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What are we selling?

Free
Illuminating
Incomprehensible
Brings baggage
Transcendent



Spoiler alert



1. Ways of seeing





2. Job to be done



A new profi ling tool that 
divides the population 

into 10 segments 
based on their 

arts and cultural 
engagement 

behaviours

Find out more about 
Audience Spectrum at 

audiencefi nder.org/spectrum

Up Our Street
Engagement rank 7 

Reasonably comfortably off households, occasional 
audiences for popular arts & entertainment, museums and 
heritage sites.

Facebook Families
Engagement rank 8

Harder pressed suburban and semi-urban households for 
whom arts and culture plays a small role.

Kaleidoscope Creativity 
Engagement rank  9

Urban and culturally diverse, their arts and cultural activity 
happens in their community and outside and mainstream.

Heydays
Engagement rank  10

Older people who fi nd it harder to access the arts and 
cultural activities that they used to enjoy.

 

Higher
engaged  58%*

Lower
engaged  14%*

Metroculturals
Engagement rank 1

Highly engaged prosperous liberal urbanites, 
with wide range of arts and cultural interests.

Commuterland Culturebuffs
Engagement rank 2

Affl uent suburban and greenbelt consumers of 
culture as part of their social lives.

Experience Seekers
Engagement rank 3

Diverse urban audiences, students and recent 
graduates into a variety of cultural events.

Dormitory Dependables
Engagement rank 4

Regular but not frequent attenders living in city 
suburbs and small towns.

Trips & Treats
Engagement rank 5 

Suburban households often with children for 
whom occasional arts and cultural activities from 
a day out or a treat.

Home & Heritage
Engagement rank 6

Conservative and mature households who have a 
love of the traditional.

Engagement rank - The relative rank for each segment based on visits to performing arts, museums and galleries from 1 most engaged to 10 least engaged segment.
* Visits to Performing Arts - Based on the Audience Finder Big Data set containing more than 11.5 million transactions nationally.
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3. Abundance



S W

O T





4. Retail









5. Everyone is an artist







Design thinking Account planning



1. Escape your own perspective 

2. Consider what jobs culture can do 

3. Respond to abundance 

4. Rethink physical spaces 

5. Invite everyone to be a creator



Thank you. 
@andrewsleigh


