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COMMUNITY ENGAGEMENT FOCUS AND OPERATIONS

DEI and Audience Growth Top Motives

Community Engagement Spans the Org
Groups Who Plan and Execute Community Engagement

Grants Biggest Source of Funding
Sources of Community Engagement Funding

N=94

N=94N=94

Grants
Unrestricted  

individual donations
Individual donations 

earmarked for community
Government funding

Corporate sponsorship
Ticket and other 
earned revenue

93%

68%

60%
53%

41%

31%

86%

69%

68%

39%

Employees across 
departments

Artists

Dedicated community 
engagement employees

Volunteers

Key Motivators for Community Engagement Activities
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Advance DEI 
objectives

Build audiences Qualify for grants Generate individual 
donations

Attract board 
members

Qualify for  
gov’t support

Attract corporate 
sponsorships

Attract prospective 
employees

31%

55% 49% 48%
64%

98% 89%
68%

Multiple Objectives for Community Engagement
Focus of Community Engagement Efforts

N=97
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37%

82% 80%
77%

84%

Strengthening 
the community 

as a whole

Spreading art 
to underserved 

populations

Spreading art 
to everyone

Supporting 
teaching  
with art

Supporting 
healing with art

Most Planning More  
Community Engagement
Focus on Community Engagement in  

Next Year vs. Pre-Pandemic

N=92

   Greater   
   Same   
   Less75%

22%

3%
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Churches/places of worship

COMMUNITY ENGAGEMENT PARTNERSHIPS AND METRICS
Arts Orgs, Schools, and Non-Profits  

Most Common Partners
Type of Community Engagement Partners 

N=90

Biggest Focus for Community Engagement in Coming Year

Integrating 
community 
engagement 

fully into 
artistic 

planning 
rather than 
having it be 

separate. 

Education, 
particularly in 

areas of the 
community where 

access to music 
education is 

extremely limited. 

Identifying ways our theatre can offer our 
skills and assets to further focus and address 

common community concerns and issues.

Increase the diversity of 
organizations we partner  

with and serve.
Engage the underserved communities in the 
neighborhoods surrounding our new facility.

Elevating historically underrepresented artists to better reflect diverse voices.

Local Ties and Mission Key Partnership Attributes
Important When Selecting Partners

N=91N=91

Reach and Feedback Most Common Success Metrics
Measurement of Community Engagement Success

Helping to advocate for the 
recognition of the arts as a 

contributor to mental well-being and 
healthy, inclusive communities.

34%

53% 53% 51%

80%
91% 91%

82%

Reaching a new 
community 

segment

Direct feedback 
from partners/

participants

Increased diversity 
of audiences/

visitors

Participation 
in community 

events

Attracting a 
new partner

Increased digital 
engagement

Increased 
funding

Increased ticket 
sales
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Alignment with  
our mission

Presence in  
local community

Reach into specific 
stakeholder group

Opportunity to expand 
beyond local community

Synergistic  
operational approach

Opportunity  
for revenue

Other arts and culture orgs
Schools/universities

Charities/non-profits
Local government

Hospitals/nursing homes

Retail/restaurants
For profit companies

Prisons/jails

91%

89%

77%

43%

41%

20%

91%
88%

71%
47%
45%

32%
31%

26%
10%
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Education Part of Community  
Engagement for Almost All

Arts Org Approach to Education

N=87

Most Expect To Earn More from Education
Anticipated Change in Education Revenue Next Five Years

   Significant source  
        of revenue

   Part of community  
        engagement  
        (free or break-even)

   Both revenue  
        and engagament    

   Neither—we don’t  
        do any education

62%35%

3%

   Increase
   Stay the same
   Decrease    

N=86

SPOTLIGHT ON EDUCATION

N=86

Children Biggest Education Target
Focus of Education Offerings

Bigger Focus on Education Post-COVID
Focus on Education in Next Year vs. Pre-Pandemic

N=86

   Greater
   Same
   Less   

46%49%

2%2%

Children Pre-professional adults 
(i.e., pursuing an arts career)

Amateur adults (e.g., art as a 
hobby, art as an applied skill)

Other groups

14%

57%

93%

57%
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