology in the past year
By generation

B Millennials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre War (72+)

Artificial intelligence
(e.g., Amazon Echo,
Google Home, Apple Siri)

Wearable technology

Virtual or Augmented Reality
(VR, AR)

- [
3D/4D film '

None of these

4%
89%

0% 20% 40% 60% 80%
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Information Sources



6. Information Sources

Information sources for cultural activities
(non-advertisements)

Broadcast Television

69%

Radio

68%

Daily newspapers

02%

al%

Sunday newspaper

Brochures and mailings from cultural organizations

49%

42%

National magazines

36%

Specialty or trade magazines

36%

Regional magazines

Podcast 0
SZA] Note:
* Percentages represent top-
two box responses ("often”
0% 25% 50% 75% and “sometimes").
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6. Information Sources

Information sources for cultural activities (non-advertisements)
By generation

79 B Millenials (20-35)
Br0a A Tellvision S (%) | B Gen X (36-52)
45% B Baby Boomers (53-71)

Pre-War (72+)
Radio

Daily newspapers

Sunday newspaper

Brochures and mailings from cultural organizations

51%
National magazines

Specialty or trade magazines

Regional magazines

Podcast

Note:
¢ Percentages represent top-
two box responses ("often”

0% 25% 50% 75% and “sometimes”).

LaPlaca Cohen | Kelton 2017 Culture Track ‘17 156



6. Information Sources

Information sources for cultural activities (non-advertisements)

By race/ethnicity

Broadcast Television

Radio

Daily newspapers

Sunday newspaper

Brochures and mailings from cultural organizations
National magazines

Specialty or trade magazines

Regional magazines

Podcast

LaPlaca Cohen | Kelton 2017

B Caucasian Non-Hispanic
B African American
B Hispanic
Asian
B Other

Note:
e Percentages represent top-

two box responses ("often”
and "“sometimes”).
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6. Information Sources

Online information sources for cultural activities (hon-advertisements)

63%

Friends’ posts on social media

Cultural organizations’ posts on social media

03%

Media and entertainment websites (e.g., Buzzfeed)

49%

45%

Email newsletters from cultural organizations

43%

Cultural organization websites

4%

Online communities (e.g., Reddit)

40%

Online newspaper and magazine websites

Personal blogs (e.g., Tumblr, Medium) 35%
Note:
* Percentages represent top-

two box responses ("often”

0% 25% 50% 75% and “sometimes”).
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6. Information Sources

Online information sources for cultural activities (non-advertisements)
By generation

8% B Millenials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre-War (72+)

Friends’ posts on social media

Cultural organizations’ posts on social media

Media and entertainment websites (e.g., Buzzfeed)

Email newsletters from cultural organizations

52%
Cultural organization websites

Online communities (e.g., Reddit)

Online newspaper and magazine websites

n 50%
Personal blogs (e.g., Tumblr, Medium) 3%
Note:
* Percentages represent top-
two box responses ("often”
0% 25% 50% 75% and “sometimes").
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6. Information Sources

Online information sources for cultural activities (hon-advertisements)
By race/ethnicity

il R Crcasan Mo ipani

Friends’ posts on social media 74% B African American
e 7y M Hispanic
Asian

. . . % ™ Other
Cultural organizations’ posts on social media 9 !

64%

98%
60%

Media and entertainment websites (e.g., Buzzfeed)

Email newsletters from cultural organizations
Cultural organization websites

Online communities (e.g., Reddit)

I
e ——————— .
Online newspaper and magazine websites %

- ___________________| 44“/46%
0

0

Personal blogs (e.g., Tumblr, Medium) i —— 10%
——— 3%

44%
46% Note:

¢ Percentages represent top-
two box responses ("often”

0% 25% 50% 75% and “sometimes”).
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6. Information Sources

Information sources for cultural activities (advertisements)

Social media advertisements
(e.g., on Facebook feed)

Radio advertisements

Print advertisements
(e.g., in a newspaper or magazine)

Outdoor advertisements
(e.g., billboard, transit posters)

Other online advertisements
(e.g., on websites, before online videos)

Music streaming advertisements
(e.g., on Spotify, Pandora)

Advertisements on podcasts

LaPlaca Cohen | Kelton 2017

43%

30%

0% 25% 50%

96%

96%

04’

02%

a0%

Note:

* Percentages represent top-
two box responses ("often”

75% and “sometimes”).
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6. Information Sources

Information sources for cultural activities (advertisements)

By generation

Social media advertisements
(e.g., on Facebook feed)

Radio advertisements

Print advertisements
(e.g., in a newspaper or magazine)

Outdoor advertisements
(e.g., billboard, transit posters)

Other online advertisements
(e.g., on websites, before online videos)

Music streaming advertisements
(e.g., on Spotify, Pandora)

Advertisements on podcasts
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B Millenials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre-War (72+)

Note:

¢ Percentages represent top-
two box responses ("often”
and “sometimes”).

% 25% 75%

90%
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6. Information Sources

Information sources for cultural activities (advertisements)

By race/ethnicity

Social media advertisements
(e.g., on Facebook feed)

Radio advertisements

Print advertisements
(e.g., in a newspaper or magazine)

Outdoor advertisements
(e.g., billboard, transit posters)

Other online advertisements
(e.g., on websites, before online videos)

Music streaming advertisements
(e.g., on Spotify, Pandora)

Advertisements on podcasts
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61%

59%

B Caucasian Non Hispanic
B African American
B Hispanic
Asian
0 Other

Note:
* Percentages represent top-

two box responses ("often”
and "“sometimes”).
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Loyalty

LaPlaca Cohen | Kelton 2017 Culture Track ‘17 164



7. Loyalty

Definition of loyalty to an organization or company

Buying the products or services it sells
Recommending it to friends and/or family

Visiting or participating in it frequently

Being part of a loyalty program
(e.g., membership, subscription)

Life-long interest in or relationship with it

Choosing that organization
or company over a similar one

Making a donation to it
Volunteering my time to it
Affinity to its values or beliefs
Engaging with it on social media

Other
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80%
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7. Loyalty

Definition of loyalty or an organization
or company

M Millennials (20-35)

. . . 0 M Gen X (36-52)
Buying the products or services it sells dN7g% B Baby Boomers (53-71)

. Pre-War (72+)
Recammending t o riends andorfaily | ——
0

Visiting or participating in it frequently

64%
0

Being part of a loyalty program
(e.g., membership, subscription)

Life-long interest in or relationship with it

Choosing that organization
or company over a similar one

Making a donation to it

Volunteering my time to it

Affinity to its values or beliefs dm%
_ o _ _ qmﬁ
Engaging with it on social media

_ 22%

Other M/"‘y

0% 20% 40% 60% 80%

2%
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7. Loyalty

Organizations or companies most loyal to

ey T s
(e.g., a specific coffee shop or restaurant) 58%1
Rotail (.2, clothing storc) | 437%
s |
coss | -

Media organizations (e.g., specific TV
networks, streaming services, websites)

Educational organizations or institutions
Credit cards
Political parties or organizations

Arts and cultural organizations

Airlines

rness | 20°
(e.g., a specific gym or yoga studio) 20%
Other . 4%

0% 20% 40% 60% 80%
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7. Loyalty

Organizations or companies most loyal to

M Millennials (20-35)

3% M Gen X (36-52)
Food and beverage (e.g., a specific 60% M Baby Boomers (53-71)

coffee shop or restaurant) e 58 Pre-War (72)
48%
_%
: : 50%
Retail (e.g., clothing store) 15
40%
5%
ey ___—m
41%
n
43%
Banks 7%
58%
D
Media organizations (e.g., specific TV 38%
networks, streaming services, websites) 33
26%
36%
Educational organizations or institutions 39%
(e.g., schools, universities) 36%
39%
0% 20% 40% 60% 80%
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7. Loyalty

Organizations or companies most loyal to

32%

B 34%

Credit cards
53%

24%

Political parties or organizations n
0

46%

29%
PR 30%
24%

24%
26%
3%
34%
20%

R 3%
1%

Arts and cultural organizations

Airlines

Fitness (e.g., a specific gym or yoga studio)

2%

%

Other 8

10%

0% 20% 40% 60%
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M Millennials (20-35)

M Gen X (36-52)

M Baby Boomers (53-71)
Pre-War (72+)

80%
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7. Loyalty

Motivators for loyalty to an organization or company

Trustworthiness

Consistent quality

Quality of customer service

Reputation

Discounts

Unique benefits or rewards

Personalized experience

Shared values

Content/products

Ease of use

They are essential to my life and/or community
Regularly offering new products/services
Friends or family are also loyal

Exclusive access

Social media

No other option like it
Marketing/advertising

Other

Nothing motivates me to be loyal

LaPlaca Cohen | Kelton 2017

O 519

e — 579
T — 5hY

T 50%
7%
R — 43%
N — 429
1%
1%

I — 39%
I 299%
I, 75%
I 22%
IR (9%

IR (5%

I (4%

I (3%

1%

H2%

0% 20% 40%

60%

80%
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7. Loyalty

Organizations or companies most loyal to
By generation

B Millennials (20-35)

B Gen X (36-52)

M Baby Boomers (53-71)
Pre-War (72+)

Trustworthiness

Consistent quality

Quality of customer service

Reputation

Discounts

Unique benefits or rewards

Personalized experience 0
46% 569,
Shared values
Content/products
0% 20% 40% 60% 80%
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7. Loyalty

Organizations or companies most loyal to continued
By generation

B Millennials (20-35)

B Gen X (36-52)

M Baby Boomers (53-71)
Pre-War (72+)

Ease of use

They are essential to my life and/or community

Regularly offering new products/services

My friends or family are loyal to
the same organization or company

Exclusive access

Social media

No other option like it

Marketing/advertising

Other

Nothing motivates me to be loyal
to an organization or company 2A4%

0% 20% 40% 60% 80%
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7. Loyalty

Acts of loyalty to an organization or company in the past year

Buying the products or services it sells

T o
I, s
I,
i
I

Recommending it to friends and/or family

Visiting or participating in it frequently

Being part of its loyalty program
(e.g., membership, subscription)

Choosing that organization or company over a similar one

Life-long interest in or relationship with it

Making a donation to it

Engaging with it on social media

Volunteering my time to it

None of the above . 4%

0% 20% 40% 60% 80%
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7. Loyalty

Acts of loyalty to an organization or company in the past year
By generation

M Millennials (20-35)

B Gen X (36-52)

M Baby Boomers (53-71)
Pre-War (72+)

Buying the products or services it sells

Recommending it to friends and/or family

Visiting or participating in it frequently

Being part of its loyalty program
(e.g., membership, subscription)

Choosing that organization or company over a similar one

Life-long interest in or relationship with it

Making a donation to it

Engaging with it on social media

Volunteering my time to it

None of the above 497

8%
0% 20% 40% 60% 80%
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7. Loyalty

Number of cultural organizations loyal to

B

Opera

Ballet

Classical music

Regional dance, contemporary dance

Art/design museum

Play (non-musical)

Musical

Science or technology museum, natural history museum

Zoo, aquarium, botanical garden

Popular music
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7. Loyalty

Number of cultural organizations loyal to
By generation

B Millennials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre-War (72+)

Opera

Ballet

Classical music

Regional dance, contemporary dance

Art/design museum

Play (non-musical)

Musical

Science or technology museum, natural history museum

.4

Zoo, aquarium, botanical garden 13

Popular music

o
N
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7. Loyalty

Benefits of a cultural loyalty program

Made me feel like my money was going to a good cause
Encouraged me to experience new things

Had entry deals or benefits

Provided discounts to stores, restaurants, bars, etc.
Gave me the ability to bring guests with me

Helped me avoid the crowds

Offered discounts from gift shop

Provided exclusive members-only activities

Gave me opportunities to socialize with others

Also gave me access to other organizations

Offered a tailored/personalized experience

Provided behind-the-scenes information

Simplified my planning

Provided follow up information

Other

LaPlaca Cohen | Kelton 2017

e, 38y
N 34%
N 34
. 31%
N 31%
N 27
D 22
N 21
D (9%
D 7
D (6%
D 6%

D (4%

I (3%

5%

29%

90%
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7. Loyalty

Benefits of a cultural loyalty program
By generation

S 5o, W Millennials (20-35)

i i 38% B Gen X (36-52)
Made me feel like my money was going to a good cause _
e my ywasgoingloag v 4% B Baby Boomers (53-71)

Sl Pre-War (72+)
D — 0%

0

37%
SR 339

33%

Had entry deals or benefits 95%

24%

SR 2%
- KA
Y 31%

Provided discounts to stores, restaurants, bars, etc.
29%

30%
]

Gave me the ability to bring guests with me 30%

2%

21%
e —

Helped me avoid the crowds 9%

28%

. . 24%
Offered discounts from gift shop D %
5%

0% 25% 50%

LaPlaca Cohen | Kelton 2017 Culture Track ‘17 178



7. Loyalty

Benefits of a cultural loyalty program continued

By generation

Provided exclusive members-only activities e (9%

Gave me opportunities to socialize with others
Also gave me access to other organizations
Offered a tailored/personalized experience
Provided behind-the-scenes information
Simplified my planning

Provided follow-up information

Other S

0% 25%
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B Millennials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre-War (72+)

50%
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7. Loyalty

Number of loyalty programs a part of
Art/design museum

75%
0
64%
50%
0
0 Note:
7A] 6% e Percentages represent those
who have participated in the
past year.
0%
0 I 2 3+
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7. Loyalty

Number of loyalty programs a part of
Opera

75%
02
50%
25% 23%
5%
10%

Note:

e Percentages represent those
who have ?articipated in the
activity at least once in the
past year.

0%
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7. Loyalty

Number of loyalty programs a part of
Classical music

75%
0
66%
50%
25%
0
19%
0
7% 8 A] Note:

e Percentages represent those
who have participated in the
past year.

0%
0 I 2 3+
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7. Loyalty

Number of loyalty programs a part of
Ballet

75%
0
9%
50%
25%
0
19%
0
13%
0
gA] Note:

e Percentages represent those
who have participated in the
activity at least once in the
past year.

0%
0 I 2
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7. Loyalty

Number of loyalty programs a part of
Popular music

75%
61%
50%
25% 22%
10%
7% Note:
® Percentages represent those
- who have ?art cipated in the
activity at least once in the
past year.
0%
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7. Loyalty

Number of loyalty programs a part of
Musicals

75%
0
62%
50%
25%
20%
0
0
12%
Note:
6% e Percentages represent those
who have participated in the
_ activity at least once in the
past year.
0%
0 I 2
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7. Loyalty

Number of loyalty programs a part of
Plays (non-musical)

75%
0
68%
50%
25%
0
7%
8% 7% Note:
e Percentages represent those
- who have participated in the
- activity at least once in the
past year.
0%
0 I 2 3+
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7. Loyalty

Number of loyalty programs a part of
Community festivals/street fairs

75% 7'%

50%

25%

7%

8%

0%
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4%
I
3+

Note:
e P tages rep

activity a
past year.
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7. Loyalty

Number of loyalty programs a part of
Science or technology museums, natural history museums

75%
63%
50%
25%
° 2%
9%
0 0 :
7A IO\I‘)t?erc nta es rep ttho
activ ty atle e in th
past year.

0%
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7. Loyalty

Number of loyalty programs a part of
Zoo, aquarium, botanical garden

75%
a2%
50%
0
o 29%
4%
8% Note:
* Percentages represent those
who ha e ?a rtici pate::ln ththe
- pca:tSt ;Za :
0%
0 0 I 2 3+

LaPlaca Cohen | Kelton 2017 Culture Track 17 189



7. Loyalty

Number of loyalty programs a part of
Regional dance, contemporary dance

75%

60%

50%

25%

22%

10%

8%

0%
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Note:

* Percentages represent those
who ha e ?a rtici pated the
activity at e in th
past year.
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7. Loyalty

Number of loyalty programs a part of
Television program, film

75%
0
83%
50%
0
25% 23%
0
0
12% 3%
Note:
® Percentages represent those
who have art icipated in the
activity at east once in the
past year.
0%
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8. Charitable Giving

Number of organizations or causes donated to per year

5%

24%

23%

22

6%

25%

LaPlaca Cohen | Kelton 2017

Notes:

* Percentages indicate only those who
have donated money to an
organization or cause in the past year.

50% e Mean = 4.3 organizations.
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8. Charitable Giving

Number of organizations or causes donated to per year
By generation

4-5
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S o1

2%

Th

e —
I 7
] o0

8%

A

28%

o 22

1%

S — o
- [Z
e s

28%

I
I 2
[

0% 25%

36%

B Millennials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre-War (72+)

Note:

* Percentages indicate only those
who have donated money to
organizations or causes in the

50% past year.
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8. Charitable Giving

Number of organizations or causes donated to per year continued
By frequency of participation

B 0 activities per month

M | activity per month

B 2 activities per month
3+ activities per month

23% Note:
* Percentages indicate only those
who have donated money to
organizations or causes in the

0% 25% 50% past year.
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8. Charitable Giving

Causes or types of organizations donated to

Children

Religion

Health

Animal welfare
Education

Disaster and humanitarian relief
Community

Poverty alleviation
Social services

Human rights

Culture

Environment

Political

Equality

Science and technology
Economic empowerment

Other
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O — 429
o 36%
T — (Y
e — 527
28
28
e — 7%
I 21 %
I 21 %
I 20%
I (8%
I (7%

I (6%

I (2%

A (1%

I 7%

B 7%

0% 30%

Note:
[ )

Percentages indicate only those

who have donated money to
organizations or causes in the

60% past year.
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8. Charitable Giving

Causes or types of organizations donated to

By generation

Children
Religion
Health

Animal welfare
Education

Disaster and humanitarian relief

0%
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36%

29%
38%

40%

B Millennials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre-War (72+)

61%

Note:

* Percentages indicate only those
who have donated money to
organizations or causes in the

60% past year.
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8. Charitable Giving

Causes or types of organizations donated to continued
By generation

B Millennials (20-35)

M Gen X (36-52)

M Baby Boomers (53-71)
43% Pre-War (72+)

Community

Poverty alleviation

30%

Social services

Human rights

Culture

Environment

Note:

* Percentages indicate only those
who have donated money to
organizations or causes in the

0% 20% 40% 60% past year.
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8. Charitable Giving

Causes or types of organizations donated to continued

By generation

Political

Equality

Science and technology

Economic empowerment

[
- [
Y 19

23%

S 4
7
L [

10%

7%
9%
BN 7%

%

D 2
-
_

Th

-3%

o —
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3%

0% 20%

40%

B Millennials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre-War (72+)

Note:

* Percentages indicate only those
who have donated money to
organizations or causes in the

60% past year.
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8. Charitable Giving

Amount of money donated to organizations or causes

$100 o less 24%
$101-$400 29
$401-$1,000 25%
$1,001-$1,500 5%
$1,501+ 21%

Notes:

¢ Percentages indicate onl
those who have donate
money to organizations or

13% 27% 40% causes in the past year.

e Mean = $1,361
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8. Charitable Giving

Amount of money donated to organizations or causes
By generation

B Millennials (20-35)
Bl Gen X (36-52)

$100 or less M Baby Boomers (53-71)
Pre-War (72+)
$101-$400
$401-$1,000
$1,001-$1,500
10%
$1,501+

3% Note:
e Percentages indicate onl
those who have donate

money to organizations or
20% 40% causes in the past year.
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8. Charitable Giving

Amount of money donated to organizations
By race/ethnicity

$100 or less

$101-$400

$401-$1,000

$1,001-$1,500

$1,501+

LaPlaca Cohen | Kelton 2017

3%
Y 3%
26%

3%

30%
[}
23%

3%

3%

o, 25t
s 20%

3l%

8%
%
5%
3%

S 3%
r 25%

1%

1%

18%
A (0%
20%

B Caucasian/Non-Hispanic
B African American
B Hispanic
Asian
I Other

Note:

¢ Percentages indicate onl
those who have donate
money to organizations or
causes in the past year.
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8. Charitable Giving

Perception of greatest source of financial
support for cultural organizations

Individual donations

Membership or subscription dues

6%

Foundations

5%

14%

Admission fees

12%

Corporate sponsors

Th

City or local government

Federal government 6%

State government - 4%
N

% 10% 20%

Other
0
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8. Charitable Giving

Perception of greatest source of financial
support for cultural organizations
By generation

Individual donations

Government

Membership or subscription dues

Foundations

Admission fees

Corporate sponsors

Other

LaPlaca Cohen | Kelton 2017

R g
T
ey 26%
26%
2

- |G
7

21%

10%
e — 5

(7%

5%
A, 45
20%
7%
T 15

10%

10%
(0%

18%

19%

N 3%
I 3
2%
4%

0% 10% 20%

B Millennials (20-35)

B Gen X (36-52)

M Baby Boomers (53-71)
Pre-War (72+)

30%
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8. Charitable Giving

Motivators for donating to a cultural organization

Believe in its cause, purpose, or mission

Want to give back to the community

Value the impact it makes on the local community

Value the impact it makes on the world

Admire the organization

Am aware that it needs my financial support to exist

Want to support artists, creators, and/or makers

Feel that | have personally benefitted from the organization

Find its content compelling

Am worried that its funding is decreasing
(from individuals, government, foundations, etc.)

Have friends or family who have donated

Am inspired by its advertising/marketing campaign
Know someone who works there

Want public recognition of my gift

Other (please specify)

LaPlaca Cohen | Kelton 2017

I 537
I 5%
N 51%
N 51%
I 50%

D 15y
D 45
D 1%
N 37%
I 30%
1%
I (8%

 Iuz

 Iuz

1%

0% 25% 90%

75%

Note:

* Percentages indicate only those

who have donated money to
culture in the past year.

100%
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8. Charitable Giving

Motivators for donating to a cultural organization
By generation

Beliova i s e, PUrpose,or mission e
0

88%

Want to give back to the community
88%

Value the impact it makes on the local community

75%
Value the impact it makes on the world
Admire the organization

75%
Am aware that it needs my financial support to exist
Want to support artists, creators, and/or makers
Feel that | have personally benefitted from the organization

63%
0% 25% 90% 75%
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B Millennials (20-35)

B Gen X (36-52)

B Baby Boomers (53-71)
Pre-War (72+)

Note:

* Percentages indicate only those

who have donated money to
culture in the past year.

100%
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8. Charitable Giving

Motivators for donating to a cultural organization continued
By generation

I 3% M Millennials (20-35)
Find its content compelling 29% 0 = g:z ;(B(:fr;zfz 5371
0% Pre-War (72+)

Am worried that its funding is decreasing “
(from individuals, government, foundations, etc.) 35%

38%
I 0%
Have friends or family who have donated
13%
Am inspired by its advertising/marketing campaign
Know someone who works there
Want public recognition of my gift
Other (please specify) B Note:
* Percentages indicate only those
who have donated money to
0% 05 50% 75% (00% culture in the past year.
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8. Charitable Giving

Reasons for donating to causes other than culture

Cultural organizations don’t have the same
level of impact on the community or world

20%

| only give to one cause (not culture)

20%

Cultural organizations don’t have
personal importance to me

22%

The taxes | pay already
support cultural organizations

2%

Cultural organizations don’t need the funding

Other 2|%
Note:
* Percentages indicate only those
who have donated money to an
organization or cause in the past

0% 25% 50% year that isn't culture.
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8. Charitable Giving

Reasons for donating to causes other than culture
By generation

B Millennials (20-35)

O — B Gen X (36-52)

19% . Pre-War (72+)
0
25%

N 21%

(4%

S 244
Cultural organizations don’t have _2[]%
personal importance to me [ 21%

23%

e, s

18%

Cultural organizations don’t have the same
level of impact on the community or world

| only give to one cause (not culture)

The taxes | pay already

support cultural organizations
25%

A 13
. , . 8%
Cultural organizations don’t need the funding 1%

%

5%
8%
e, 2 Notes

18% * Percentages indicate only those
who have donated money to an
organization or cause in the past

0% 25% 50% year that isn't culture.

Other
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9. Corporate Sponsorship

Awareness of corporate sponsorships in cultural activities

® VYes
® No

43%

ol %
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9. Corporate Sponsorship

Awareness of corporate sponsorships in cultural activities

By generation

45%

45%
Yes

34

6I%

0% 25% 50%
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66%

B Millennials (20-35)

B Gen X (36-52)

I Baby Boomers (53-71)
Pre-War (72+)

75%
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9. Corporate Sponsorship

Awareness of corporate sponsorships in cultural activities
By income level

B Income <$50k
B Income >$50k

Yes
49%

65%

0% 25% 50% 75%
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9. Corporate Sponsorship

Perceptions of corporate sponsorships of cultural activities

Think highly of corps. that support cultural orgs.

Feel good about doing business
with corps. that support cultural orgs.

More likely to purchase from
corps. that support cultural orgs.

I remember a corp.’s sponsorship later

More likely to listen to
corp.’s message if it supports culture

Sponsorships are just marketing tactics

Corps. should prioritize other causes

| am indifferent about sponsorships

No one benefits from sponsorships

LaPlaca Cohen | Kelton 2017

08%

08%

0%

00%

46%

43%

4%

30%

20%

Note:

* Percentages represent top-
two box responses (“agree”

30% 60% and “somewhat agree”)
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9. Corporate Sponsorship

Perceptions of corporate sponsorships of cultural activities

By generation

Think highly of corps. that support cultural orgs.

Feel good about doing business
with corps. that support cultural orgs.

More likely to purchase from
corps. that support cultural orgs.

| remember a corp.’s sponsorship later

More likely to listen to
corp.’s message if it supports culture

Sponsorships are just marketing tactics
Corps. should prioritize other causes
| am indifferent about sponsorships

No one benefits from sponsorships

LaPlaca Cohen | Kelton 2017

B Millenials (20-35)
B Gen X (36-52)

B Baby Boomers (53-71)

Pre-War (72+)

Note:

e Percentages represent top-
two box responses (“agree”
and "somewhat agree”)
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9. Corporate Sponsorship

Perceptions of corporate sponsorships of cultural activities
By income level

B Income <$50k

Think highly of corps. that support cultural orgs. N Incomg >$50k

Feel good about doing business
with corps. that support cultural orgs.

More likely to purchase from
corps. that support cultural orgs.

| remember a corp.’s sponsorship later

More likely to listen to
corp.’s message if it supports culture

Sponsorships are just marketing tactics

Corps. should prioritize other causes

| am indifferent about sponsorships

No one benefits from sponsorships

Note:

e Percentages represent top-
two box responses (“agree”

0% 30% 60% and “somewhat agree”)
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9. Corporate Sponsorship

Effect of corporate sponsorships or partnerships on
decision to participate in cultural activities

@ Positively
@ Negatively
Neutral
@ It depends on the corporation

30%

3

A%
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9. Corporate Sponsorship

Effect of corporate sponsorships or partnerships on
decision to participate in cultural activities

0 B Millennials (20-35)
b B Gen X (36-52)
B Baby Boomers (53-71)

Positively Pre-War (72+)

8%

- B
N

%
2h

Negatively

Neutral

48%
0%

28%

It depends on the corporation
21%

3%

0% 25% 90%
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Tracking Questions



Tracking Questions

Participation

Historic attractions

Botanic gardens,
Z00s, aquariums

Science museums
History museums
Art museum

Art galleries
Musical theater
Dramatic theater
Classical music
Jazz music
Children’s museums
Modern dance
Classical dance

Opera

LaPlaca Cohen | Kelton 2017

at least once in past year

A %
O — 2o

AN 79%%
e, 79%

2%

2%

|}
Y 539

N 52
N 539

A 9%
o 5%

iy
O — 8%

4%

|l|

39%

3%
30%

||

26%

R 5
I 24%

LI

2%

0% 90%

H 201
M 2017

100%
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Tracking Questions

More frequent participation compared to last year

o N (' m 201l
RS ToriC a0 S 5 W 2017

Botanic gardens, _wﬁ
Z00s, aquariums 7%
- I |
S CICe MU S

. [
i tory e Rl 1

. I |/
Children’s MmUSeUmS .

I ([
ATt MU e N 0/

..
At galleries R

: ]
Dramatic theater :g;ﬁ

| I |
Musical theater B 0%

. I ;'
Jazz music o 1

[ 5
¥

I, 74
I 7%

Classical music
Modern dance

Classical dance

A, 7
I 6Y%

0% 10% 20% 30%

Opera
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Tracking Questions

Number of cultural activities attended per month

H 20|
M 2017
21%
None
28%
ol%
[-2
9%
2%
3+
23%
0% 20% 40% 60% IO\kl,\::leezan = 1.9 activities
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Tracking Questions

Membership to art museums or other visual arts organizations

Hl 201

N 49, W 2017
4%

B

I

[
-2
[
o | 5
Have been in

0
the past, but not now _ 24%

0% 40% 80%

3-5
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Tracking Questions

Subscriptions to performing arts organizations

H 2011

) '4% W 2017
3%

5%

B -
-2
_[Z
o | 5o
Have been in

0
the past, but not now _IEM]

0% 40% 80%
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Tracking Questions

Plan to donate to cultural organizations in the next year

20
M 2017

6/%

Yes

A%

0% 40% 80%
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Tracking Questions

Motivators for donating to cultural organizations

Supporting a particular
organization | get much enjoyment from

Supporting a particular
organization | feel benefits the community

Supporting the arts is important to me

Orgs. face funding challenges when
the economy is not as strong, and | want to help

Tax deductibility of my contribution

Wanting to help an
organization achieve its artistic potential

The benefits | receive
in exchange for my contribution

4%
Leaving a legacy _ 3%

Oth
By

0% 40%

LaPlaca Cohen | Kelton 2017

H 2011
M 2017

Note:

e Percentages represent those who
have indicated they plan on
making a charitable contribution
to a cultural organization.

80%
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