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The Advisory Board for the Arts regularly surveys leaders at cultural organizations — including operas, ballets, 
symphonies, festivals, theaters, venues, schools, advocacy organizations, and museums — about issues relevant to 
their industries. This online survey was fielded September 19–27, 2023. This is the eighty-first survey of the series and 
was designed to help leaders benchmark themselves on ticket and subscription sales.

OVERALL ATTENDANCE & SOLD CAPACITY

Attendee/Visitor Return Rates 
Around 61–80%

What % of your 2023/most recent season attendees/visitors are return?

N=63

Type of Annual Cycle for 
Attendance & Sales Reporting

N=68 

Organization Genres

N=68

Most Performance-Based Orgs At 
Between 41–80% Sold Capacity

Average % of 2023  house sold capacity (or most recent season)

Return Rates Have Remained Largely 
the Same as Last Year/Season

How does this return rate compare with the previous year/season’s?

N=63
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   Season basis 

(e.g., July–June)
   Other78%

10%12%

    1–20%
    21–40%
  41–60%

  61–80%
   81–100%
   None of the above

Sold Capacity Has Somewhat 
Increased from Last Year

How 2023 sold capacity compares to the previous year/season

N=69 N=66

  Increased considerably (over 50%) 
    Increased somewhat (10–49%)
    Increased minimally (0–9%)
  Remained the same
  Decreased minimally (0–9%)
  Decreased somewhat (10–49%)
  Decreased considerably (50%)

    Not sure

   1–20%
    21–40%
  41–60%
  61–80%
   81–100%
   None of the above
   Not sure

   Significantly higher
   Somewhat higher
   Typical/more or less the same
   Somewhat lower
   Significantly lower
   None of the above
   Not sure
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SALES FIGURES & TICKET PRICES
Single Ticket Sales Are Mostly 

Higher in 2023
How would you compare single ticket sales from the previous  

year/season to the most recent (2023)?

N=53

   Much higher
   Somewhat higher
   More or less the same
   Somewhat lower
   Much lower
    None of the above

Subscription/Membership Sales 
Are Mostly Higher in 2023

How would you compare subscription/membership sales 
from last year to this year?

   Much higher
   Somewhat higher
   More or less the same
   Somewhat lower
   Much lower
    None of the above

Group Sales Have Stayed Mostly the Same
How would you compare group sales from  

last year to this year?

   Much higher
   Somewhat higher
   More or less the same
   Somewhat lower
   Much lower
    None of the above

Single Ticket Prices Are Similar 
to Somewhat Higher

How has the average single ticket price changed from 2022 to 2023?

   Much higher
   Somewhat higher
   More or less the same
   Somewhat lower
   Much lower
    None of the above

Package/Membership Prices have Remained the Same or Somewhat Increased
How have the package/membership prices changed from 2022 to 2023?

  Top tier packages/memberships       Mid-tier packages/memberships       Lower packages/memberships
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SALES REVENUE
Single Ticket Sales Constitute Highest Source of Earned Income

What % earned income comes from the following ticket categories?

  Single-ticket sales       Subscription/membership packages       Group sales       Other ticket types

Single Ticket Sales Revenue Has Increased
How have single ticket sales changed from last year to this year?

   Much higher
   Somewhat higher
   More or less the same
   Somewhat lower
   Much lower
    None of the above

Revenue from Subscriptions/Membership 
Is Somewhat Higher

How has revenue from subscriptions/memberships changed from  
last year to this year?

   Much higher
   Somewhat higher
   More or less the same
   Somewhat lower
   Much lower
    None of the above

N=57 N=57

Revenue from Group Sales 
Has Stayed the Same

How has revenue from group sales changed from last year to this year?

   Much higher
   Somewhat higher
   More or less the same
   Somewhat lower
   Much lower
    None of the above

N=56

Classes & Concessions Are  
Other Main Sources of Earned Income

What are your other categories of earned income?

N=52
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OUTLOOK FOR 2024

N=57

Orgs Feel Optimistic About Future Single Ticket Sales
How do you feel about single ticket sales for next year/season?

N=57

Orgs Feel Optimistic About Future Subscription Sales
How do you feel about subscription sales for next year/season?

N=57

Orgs Feel Middling About Future Group Sales
How do you feel about group sales for next year/season?

   Optimistic — we will likely sell more single tickets
   Neither optimistic or pessimistic — we will likely  

 sell the same number of single tickets
   Pessimistic — we will likely sell fewer single tickets
   None of the above, we do not sell single tickets
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39%

   Optimistic — we will likely sell more subscriptions/memberships
   Neither optimistic or pessimistic — we will likely  

 sell the same number of subscriptions/memberships
   Pessimistic — we will likely sell fewer subscriptions/memberships
   None of the above, we do not sell subscriptions/memberships

44%16%

30%

11%

   Optimistic — group sales will likely increase
   Neither optimistic or pessimistic — group sales 

will likely remain the same
   Pessimistic — group sales will likely decrease
   None of the above, we do not have group sales
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