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The Advisory Board for the Arts surveyed leaders at arts organizations — including operas, symphonies, festivals,
theaters, venues, schools, advocacy organizations, and museums — about the impacts of coronavirus on their
institutions as well as other relevant topics of interest. This online survey was fielded October 23-29, 2020. This is
the eighteenth survey of the series.

DIGITAL DETAILS
Facebook, Website, YouTube Channel Tops for Digital

Channels or Platforms Used for Digital Content “Other”
100% 89% 86% . Responses
83% included:
75% 68% Zoom
MarqueeTV
52% Podcasts
50% 45%
24%
25% 16/° 13‘7°
%
0%
Facebook Our website  Own YouTube Instagram Twitter Vimeo YouTube N\oblle app leTok Other

channel (not own channel)

Orgs Producing Content of All Lengths Longer Pieces Often Cut Short by Viewers

Percent of Digital Content That is X Minutes Long Proportion of Content Audience Watches, by Content Length

Under 2 minutes |ong 20% 32%

Under 2 minutes long 2-10 minutes long YoV
B 2-10 minutes long
I 1-30 minutes long
. 31-60 minutes long

Over 60 minutes long | Over 60 minutes long 447, 38%

11-30 minutes long 57% LYA

31-60 minutes long 47% 40%

. Half or less . More than half Whole Piece
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Digital Views Vary Widely All-In On Digital

Digital Content Views Arts Orgs Producing More Digital Content Than One Year Ago
TYPICAL PIECE

1,630/1,000

BEST PERFORMING PIECE

45,400/5,000
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MONETIZING DIGITAL
Revenue NOT Top Measure of Digital Success

How Orgs Are Measuring Success of Digital During Pandemic

100% 95%
82%
75%
52%
0% 40% 39%
25% 17%
0%
Volume of views, Likes, comments, Donations generated Digital ticket or New-to-file sign-ups Sales of tickets or
streams, or downloads or shares subscription sales for your mailing list or subscriptions for future
newsletter live attendance
N=88
Most Arts Orgs Are Monetizing Digital
Ways Orgs Are Generating Revenue From Digital Content
Net 70% Are Generating Revenue
5 Why Not Generating Revenue ———
50% 42, 42%, y €
40%
31% o o
. 18%
20% . .
Intentionally NOT attempting Hope to generate revenue
to generate revenue from from digital in the
10% digital — instead using it as future but have not yet
a tool to stay connected with developed/implemented
all audiences an approach
0%
Selling digital Asking for a Granting access Not generating
“tickets” or voluntary donation to digital content revenue
subscriptions in connection with in exchange for a
digital content donation
N=62 N=19

Digital Tickets Most Effective Revenue Engine  New Content Brings In Most Money

Content Type Generating
the Most Revenue

Generated Most Revenue

Selling digital "tickets" or subscriptions Newly created content

[l Asking for a voluntary donation

. . e Special access content
in connection with digital content . P

. Educational content
. Content from archives

Other
N=42 N=40

. Granting access to digital content
in exchange for a donation
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MONETIZING DIGITAL

Orgs Generate the Most Revenue Through their Websites
Digital Channel/Platform Generating the Most Revenue
Our website 50%
Vimeo
Own YouTube
channel
Facebook No respondents
selected TikTok,
Instagram Twitter, or Mobile app
YouTube
(not own channel)
Other
N=42
Already Afilliated Audiences Digital Revenue Varies
Contributing Most Revenue Widely by Organization
Biggest Consumers of Paid Digital Content Revenue Generated from Digital
80%
65%
60% RANGE
40%
MEAN
30% B
20% $
MEDIAN
$20K
0%
Existing subscribers/ Those with some Completely new Don’t know/
’ mgembers previous atﬁ:lllatlon to orPgartnzZtlon Can’ttcollect
(e.g. past single that info
ticket buye% N=40 N=35




