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The Advisory Board for the Arts surveyed leaders at arts organizations — including operas, symphonies, festivals,
theaters, venues, and museums — about the impacts of coronavirus on their institutions. This online survey was

fielded June 18-30, 2020. This is the eleventh survey of the series.

DIGITAL OBJECTIVES, TARGETS, & METRICS
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DISCOVERING WHAT AUDIENCES WANT FROM DIGITAL

Most Not Engaging in Direct Audience Research to Determine Digital Offerings

Info Sources on What Audiences Want from Digital
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THE FUTURE OF DIGITAL

Paid Digital a Possibility for Most Orgs

Plans for Charging for Digital Content Post-Reopening

Considering charging for

current digital offerings

[ Considering charging, but would

need to change offerings

Bl Not currently discussing
charging, but may consider in
the future

[ | Explicitly do not intend to charge
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Most Believe Digital

Strong Plans to Continue Digital
Plans for Digital Content Added During Pandemic
Will continue extra digital

efforts (in some form) even
after live audiences are back

Will continue extra digital
efforts until live audiences are
back to pre-pandemic levels

B Will continue extra digital
efforts only until we reopen

B Don’t know yet
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Adds to Live Audiences

Impact of Digital on Audience Likelihood to Attend Live
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offerings when we reopen

Will make a meaningful segment
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Will expand impact to a new
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78%

37%

Will entice a new audience to
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interest in live performance
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