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“Without an audience there is no theatre...  

  They make the performance meaningful.”  Viola Spolin 
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Introduction 
 

 
 

 

 

 
Stephen Beggs Chair, 
Northern Ireland  
Theatre Association 

The Theatre Review 2012 represents the first in-depth theatre-
specific report on audience attendance in Northern Ireland, a 
valuable initial step in building up a clear picture of theatre 
audiences across the country. Using multiple different 
methodologies to help accommodate the variety of product on 
offer and data available, it provides the statistical analysis 
required to give theatre producers and venues a better insight into 
their current and potential future audiences. 
 
This report demonstrates the impact of our industry as a whole, 
while also being a first step in specifically measuring the 
contribution made by NITA members in particular. Expanding this 
work in future years will allow exploration of factors like re-
attendance year on year, deepening our insight into how 
customers engage with our venues and shows. 
 
We are delighted to see the spread of theatre audiences coming 
from across the whole of Northern Ireland. However, several 
important questions are raised by this report, presenting creative 
challenges for the theatre industry to address around measuring 
and articulating the value and impact of theatre, capturing data on 
non-ticketed events and embedding theatre attendance as a more 
regular occurrence amongst the existing audience. 
 
NITA is committed to showing that theatre is at the heart of a 
healthy society and this report highlights the importance of 
producers, venues and funders alike continuing their work to bring 
theatre to all sections of the Northern Irish community. 

 

 

 
 

 
Steven Hadley 
Chief Executive, 
Audiences NI 

Our annual Audience Review for the period of 2011 placed ticket 
sales for theatre at 29% of total tickets sold within that year 
(excluding more entertainment oriented product), ably 
demonstrating that an appetite for dramatic product does exist in 
Northern Ireland.  
 
The Theatre Review 2012 looks to explore this existing appetite for 
drama across the country and will hopefully alter some pre-
conceptions and stimulate discussion to help shape the debate on 
how to grow future audiences for theatre.  
 
Widening access to customer data and increasing the amount of 
data captured across all art forms will play an essential part in 
improving our ability to make informed decisions about 
programming, marketing and our audiences. Looking to the future, 
one of our key priorities is to help organisations of all sizes and 
resources benefit from the advantages of computerised ticketing 
and audience data.  

 
Our revised membership model has seen the number of theatre 
companies engaging with Audiences NI increase substantially over 
the last year and I hope this report will provide further impetus for 
growing audiences for theatre in collaboration across Northern 
Ireland. 
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Participants 
 

 
Data from this report has been gathered from the following organisations:  
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Executive summary 
 

 
Measuring NITA Attendances: 

� There were at 1,313 theatre performances in 2010/11 produced or programmed by 
27 NITA venues, festivals or touring companies. 

� 279,666 tickets in total were sold for these 1,313 performances during 2010/11. 

� At the 14 venues or festivals included within this data, the value of tickets sold 
during 2010/11 was £3,478,963.51, with an average ticket yield of £12.44 for 
events at these venues and festivals. 

Measuring Theatre Attendances: 

� There were at 1,403 theatre performances in 2010/11 produced or programmed by 
18 venues or festivals using computerised ticketing in Northern Ireland. 

� 62,146 verified households attended theatre in 2010/11, of which 55,766 were 
verifiable as being in Northern Ireland, equating to 8% of the household population 
at that time. 

� These households purchased 336,456 tickets during 2010/11 (representing a 
percentage capacity of 56% of available seats sold), generating £5,007,024 in 
ticket revenue (representing a ticket yield of £14.88). 

Identifying Customers Demographically: 

� Theatre attracts bookers from a diverse range of customer demographics, although 
there are higher concentrations of bookers amongst those who are older, married, 

educated to a higher level and with household incomes over £25,000 a year (i.e. 
the Wealth & Wisdom, Better Off Families, Ageing Suburbanites and Farming 

Communities Mosaic groups). 
� The demographic make up of theatre audiences are consistent with audiences for 

the arts in general, varying by only 1% to 2% compared to Audiences NI’s 

Audience Review 2011. 

Locating Customers Geographically: 

� 90% of household bookers came from Northern Ireland, representing a penetration 
of 8% of households overall within Northern Ireland during 2010/11 across 18 
venues and festivals. 

� 5% of household bookers for theatre could be verified as coming from the Republic 
of Ireland and 1% could be verified as coming from England. A further 4% of 
household bookers were identifiable as being within the UK but there was no 
indication of which of the 4 regions they were from.  

� 0.2% of records could be identified as being from outside the UK or Republic of 
Ireland. 

� Within Northern Ireland, 43% of theatre bookers came from the Belfast 
Metropolitan Urban Area (extending as far as Carrickfergus, Lisburn and Bangor) 
while 7% were coming from the Derry Urban Area.  

� 50% of bookers came from outside of the 2 main urban areas, most prominently 
from Craigavon Urban Area and Bleary (2% of household bookers), Omagh (2%),  
Newtownards (1%), and Strabane (1%). 

Exploring Customer Behaviour: 

� Theatre bookers are predominantly Single Time Attendees, with 76% of household 
bookers for theatre only attending one theatre event during 2010/11.  
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As such, this report identifies the following priorities moving forward: 

� Enhancing the available picture with improved data collection: Filling 
existing gaps in data collection, ideally by processing as much information through 
computerised ticketing systems as possible. 

 

� Building a picture of audience behaviour over time:  Expanding the scope of 
any future research beyond a single year would enable the use of re-attendance 

year on year at theatre as an additional measure, allowing the issue of genre and 
venue loyalty to be explored in more detail.  

 

� Further exploring geographic reach in the context of customer 
behaviour: Additional understanding of the extent to which audiences remain 

loyal to local venues, or are attracted to other venues, is required. 
 

� Improving frequency of attendance rates: More frequent attendees at the 
arts generally in the short term are more likely to become re-attendees in the long 

term, suggesting that the starting point for building an audience in the longer term 

is increasing frequency of attendance in the short term.  
 

� Measuring and articulating value and impact: If success and value are only 
measured in terms of tickets and revenue, then much of the valuable work carried 

out by theatre producers and programmers in Northern Ireland remains unseen. 

Further investigation into how value and impact can be measured and articulated 
consistently across the sector, in a language which suits the needs of both the 

sector and its funders, is recommended. 
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Prologue: Who are attendances measured for? 
 

 
The range of people who want, need or could benefit from exposure to data about audiences 
for theatre is varied, and they exist both internally and externally to the organisations 
producing or programming the product. These would typically include but are not limited to; 
 

� Programmers 

� Marketers 
� Box Office Staff 

� Chief Executives 

� Funders 

� Sponsors 
� The press 

� The general public 
 

These different groups have a vested interest in audience data for theatre to a greater or 
lesser extent, making them information stakeholders in theatre and/or the organisations 
producing or programming theatre.  

 

How can theatre attendances be measured? 
 

 
How attendances are measured varies depending on what the needs of your information 
stakeholders are, and what information will help them achieve their objectives. Advocating 
the economic impact of theatre will require different types of figures to support the case than 
the information you’d require to inform an audience development initiative to increase how 
frequently people are attending. Some available options are outlined below. 
 

Measuring volume of attendance 
 
This is how arts attendances have historically been measured, primarily 

because they have been the only figures easily available to arts 

organisations on an ongoing basis. There are a number of different 
measures you can use to assess volume and the ones which have  

 

traditionally been used in the arts have been the number of performances, the 
number of tickets sold and/or the ticket revenue generated. Each unit of these is 

discreet from every other unit – each performance is only made once, each ticket is only 
sold once and each pound generated is unique. These are very useful measures for 

assessing the scale of attendances overall, but only paint part of the picture. 

 
What these discreet measures lack is an ability to measure the size of the existing market 

for theatre because they cannot be used to calculate the population penetration. It is 
known that loyal theatre attendees buy multiple tickets for multiple performances, so it 

cannot be assumed that a single ticket sold represents a unique individual. A population 

penetration therefore needs to be calculated using figures which take into account people 
attending more than once. The population is measured by the government in terms of 

both people and households.  
 

� With improvements in technology, the volume of bookings for the arts being 

processed electronically through computerised box office systems is growing. These 
records can be merged electronically to count the number of households booking for 

the arts, which can then be compared against government population figures to 
calculate a household penetration. 
 

� It’s very difficult for arts organisations to get an accurate unique count of the people 

attending the arts from booking records, because the details of the people attending 
with the booker are not recorded. This means arts organisations struggle to produce 

accurate population penetration figures themselves. However, DCAL’s analysis of 
figures from the Continuous Household Survey does produce these statistics at a top 

level (see page 14 for more details on the CHS).  
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Measuring customer behaviour 
 
Measuring the volume of attendances provides figures which are very 

good for advocacy purposes to funders or sponsors, but in terms of 
influencing decision making on programming, marketing and audience 

development they tend to be useful for providing context but lacking in 

the detail and nuance which enables decisions to be informed. 

 

 

Understanding the elements of customer behaviour like frequency of attendance within a 
given time frame, re-attendance between different timeframes, crossover between 

different artsforms or crossover between different arts organisations can provide valuable 

insight to explain behaviour and inform decision making. 
 
 

 
 

Measuring Difference, Innovation and Impact 
 
One of the key strengths of organisations working in an inherently 

creative sector is the wide variety of work produced, ranging from the 
traditional to the highly unusual (e.g. conceptual work or work performed 
in a space not originally intended as performance space). Due to these 

 

numerous variations, a one size fits all approach to measuring attendances will always  
struggle to fully convey the value of the work being studied. Not every event can be 
measured in the traditional ways and the ongoing challenge is to find the best way to 
properly express the value of this work by looking beyond traditional measures  
 
Describing the component elements of your work, explaining what makes them unique and 
underlining the importance of innovation can be a powerful way of illustrating value if well 
communicated, but this can often rely on the reader to either interpret just how valuable 
your work is on their own, or place their trust in your assertions of its value. When the 
impact of work can be measured and verified however, this diminishes the chance of 
ambiguity. This is all the more important when the traditional methods of measurement 
struggle to fully represent the value of the work produced.  
 
However, measuring impact often requires undertaking research directly with audiences, 
rather than relying on data collected during the booking process. This kind of research 
must be properly planned well in advance, often with the guidance of a research 
professional, and adequately resourced with staff and sufficient budget to ensure it is 
carried out effectively and rigorously. Impact evaluation is therefore something which must 
be planned and accounted for at the beginning of any project, often as early as the funding 
application stage, to ensure the requisite data is gathered to make your case at the end of 
the process. 

 
 
 

 
What does this mean for the Theatre Review 2012? 
 
What is measured, and who it is measured for, plays a key role in how any research is 
designed, and how the results are then used and communicated. The factors listed above 
have therefore impacted on the measures and methodologies chosen for analysis within 
this report, alongside the availability of data sources for analysis. These are outlined on the 
next few pages. 
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Report Methodology 
 

 
For the first time, The Theatre Review 2012 provides an in-depth understanding of who 
attends theatre in Northern Ireland.  The report includes theatre performances and related 
events from the majority of the main ticketed festivals and arts venues across Northern 
Ireland, alongside data drawn specifically from members of the Northern Ireland Theatre 
Association during the period of 1

st
 April 2010 to 31

st
 March 2011, and is the first theatre 

specific report to analyse attendance at theatre events to this level of detail in Northern 
Ireland.   
 
Taking into account the issues discussed in the Prologue, this report uses a range of 
methodologies to present available data on attendances for theatre across Northern Ireland 
within the time frame selected. This report is separated into 5 different sections, the 
methodologies of which are outlined below and explained in more detail at the start of each 
section. 
 
 
Section 1: A brief overview of the existing ecology of theatre in Northern Ireland, including 
provision, data collection and existing knowledge about audiences. Source: Desk research. 
 

 

Section 2: Measuring sales for theatre events in 2010/11 solely from NITA Members. 
Source: Sales figures submitted directly by 27 out of 36 NITA members. 
 

 

Section 3: Measuring sales and geo-demographically profiling bookers for theatre events 
in 2010/11 across venues and festivals using computerised ticketing in Northern Ireland. 
Source: Data collated from 18 venues and festivals using computerised ticketing during 2010/11 via Audiences 
NI’s Vital Statistics software, and geodemographically profiled using Mosaic NI and the Central Postcode 
Directory for Northern Ireland. 
 

 

Section 4: Measuring frequency of attendance amongst bookers for theatre events in 
2010/11 across venues and festivals using computerised ticketing in Northern Ireland. 
Source: Data collated from 18 venues and festivals using computerised ticketing during 2010/11 via Audiences 
NI’s Vital Statistics software. 
 

 

Section 5: An overview of different types of theatre events, performances and projects 
performed by NITA Members in 2010/11 outside of the traditional setting of public 
performances in traditional venues. 
Source: Descriptions submitted directly by NITA members. 
 
 
The data included in Sections 2, 3 and 4 of this report are counts of unique sales or 
customers. No data included within these sections has been estimated, it is all based on 
actual counts of customer sales. 

 
 

 

 About Mosaic NI 
 

Mosaic NI is a classification system which segments consumers into nine demographic 

groups specific to Northern Ireland, based on the post code attached to the customer 
record. It is a useful way of understanding what type of person comes to see your show 

(e.g. likely age range, marital status and social grade) and where they come from 
geographically.  
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        Households, not people 
 

The analysis in Section 3 is based on households rather than the total number of people 

attending, as name and address data collected during the booking process is related 
solely to the person making the booking.  
 

There is currently no standard process for gathering information on who a booker is 

bringing with them at the point of sale, so the most reliable level of data to analyse is the 
combined purchase history of everyone within each individual household. 
 

For statistics relating to the population overall rather than household bookers attending 

dance, see Section 1 for results from NISRA’s Continuous Household Survey. 
 

 

 

 

 

A minimum level for theatre attendances 

 

The data in Section 3 should be considered as representing a minimum level for theatre 

attendances during 2010/11, as it is based solely on the data available through these 18 
computerised box office systems.  

 

The majority of box office systems in Northern Ireland are connected to Vital Statistics 
making this one of the most robust analyses of theatre audiences in Northern Ireland to 

date. However, this report does not represent a comprehensive measurement of the 
market for theatre as some attendances may not have been included for these reasons: 

 

� A household may have booked for theatre at an organisation not included in this 
report. 

� A household may not have had their data captured when they booked. 
� A household may have attended a theatre event, but not made the booking 

themselves. 
 

  

 
 

 

 
 
 

Events in Section 3 of this report were selected on the basis of their classification under 
the Audience Data UK art form classifiers. 
 
The ADUK art form classifications are a set of common art form categories designed to 
help analyse attendances at arts events, which have been adopted for use by Arts 
Council NI and Audiences NI for reporting purposes.  
 

To view the full ADUK classifiers visit www.audiencesuk.org. 
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Section 1: The ecology of theatre in N Ireland 

 
Current provision  
 

 
Theatre would not exist within Northern without the creativity and collaboration of the 
venues, production companies, festivals, individual artists and practitioners and support 

organisations. Each of these types plays an important role in the creativity and innovative 
processes which produce the theatre enjoyed by audiences across the country, and the 

Northern Ireland Theatre Association exists to support their efforts 

 
The Northern Ireland Theatre Association (NITA) is the body for professional & semi-

professional theatre in Northern Ireland. NITA provides a collective voice for the theatre 
sector, undertaking lobbying & advocacy, delivering sector-specific training, providing 

networking opportunities and facilitating information exchange. 
 

Current membership of the Northern Ireland Theatre Association includes the majority of 

the major venues and production companies in Northern Ireland; 
 

Production Companies 
 

� Accidental Theatre 
� Aisling Ghear 

� Big Telly Theatre Company 
� Bruiser Theatre Company 

� Cahoots NI 

� Echo Echo Dance Theatre Company 
� Glass Ceiling Theatre Works 

� Green Shoot Productions 
� Kabosh 

� Prime Cut Productions 
� Ransom Productions 

� Replay Productions 

� Sole Purpose Productions 
� Spanner in the Works 

� Sunlight Productions 
� Terra Nova Productions 

� Tinderbox Theatre Company 

� The Playhouse 
� Ulster Theatre Company 

 

Theatres and Arts Centres 
 

� Alley Theatre   
� Ardhowen Theatre 

� Ards Arts Centre 
� Burnavon Arts & Cultural Centre 

� Courtyard Theatre 

� Down Arts Centre   
� Grand Opera House   

� Island Arts Centre   
� Lyric Theatre   

� Market Place Theatre & Arts Centre  
� Millennium Forum   

� Newry & Mourne District Council   

� Waterside Theatre 
 

 
 
 

Festivals 
 

� Belfast Festival at Queen's 
� Young at Art (Belfast Children's Festival) 

  
 

Individual Practitioners 
 

� Jan Branch   

� Paul Devlin   

� Rachael Devenney   
� Imelda Foley   

� Andrea Montgomery   
� J J Murphy   

� Judith Pillow 

 

Support Organisations 
 

� Audiences NI 

� Forum for Local Government & The Arts 

� Green Hat 
� Irish Theatre Institute 
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The importance of data collection  
 

 
The more data which can be collected about who is attending theatre, alongside the data 

which informs what/where/why/when they’re attending, the more our understanding of 
customer behaviour will increase. It’s this understanding which is the cornerstone of 

engaging more deeply with existing audiences, attracting new audiences and for effectively 
advocating for the continued provision of professional theatre in Northern Ireland.  

 
The responsibility for collecting data on audiences for theatre events generally lies with the 

organisation responsible for selling the tickets. This is typically the venue or festival which 

has programmed the performance, although some third party organisations (e.g. the 
Belfast Welcome Centre) also sell tickets on behalf of some organisations. 

 
Computerised ticketing is the key to sector wide in-depth analysis of the audience for 

theatre in Northern Ireland, enabling the sort of analysis which just would not be feasible 

or accurate if conducted using manual data collection or primary research methodologies. 
Since 2004, the number of festivals and venues using a computerised ticketing system has 

increased drastically, with more than 30 organisations currently using computerised 
ticketing in 2012. Since this growth began, Audiences NI have been working to create an 

interconnected infrastructure of audience data for arts events in Northern Ireland, pooling 
together the data from the majority of these systems to enable analysis of attendances 

across the sector, and for particular art forms. The goal is to quantify attendances and help 

understand customer behaviour collectively, not just individually in isolation. 
 

19 venues and festivals collecting data on theatre events in 2010/11 were willing to 
provide data for this report and use computerised ticketing included; 

 

� Alley Theatre 
� Ardhowen Theatre  

� Belfast Waterfront 
� Burnavon Arts & Cultural Centre 

� Cathedral Quarter Arts Festival  

� Courtyard Theatre 
� Derry Playhouse 

� Down Arts Centre 
� Grand Opera House 

� Island Arts Centre 

� Linen Hall Library 
� Lyric Theatre 

� Market Place Theatre 
� Millennium Forum 

� Strule Arts Centre 

� Theatre At The Mill 
� Ulster Bank Belfast Festival At Queen’s 

� Ulster Hall 
� Young At Art 

 
Where are the gaps in data collection currently? 

� Events in professional venues which currently have no computerised box 
office systems. These are commonly venues run by local councils outside 

of Belfast or Derry/Londonderry or smaller sized festivals. 
 

� Events in professional venues which currently have a computerised box 

office system, but refuse access to the data for this kind of analysis. 

There are a limited number of these organisations currently, located in 
Derry/Londonderry, Belfast and Coleraine. 
 

� Events in amateur venues or venues not traditionally used for theatre 

events, which lack the infrastructure to collect data in a computerised 
format. 
 

� Non-ticketed events where it is not practical to or desirable to require 

advance booking, hindering data collection. 
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� Participation in workshops and other theatre activity where attendance 

and/or participation is paid for other than by the standard process of 
purchasing a ticket.  
 

� Work carried out in school environments by companies such as Replay 

Productions or Cahoots NI. 
 

� Theatre sold in non-traditonal formats by companies such as Kabosh or 
Big Telly Theatre Company. 
 

� Instances of cultural tourism where attendances are either not recorded 

because the event they are attending is non-ticketed, purchased on the 
door without data capture or where a booking is allocated to the 

tourist’s temporary address during their stay in the United Kingdom (e.g. 

their hotel). 

For illustrative examples of how some theatre companies in Northern Ireland break the 
traditional mould of selling seats to a performance in an auditorium, please see Section 5 

on Page 35 of this report.
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Existing knowledge about theatre attendances 
 

 
 

SOURCE: Continuous Household Survey for Northern Ireland 
(Available at http://www.dcalni.gov.uk/arts_chs_2010-11_bulletin-2.pdf) 
 
The Continuous Household Survey (CHS) is one of the largest continuous surveys carried 
out in Northern Ireland.  The survey is designed, conducted and analysed by the Central 
Survey Unit of the Northern Ireland Statistics and Research Agency (NISRA).  It is based 
on a sample of the general population resident in private households and has been running 
since 1983. The Survey is designed to provide a regular source of information on a wide 
range of social and economic issues relevant to Northern Ireland.  The CHS is an important 
source of information in Northern Ireland and is used by many Government departments 
and Agencies.  
 
The 2010/11 survey indicates the following levels of attendance at theatre events during 
that year. 

 

 

 

 

22% of the population had attended a 
“play or drama” performance within 
2010/11 

  

 

 

17% of the population had attended 
an “Other theatre” performance 
within 2010/11 

 

Respondents may have attended both options within 2010/11, so these two numbers 
cannot simply be added together to calculate an overall penetration for theatre events but 

it can be confirmed that the estimate for theatre overall is less than 39% of the population.  
 

The population penetration figures cited above are higher than those reported in this 
report because they are measuring different things. The CHS measures people, whereas 

this report measures households. The reasoning behind the different methodologies are 

outlined below. 
 

 

What are the differences between using survey based data and 
analysing box office data?  
 
The main advantage of using the CHS figures is that the results are applied to the whole 
population of a country, regardless of whether they booked the tickets for the event. It 
therefore provides us with information about the behaviour of those customers we aren’t 
able to capture information about during the booking process. 
 
However, the CHS does not analyse different genres in depth, and it cannot provide the 
depth and variety of analysis which analysing box office data enables. In addition, survey 
based research like the CHS can be affected by both recall error (where the respondent 
provides incorrect information because they have incorrectly remembered their past 
behaviour) or sampling error (where the responses of those asked are not fully 
representative of the population as a whole).  
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SOURCE: Audience Review 2011 
(Available at http://www.audiencesni.com/download/files/AudienceReview_Final.pdf) 

 

Audiences NI’s annual report quantifies the market for the arts each year and explores 
customer behaviour including crossover, re-attendance and frequency of attendance across 

the arts. NB: The 2011 report was chosen for comparison rather than the more recent 

2012 report because this had greater crossover in terms of time period studied with the 
Theatre Review 2012. 
 

 

66% 
Single Time Attendance is one of the primary issues for the arts 

generally. 66% of bookers across the arts as a whole in 2010 (i.e. not 
just for theatre) only booked for 1 arts event that year. 

 
 

55% 
Retention year on year is less of an issue for the arts generally, as 

55% of bookers across the arts as a whole in 2010 (i.e. not just for 

theatre) had also booked for at least 1 event in 2008 or 2009. 

 
 

43% 
On average, 43% of bookers for each Theatre genre (Drama, 
Children’s/Youth Theatre, Musicals, Community/Amateur Theatre and 

Other Theatre) were unique to that genre. 

 
 

29% 

29% of tickets sold in 2010 at venues included within Audiences NI’s 

Audience Review were sold for events which would be classified under 
Theatre in the ADUK Art form Classifiers (not including ‘Entertainment’ 

events). 

 
 

An average genre programmed in Northern Ireland in 2010 shared: 

• 
Between 20% and 30% of its bookers with Drama and Popular Music. 

• Between 10% and 20% of its bookers with Theatre ‘Entertainment’ 

• Up to 10% of their bookers with the remaining 18 genres. 
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Section 2: Measuring NITA Attendances 

 
Section Methodology:  
 

� NITA members which were venues, festivals or production companies submitted the 
total number of performances, tickets sold and, where possible, the amount of ticket 

revenue generated for theatre performances by venue in 2010/11. 

� Only performances where audiences were reliably counted (either electronically or 
by hand) were submitted. Events where attendance figures were estimates were 

excluded from this section.   
� Datasets were deduped between venues/festivals and production companies by 

Audiences NI to ensure sales were not being double counted.  

 
Quantifying sales by NITA Members in 2010/11 
 

 
27 of the 36 NITA member organisations provided data for analysis in this section. 
 

 

Accidental Theatre •••• Alley Theatre •••• Ardhowen Theatre •••• Big Telly Theatre 

Company •••• Braid Arts Centre   ••••  Bruiser Theatre Company •••• Burnavon Arts & 

Cultural Centre •••• Courtyard Theatre •••• Down Arts Centre •••• Echo Echo Dance 

Theatre Company •••• Grand Opera House •••• Island Arts Centre •••• Kabosh Theatre 

Company •••• Lyric Theatre •••• Market Place Theatre & Arts Centre •••• Millennium 

Forum •••• Partisan Productions •••• Prime Cut Productions •••• Ransom Productions •••• 

Sole Purpose Productions •••• Spanner In The Works Theatre Company ••••  The 

Playhouse •••• Theatre At The Mill •••• Tinderbox Theatre Company •••• Ulster Bank 

Belfast Festival at Queen’s •••• Ulster Theatre Company •••• Young At Art 
 

 
 
 
 

 
 

 

1,313 theatre performances in 2010/11 

produced or programmed by NITA Members. 

 

279,666 tickets sold for theatre 
performances in 2010/11 produced or 
programmed by NITA Members. 

 
 

The following NITA members did not supply data to be included within 
this report for a variety of practical or artistic reasons: Aisling Ghear, 
Ards Arts Centre, Cahoots NI, Glass Ceiling Theatre Works, Green Shoot 
Productions, Newry & Mourne District Council, Replay Productions, 
Terra Nova Productions, Sunlight Productions, Waterside Theatre. 
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Ticket revenue figures were not universally available for touring companies, but were 

available for all venue and festival based NITA members. 
 

 

£3,478,963.51 generated in ticket sales for 
theatre performances in 2010/11 solely at 
the 14 venues or festival analysed. 

 
However, ticket sales from a further 168 performances by NITA members took place at 

other venues throughout Northern Ireland where revenue figures could not be provided 
and so the figure of £3,457,184.51 will be higher in reality. 

 
Based on revenue figures solely for venues and festivals,  

 

� The average price paid for a theatre ticket at a NITA member during 2010/11 was 

£12.44. 
 

� The lowest average price paid for a theatre ticket at a NITA member during 2010/11 

was £4.86. 
 

� The highest average price paid for a theatre ticket at a NITA member during 2010/11 

was £19.67. 
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Section 2: Measuring Theatre Attendances 

 
Section Methodology:  
 

� Venues and festivals with computerised ticketing in Northern Ireland are connected 

to Audiences NI’s Vital Statistics software, which uploads information on a daily basis 
from each system and groups it together for collective analysis.  

� Each event run in Vital Statistics is coded using the ADUK Art form Classifiers. The 
theatre classifications from the ADUK Art form Classifiers are included below, 

although for the purposes of this report Theatre ‘Entertainment’ events were 

excluded as the the majority of the performances were not suitable for inclusion 
alongside drama related product with a narrative; 

 
 

 
 

 
� Post code data for theatre bookers was extracted from the system and used to 

conduct a geographic and demographic analysis using Mosaic Northern Ireland and 

the Central Post Code Directory for Northern Ireland.  
 

 
 

 
 

 

 
 

 
 

 

 

Theatre 

 

Drama 

 

Theatre ‘Entertainment’ 

 

Children’s/Youth Theatre 

 

Musicals 

 

Other Theatre*  

 

Community/Amateur Theatre 

*Other Theatre includes experimental theatre, physical 
theatre, mime, puppetry, circus and streets arts. 
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Sales Overview in 2010/11  
 

 
19 venues and festivals provided data for analysis in this section. 
 

 

Alley Theatre •••• Ardhowen Theatre •••• Belfast Waterfront ••••  Burnavon Arts & 

Cultural Centre •••• Cathedral Quarter Arts Festival ••••  Courtyard Theatre ••••  Down 

Arts Centre ••••  Grand Opera House ••••  Island Arts Centre ••••  Linen Hall Library ••••  

Lyric Theatre ••••  Market Place Theatre ••••  Millennium Forum  ••••  Strule Arts Centre 

••••  Theatre At The Mill •••• The Playhouse ••••  Ulster Bank Belfast Festival At Queen’s 

••••  Ulster Hall ••••  Young At Art 
 

 
 

1,403 Performances at 18 venues  
or festivals in Northern Ireland during 2010/11 

 

 
 
 

 

 

62,146 identifiable households including 55,766 
verifiable Northern Irish household bookers 
 

= 8% of households in Northern Ireland 

 

 

336,456 tickets sold 
 
= approximately 56% of available seats sold 

 

 

£5,007,024.40 worth of tickets sold 
 
= average ticket yield of £14.88 

 
 
NB: These figures are not indicative of the market for theatre as a whole during 
2010/11, just at the venues where data was available for analysis. These figures 
represent a minimum level of attendance and sales for theatre as other theatre events 
will have taken place that were not sold through the 19 organisations included within 
this analysis. 
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What types of households booked for theatre 
events during 2010/11? 
 

 
 

 

 

 

 

 

 

 

 

 

 
 
 
 
 

Mosaic NI Group 
Number of 
Household 

Bookers 

Percentage of 
Household 

Bookers 

Penetration of 
Northern Irish 

Households 
 

A Wealth and Wisdom 7,579 14% 15% 

B Better Off Families 7,674 14% 12% 

C Ageing Suburbanites 10,593 20% 9% 

D Younger Nestmakers 5,835 11% 9% 

E Small Town Renters 3,702 7% 5% 

F Students and Singles 2,904 5% 7% 

G Poor Seniors and Solos 2,381 4% 3% 

H Housing Exec Tenants 5,492 10% 5% 

I Farming Communities 7,453 14% 7% 

 

Total 53,613 100% 8% 

 
NB: Only households with an accurate post code could be allocated to a Mosaic NI group. 
 

BOOKED 

THEATRE 

Each house symbol above represents 1% of households 

attending theatre in Northern Ireland at these venues in 10/11. 
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There are theatre bookers in every Mosaic group present in Northern Ireland, 

demonstrating that theatre attracts a diverse audience demographic.  
 

However, while bookers are spread throughout the various demographic groups, more 
than half of the household bookers for theatre came from one of four Mosaic NI Groups 

in particular; Wealth & Wisdom, Better Off Families, Ageing Suburbanites and 

Farming Communities.  
 

These three groups tend to contain older married people, with degrees and household 
incomes in the higher ranges (£25,000 + or £50,000 +) and in Social Grades A/B and C1.  

 
Overviews of each Mosaic NI group and key demographic characteristics are included on 

the next two pages, while fuller descriptions of the four main groups are available in 

Appendix 1. 
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How are these Mosaic NI groups different? 
 

 

 

 

 

 

 
Wealth & Wisdom (14%): 
 
Above average levels of:  
 

• people aged 45-64, 65+ & 85+ 

• married couples 

• in social grades A/B and C1  

• people with O-Levels, A-Levels and Degrees 

• household incomes of £25k+ and £50k+ 
 

  

 

 

 

 
Better Off Families (14%):  
 
Above average levels of:  
 

• people aged 45-64 & children aged 5- 17 

• married couples 

• in social grades A/B and C1  

• people with O-Levels, A-Levels and Degrees 

• household incomes  £25k+ and £50k+ 
 

  

 

 

 

 

 
Ageing Suburbanites (20%): 
 
Above average levels of:  

 

• people aged 45-64, 65+ and 85+ 

• married couples 

• in social grades A/B and C1  

• people with O-Levels, A-Levels and Degrees 

• household incomes of £13.5k+, £25k+ and 
£50k+ 

 
  

 

 

 

 
Younger Nestmakers (11%):  
 
Above average levels of:  
 

• people aged 25 - 44 and children aged 0 - 4 

• co-habiting or married couples 

• in social grades A/B, C1 and C2  

• people with O-Levels, A-Levels and Degrees 

• household incomes of £13.5k+, £25k+ and 
£50k+ 

 

 

 

Each house above represents 1% of households attending 

theatre events in Northern Ireland during 2010/11. 
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Small Town Renters (7%): 
 

Above average levels of:  
 

• people aged 65+ 

• divorcees, widowers and cohabiting couples 

• in social grades C2, D and E  

• people with O-Levels 

• household incomes of less than £7.5k, £75.k + 
and £13.5+ 

 
  

 

 

Students and Singles (5%): 
 

Above average levels of:  
 

• people aged 18-24, 25-44 and 85+  

• single people, cohabiting couples and divorcees 

• in social grades A/B, C1 and E  

• people with A-Levels and Degrees 

• household incomes of less than £7.5k and £50k+ 
 

  

 

 

Poor Seniors & Solos (4%): 
 

Above average levels of:  
 

• people aged 45-64, 65+ and 85+  

• single people, cohabiting couples, widowers and 
divorcees 

• in social grades D and E  

• no levels of qualification 

• household incomes of less than £7.5k & £13.5k+ 
 

  

 

 

 

Housing Exec Tenants (10%): 
 

Above average levels of:  
 

• people aged 18-24 and children aged 0-4 & 5-17  

• single people, cohabiting couples and divorcees 

• in social grades D and E  

• people with O-Levels 

• household incomes of less than £7.5k & £13.5k+ 
 

  

 

 

 

 

Farming Communities (14%): 
 

Above average levels of:  
 

• people aged 25-44 and children aged 0-4 or 5-17  

• married couples 

• in social grade C2  

• people with O-Levels 

• household incomes of £13.5k+, £25K+ and £50k+ 
 

 
 

Each house above represents 1% of households attending 

theatre events in Northern Ireland during 2010/11. 
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How do theatre bookers compare to the 
population overall? 
 

 
 

 
 
 

Some Mosaic groups are more inclined to book for theatre events than others, but each 
Mosaic group is not necessarily similar in size and this also needs to be taken into account.  

 
� The Ageing Suburbanites group has the most households in Northern Ireland at 

slightly over 120,000. 

� The Students & Singles group has the lowest at just over 42,000.  
 

Where the percentage of a Mosaic group amongst theatre bookers is higher than the 
percentage of the household population of Northern Ireland in that Mosaic group, there is 

above average interest amongst that group in the art form.  

 
 

Wealth & Wisdom, Better Off Families, Ageing Suburbanites and Younger 
Nestmakers are all more prominent amongst theatre bookers than they are in the 

general population and therefore have an above average level of interest in theatre events. 
 

 
Wealth & Wisdom     Above Average Interest (201) 
Better Off Families     Above Average Interest (158) 
Ageing Suburbanites  Above Average Interest (117) 
Younger Nestmakers  Above Average Interest (114) 
 

 
 

Students & Singles Below Average Interest (91) 
Farming Communities  Below Average Interest (91) 
Small Town Renters   Below Average Interest (62) 
Housing Exec Tenants  Below Average Interest (66) 
Poor Seniors and Solos  Below Average Interest (46) 

 
 

The further away the scores above are from 100, the more 
above average the interest in theatre is amongst that segment. 
 

 

The closer they are to 100, the more average the interest is. 
 

 

The closer the scores above are to 0, the more below average 
the interest in theatre is amongst that segment. 
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Amongst these four above average groups for theatre attendance, Wealth & Wisdom, 

Better Off Families and Ageing Suburbanite  households tend to be older married 
people, with degrees and household incomes in the higher ranges (£25,000 + or £50,000 

+) and in Social Grades A/B and C1. Younger Nestmakers share some characteristics 
with these groups, but are typically younger and have an above average level of 

households in Social Grade C2 as well.  

 
Weight of numbers versus above average interest 
 

Arts attendance is not solely defined by demographic factors, though they do play a role. 
Arts attendees can, and as these results show, do come from all demographic groups to 

attend theatre events. Logically, the larger segments in the population overall are 
therefore more likely to also represent large segments of theatre attendees. 

 
Because they are the second and third largest segments present in Northern Ireland 

respectively, segments like Housing Exec Tenants and Farming Communities still 

make up a combined 24% of theatre bookers, which constitutes a significant portion of the 
audience base, even though compared to the population overall this represents a below 

average interest in theatre.  
 

However, smaller segments in the population like Wealth & Wisdom, Better Off 

Families and Younger Nestmakers are just as prominent in terms of theatre attendance 
despite being nearly half the size overall of Housing Exec Tenants or Farming 

Communities. They aren’t therefore prominent within the audience base because of their 
size overall, they’re prominent because theatre is of particular interest to these groups. 

This is why Wealth & Wisdom, which made up 14% of the bookers for theatre in 
2010/11, had an attendance ratio of 1 in every 7 households of that type, compared to an 

attendance ratio of 1 in every 15 households from Farming Communities areas, even 

though it too made up 14% of the household bookers in 2010/11. 
 

Smaller groups with a high attendance ratio like Wealth & Wisdom, Better Off 
Families and Younger Nestmakers are therefore the most likely choices for recruiting 

new attendees. While Ageing Suburbanites are the largest segment amongst bookers 

and have an above average interest in theatre, they are also the largest segment overall in 
Northern Ireland which makes them more difficult to target. 

 
How do theatre bookers compare to arts 
bookers generally? 
 

 
 

The annual Audience Review for Northern Ireland quantifies 
the minimum level for arts attendances across all art forms. 

This report shows that the makeup of theatre audiences is 

not dissimilar to the makeup of arts audiences in general. 
 

The biggest difference was in the Younger Nestmakers group 
which was slightly more prominent amongst theatre 

audiences than amongst arts attendees generally (up by 2%). 
The remaining groups varied by a maximum of only 1%. 

 

View the most recent Audience Review in the Library section 
of www.audiencesni.com. 
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Is attendance at theatre mainly domestic? 
 

 
Attendance at ticketed, venue based theatre events is primarily from the domestic market, 

with 90% of household bookers verifiable as being in Northern Ireland. Outside of 

Northern Ireland, the most important region for attracting bookers is the Republic Of 
Ireland which provided 5% of the households booking for theatre in 2010/11. 
 

 
 

Country Of Origin 
Household 
Bookers % Tickets % Revenue % 

 

Northern Ireland 55,766 89.7% 257,528 90.1% £4,022,066.94 90.6% 

Republic Of Ireland 2,934 4.7% 13,526 4.7% £228,448.45 5.1% 

England 795 1.3% 2,336 0.8% £104,625.60 2.4% 

Scotland 241 0.4% 623 0.2% £12,606.55 0.3% 

Wales 44 0.1% 123 0.04% £2,572.55 0.06% 

Isle of Man & 

Channel Islands 
18 0.03% 43 0.02% £1,041.00 0.02% 

 

UK (unknown region) 2,209 3.6% 11,265 3.9% £61,984.20 1.4% 

International 140 0.2% 335 0.1% £6,639.18 0.1% 
 

TOTAL 62,147 100% 285,779 100% £4,439,984.47 100% 
 

NB: An additional 50,677 ticketsworth £567,040 were sold to accounts where no address data/ 
insufficient address data was captured. 
 

Compared to the Understanding Your Audience For Dance report produced by Audiences 
NI in 2010, the theatre audience is very similar in terms of its geographic origin nationally, 

varying by no more than 2% amongst the domestic audience. This variation is linked to 
more effective data capture at theatre events however, rather than real variations in 

geographic origin. 
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Is there a Northern Ireland wide interest in 
attending theatre events? 
 

 

 
 

Local Government 

District 

Household 

bookers 

% Household 

bookers 

Minimum penetration 

of households in 10/11 
 

Belfast 10,759 19.9% 9.2% 
Derry 4,396 8.1% 10.5% 

Lisburn 4,165 7.7% 9.2% 

Newtownabbey 4,095 7.6% 12.2% 
North Down 2,950 5.5% 8.7% 

Castlereagh 2,860 5.3% 10.3% 
Ards 1,972 3.7% 6.0% 

Down 1,931 3.6% 7.2% 

Craigavon 1,825 3.4% 4.8% 
Fermanagh 1,793 3.3% 7.3% 

Omagh 1,765 3.3% 8.9% 
Strabane 1,639 3.0% 11.1% 

Carrickfergus 1,512 2.8% 9.0% 
Antrim 1,440 2.7% 7.1% 

Cookstown 1,330 2.5% 9.9% 

Armagh 1,329 2.5% 6.2% 
Dungannon 1,214 2.2% 5.6% 

Newry and Mourne 1,028 1.9% 2.8% 
Magherafelt 1,007 1.9% 6.3% 

Banbridge 993 1.8% 5.3% 

Ballymena 935 1.7% 3.7% 
Limavady 890 1.6% 7.2% 

Larne 819 1.5% 6.3% 
Coleraine 795 1.5% 3.5% 

Ballymoney 365 0.7% 3.0% 

Moyle 196 0.4% 2.9% 
 

Grand Total 54,003 100% 8% 

 

Map: Copyright © Experian Ltd. 2007, Copyright Navteq 2007,  

Based on Crown Copyright Material. 
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Data on theatre attendances demonstrates that there is a 
Northern Ireland wide interest in the art form.  
 
While larger concentrations of bookers are present in the two main urban areas in 
Northern Ireland, this makes logical sense as 10 out of the 18 venues included in 
this section of the report are based in either Belfast or Derry/Londonderry. 
However, while the majority of performances are going on in these areas, the 
majority of customers do not come from here. Only 28% of household bookers for 
theatre events at these 18 festivals and venues in 2010/11 came from the Belfast 
or Derry Local Government Districts. 
 
72% of household bookers are therefore coming from outside of these two main 
urban areas, indicating that there is an audience for theatre across the country 
although just because they live outside Belfast or Derry/Londonderry, it doesn’t 
mean that they aren’t attending venues or festivals in those areas. 
 
 
The impact of missing data 
 
Computerised data collection of attendances is not universal in Northern Ireland 
and this will be impacting on the findings displayed in this section of the report (see 
page 11 for more details). This makes improving data capture a key priority for 
identifying where theatre audiences are coming from and encouraging them to 
come back to attend again.  
 
The lowest levels of attendance (less than 2%) are typically coming from areas in 
which data is not being collected electronically such as Ballymena (no 
computerised box office system), Limavady (incompatible box office system), 
Larne (no computerised box office system), Coleraine (declined to provide data), 
Ballymoney (no computerised box office system), Magherafelt (no computerised 
box office system) and Moyle (no computerised box office system). NB: Some of 
these areas also lack a dedicated theatre building. 
 
In addition, despite having larger percentages of attendance (above 2% 
nationally), some more prominent Local Government Districts also contain some 
gaps including Antrim (venue with incompatible computerised box office system), 
Derry/Londonderry (venue with computerised box office system which declined to 
be included) and Belfast (venues and festivals which are in the process of being 
connected to Audiences NI’s Vital Statistics system).
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Greater Belfast household bookers for theatre 
 

 
 

 

 
 

 
 
Settlements in the Belfast 
Metropolitan Urban Area 

Number of  
Household Bookers 

Percentage Of 
Household Bookers 

 

Belfast Urban Area 10,725 19.9% 

Newtownabbey Urban Area 3,055 5.7% 

Lisburn Urban Area 2,432 4.5% 

Castlereagh Urban Area 2,298 4.3% 

Bangor 2,103 3.9% 

Carrickfergus 980 1.8% 

Holywood Urban Area 516 1.0% 

Carryduff 322 0.6% 

Greenisland Urban Area 270 0.5% 

Helens Bay 93 0.2% 

Groomsport & Crawfordsburn 79 0.1% 

Milltown_Lisburn 46 0.1% 

Seahill 46 0.1% 

 

Total 22,965 43% 

NB: Only households with a complete and identifiable postcode could be assigned to a Settlement. 

 
 

43% of the Northern Irish households booking for theatre came from the Belfast 
Metropolitan Urban Area. In particular, 19.9% of households booking overall were 
from Belfast itself, followed by Newtownabbey (5.7%), Lisburn (4.5%), Castlereagh 
(4.3%) and Bangor (3.9%). 
 
 
Bookers for theatre in the Belfast Metropolitan Urban Area were predominantly in 

the Wealth & Wisdom (25.5% ), Ageing Suburbanites (25%.7 ), Students & 

Singles (10.6% ) and Better Off Families (10.6% ) categories. 
 
For a full breakdown of settlements across Northern Ireland, see Appendix 2. 

Central Post Code Directory, Source: Neighbourhood Statistics 
(NISRA). Website: www.ninis.nisra.gov.uk. Crown copyright material 
is reproduced with the permission of the Controller of HMSO. 
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Derry/Londonderry household bookers for 
theatre 
 

 
 

 

 
 

 
 
Settlements in the Derry Urban 
Area 

Number of  
Household Bookers 

Percentage Of 
Household Bookers 

 

Derry/Londonderry 3,418 6.3% 

Culmore 177 0.3% 

Newbuildings 104 0.2% 

Strathfoyle 85 0.2% 
 

Total 3,784 7.0% 

NB: Only households with a complete and identifiable postcode could be assigned to a Settlement. 

 
 

7% of Northern Irish households booking for theatre came from the Derry Urban 
Area. In particular, 6.3% of households booking overall were from 
Derry/Londonderry itself. The remaining 3 settlements in the Derry Urban Area 
made up less than 1% of bookers each 

 
Bookers in the Derry Urban Area were predominantly in the Housing Exec Tenants 

(29.4% ) and Ageing Suburbanites (23.5% ) categories. 
 

For a full breakdown of settlements across Northern Ireland, see Appendix 2. 

Central Post Code Directory, Source: Neighbourhood Statistics 
(NISRA). Website: www.ninis.nisra.gov.uk. Crown copyright material 
is reproduced with the permission of the Controller of HMSO. 
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Rest of NI household bookers for theatre 
 

 
 
 

 

 
 

 

 
 

Top 20 Settlements outside of 
the Belfast/Derry Urban Areas 

Number of  
Household Bookers  

Percentage Of 
Household Bookers 

 

Craigavon Urban Area And Bleary 1,131 2.1% 

Omagh 836 1.5% 

Newtownards 707 1.3% 

Strabane 655 1.2% 

Enniskillen 520 1.0% 

Antrim 498 0.9% 

Cookstown 452 0.8% 

Larne 446 0.8% 

Ballymena 422 0.8% 

Armagh City 396 0.7% 

Ballyclare 384 0.7% 

Banbridge 310 0.6% 

Newry 303 0.6% 

Coleraine 294 0.5% 

Limavady 280 0.5% 

Downpatrick 265 0.5% 

Newcastle 262 0.5% 

Comber 252 0.5% 

Magherafelt 243 0.4% 

Dungannon 241 0.4% 
 

Total 4,339 16.5% 

NB: Only households with a complete and identifiable postcode could be assigned to a Settlement. 

 
50.5% of households booking for theatre came from outside the main Belfast Metropolitan 
Urban and Derry Urban Areas. There were no particular concentrations of bookers in the 
rest of the country, with the top 20 settlements containing no more than 2.1% of household 
bookers each and making up 16.5% of bookers in total. 
 
Bookers outside of Belfast and Derry were predominantly in the Farming Communities  

(27.4% ), Better Off Families (18.2% ), Younger Nestmakers (14.9% ) and 

Ageing Suburbanites (14.3% ) categories. 
 

For a full breakdown of settlements across Northern Ireland, see Appendix 2. 

Central Post Code Directory, Source: Neighbourhood Statistics 
(NISRA). Website: www.ninis.nisra.gov.uk. Crown copyright material 
is reproduced with the permission of the Controller of HMSO. 
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Sources of International Bookings 
 

 
 

The figures below illustrate the range of countries from which cultural tourists 
have attended theatre in Northern Ireland. They should NOT be interpreted as 
representing an official total for cultural tourists attending theatre at these venues. 
 

Why? Cultural tourists are likely to be underrepresented in computerised booking data 
as international bookers may not have had their data captured as part of their booking 
(e.g. they purchased their tickets on the door at the event), or their tickets may have 
been allocated to a UK address (e.g. their hotel, their tour company, the venue’s). 
 

 
140 households from outside of the United Kingdom and Republic of Ireland could be 
verified as having been to see theatre at one of the Northern Irish venues analysed in 
2010/11 (0.3% of the households booking). 
 

 
 
 

 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

EUROPE (36 total) 
 
Germany (13 bookers) 
France (9 bookers) 
Holland (4 bookers) 
Switzerland (3 bookers) 
Spain (2 bookers) 
Denmark (2 bookers) 
Italy (1 booker) 
Malta (1 booker) 
Finland (1 booker) 
 

CENTRAL AMERICA, 
SOUTH AMERICA AND  
THE CARRIBEAN (5 total) 
 
Colombia (2 bookers) 
Netherlands Antilles  
(1 booker) 
Saint Lucia (1 booker) 
Bermuda (1 booker) 

OCEANIA (17 total) 
 
Australia (13 bookers) 
New Zealand  
(3 bookers) 
American Samoa  
(1 bookers) 

NORTH AMERICA 
(75 total) 
 
USA (51 bookers) 
Canada (24 bookers) 
 

MIDDLE EAST (3 total) 
 
United Arab Emirates  
(2 bookers) 
Israel (1 booker) 

ASIA (4 total) 
 
Japan (2 bookers) 
Singapore (1 booker) 
Hong Kong (1 booker) 
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Section 4: Measuring Frequency of Attendance 

 
Section Methodology:  

 
� Venues and festivals with computerised ticketing in Northern Ireland are connected 

to Audiences NI’s Vital Statistics software, which uploads information on a daily basis 
from each system and groups it together for collective analysis.  

� Each event run in Vital Statistics is coded using the ADUK Art form Classifiers, and 
the number of times each unique household attended events classified under theatre 

counted. For the purposes of this report Theatre ‘Entertainment’ events were 

excluded as the majority of the performances were not suitable for inclusion 
alongside drama related product with a narrative. 

 

Frequency of attendance at theatre events 
 

 
The majority of bookers for theatre events have only booked once at any theatre event at 
one of these 19 venues during 2010/11.  
 

 
 

 
 
 
  
  
  
  

 
 

 
 
 

 

76% of households made 1 visit to a theatre event during 2010/11. 
  

  

 
 

 

 
16% of households made 2 visits to a theatre event during 2010/11. 

  

 

 

 

 
5% of households made 3 visits to a theatre event during 2010/11. 

  

  

 

 

 

2% of households made 4 visits to a theatre event during 2010/11. 
  

 

 

 

 + 

2% of households made 5 or more visits to a theatre event during 2010/11. 
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Frequency of attendance within the year is an important measure, because in 
conjunction with re-attendance year on year, it is one of the best indicators 
of audience loyalty available direct from box office data. Encouraging 
audience loyalty is the cornerstone of growing audiences for theatre, and the 
arts in general, in the long term. 
 
Initial pilot analyses by Audiences NI on individual venues (across multiple art forms, not 
just theatre) indicates that customers who attend more often within the year are more 
inclined to re-attend year on year. If this hypothesis also holds true for theatre individually 
as an art form, then encouraging customers to be more frequent attendees in the short 
term reaps longer term dividends in terms of re-attendance.  
 
However, as with attendance at the arts generally, the majority of bookers for theatre are 
only booking to attend one event during the year, making decreasing the level of Single 
Time Attendance at theatre, and the arts in general, a key priority. 
 
Comparisons against the benchmark 
 
While theatre has a higher level of Single Time Attendance than across the arts as a whole 
(76% for theatre in 2010/11 compared to 66% for all art forms in 2010 from the Audience 
Review), this is to be expected. The Audience Review indicates genre loyalty is lower 
amongst people attending multiple times during the year. The majority of theatre bookers 
will therefore have only been to the arts once in 2010/11, but where they have been more 
than once, it’s slightly more likely that they will have attended a different genre than 
returned to see the same genre again (most likely Popular Music or Theatre 
‘Entertainment’).  
 
A more appropriate benchmark for comparison is amongst dance audiences, as Single 
Time Attendance for theatre over one year was still lower than across 3 years for dance 
events (82%), indicating that theatre as a genre is currently more successful at 
encouraging bookers to re-attend more quickly as an art form than dance. 
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Section 5: Breaking the mould 

 
Section Methodology:  
 

� NITA members which were venues, festivals or production companies submitted 

descriptive outlines of different types of theatre events, performances and projects 
performed by NITA Members in 2010/11 outside of the traditional setting of public 

performances in traditional theatre venues. 

 
An overview of non-ticketed theatre projects 
 

 
One of the key strengths of organisations working in an inherently creative sector is the wide 
variety of work produced, ranging from the traditional to the highly unusual.  
 
Due to these numerous variations, a one size fits all approach to measuring attendances will 
always struggle to fully convey the range and value of the work being studied. Not every 
event can be measured in the traditional manner of how many seats were sold and the 
ongoing challenge is to find the best way to properly express the value of this work alongside 
more traditional measures like percentage capacity or revenue generated. 

 

The examples below are a sample of the work conducted by NITA members during 2010/11, 
where the value of the work is harder to measure than simply recording the number of seats 

sold. They are illustrative examples of the wide range of work being carried out across the 
sector, which is too numerous to list comprehensively here. 

 
 

Engaging with young people 
 

Arts Council of Northern Ireland’s Youth Arts 

policy acknowledges that they continue to  
support youth arts based on the knowledge 

that the arts are a means of “improving 
quality of life, enabling self expression, 
enhancing learning and furthering the 
exploration of personal and social identity for 
children and young people as they grow and   
develop”. 

 

Alongside the existing product which is programmed at venues and festivals across 

Northern Ireland, NITA members like Cahoots NI (Circus, the Great Carmo, Mascot 

Madness and Math a Magic in 2010/11) and Replay Theatre Company (Mickey and Lionel, 
Macbeth in 2010/11) regularly produce theatre product geared towards children of all 

ages.  
 

Many of these productions tour directly to schools, bringing theatre performances and 

participatory drama and writing projects (such as Replay’s Write Now project) into the 
classroom.  
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Engaging with business 
 

The creativity which exists at the heart of arts 

organisations working in Northern Ireland is a 

valuable commodity which can be harnessed 
to inspire innovation in the business and 

commercial sectors.  
 

� Big Telly’s Comedy Hijack project 

engaged with non-traditional theatre-
goers. Five different pieces were 

performed in just fifteen minutes to  
audiences already assembled for completely different events, including conferences, 

student lectures, and staff meetings.  Audiences then had the chance to vote for the 
piece they’d most like to see become a full length play. 

 

� Kabosh performed extracts from Two Roads West, Belfast Bred, Hostel and The 
West Awakes to a variety of conference delegates in 2010/11 including those 

attending international press, Northern Irish Tourist Board and Department of 
Culture Arts and Leisure events. 

 

� Live Ad’s were short pieces of theatre from Big Telly designed to advertise or 
promote a business brand, product or service.  In 2010, this was piloted with Ulster 

Bank to raise the profile of its sponsorship of the Belfast Festival at Queen’s, 
resulting in the creation of The Complete Full Blown Total 2010 Ulster Bank Belfast 

Festival at Queen’s in its Entirety (abridged) which was a 5 minute version of the 

entire festival. 

 
 

Engaging with the community 
 

Northern Irish theatre’s strong roots and links 
to community are well established, and NITA’s 

current members continue to produce 

valuable work in this area, adding to that rich 
tradition. 

 
� Theatre Out There was an experimental 

youth theatre project from Big Telly 
which explored new formats of  

presentation and performance techniques. Participants presented theatre in cars, 

shop windows, by the sea and in the dark. 
 

� Kabosh used site-specific theatre to bring alive the issues at the heart of 
institutionalised racism and how our perception of difference is shaped, to support 

The West Against Racism Network’s Anti Racism Charter Cairt Fhrith-Chiniochais 
Iathar Bheal Feirste. 

 

� Echo Echo Dance Theatre Company worked with several local schools and groups to 
prepare movement and dance pieces performed as part of the annual St Patricks 

Day Parade in Derry/Londonderry in 2011.  
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Developing the next generation 
 

Opportunities provided by NITA members 

play an important role in helping the next 
generation of theatre practitioners to get 

experience and make contacts in a 

professional environment. 
 

� Tinderbox Theatre Company has a year 
round programme providing support for 

writers, theatre workers and other 
  

artists exploring writing or developing new pieces of theatre. This includes their 
Fireworks project which supports the creation of short stories written by 16 to 25 

year olds, which are then performed by professional actors. 
 

� Bruiser Theatre Company’s Graduate Academy and annual Summer Schools provide 
opportunities for young people to develop their performance skills under the 

guidance of trained arts practitioners, while their Teacher Training programme helps 

transfer core practical skills to teachers to support drama work in the classroom. 

 
 
 
Cultural ambassadors 

 

The work created by Northern Ireland’s 
theatre companies ably showcases the 

creativity and culture of Northern Ireland to 
international markets who are being courted 

for tourism. 

 
In September 2010, Kabosh performed a 

selection of work promoting Northern 
Ireland at Grand Central Station in New York 

as part of Experience NI. 

 

  
 

 
 
Looking to the future: communicating impact 
 
The descriptions above paint a picture of the range of atypical work which defies the use 

of standard measurements like seats or tickets to fully convey their value.  
 

However, these descriptions can only go so far in advocating the value inherent in this type 

of work. Finding the most effective ways for the theatre sector to measure and articulate 
this value so that these projects can be advocated effectively to funders, sponsors, 

government and the public is a key priority. 
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Conclusions and Recommendations 
 

 
The principal findings of this first report into the audience for theatre in Northern Ireland 
indicate; 

 
� At least 62,146 households from Northern Ireland, the rest of the United Kingdom, 

the Republic Of Ireland and internationally can be verified as having booked for at 

least one theatre event in 2010/11. They purchased 336,456 tickets worth just over 

£5 million pounds.  
 

� NITA members alone sold 279,666 tickets in the same time period. 
 

� Overall, at least 8% of households in Northern Ireland booked for a theatre event 

during 2010/11, which is just under half of the overall arts bookers in a year long 
period. 

 
� Theatre events are attracting the same types of people as the arts generally, and in 

very similar proportions to the arts overall, compared to the Audience Review 2011. 

 
� Theatre is attracting attendances from a diverse range of Mosaic NI groups within 

Northern Ireland, although some groups (Wealth & Wisdom, Ageing 
Suburbanites, Better Off Families and Farming Communities) are more 

prominent than others. 
 

� The audience for theatre in Northern Ireland is primarily domestic with 90% of 

bookers providing addresses which were verifiable as being in Northern Ireland. 
 

� Theatre events attract an audience from all across Northern Ireland, and are not just 
confined to the two main urban areas, with the Belfast Metropolitan Urban Area 

(including Bangor, Lisburn, Carrickfergus etc) and the Derry Urban Area containing a 

combined 50% of theatre bookers in 2010/11. 

 
There are a number of practical and strategic considerations stemming from this report 

which are recommended to help shape future collaborative work in this field. 

 
Enhancing the available picture with improved data collection 

 
Gaps remain in data collection processes which, if filled, will improve the ability of the 

sector to programme, plan and advocate effectively. 

 
Wherever possible, ticket sales for theatre events need to processed and recorded 

electronically. Advances in technology are making it easier for organsiations of any size or 
resources to use the internet to sell tickets online themselves, while there are an 

increasing number of organisations offering to sell tickets on behalf of others. 
 

Where processing sales electronically isn’t possible, the core measures of number of 

performances, number of tickets sold and value of seats sold should be recorded – not 
just by the venue/festival selling the tickets, but also by the touring company producing 

the performance (if appropriate). 
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Building a picture of audience behaviour over time 
 
The Theatre Review 2012 now provides an initial benchmark against which future years 

can be measured, providing an indication of how attendances for theatre are changing 

over time.  
 

Expanding the scope of any future research beyond a single year would also enable the 
use of re-attendance year on year at theatre as an additional measure, allowing the issue 

of genre and venue loyalty to be explored in more detail.  

 
 
Further exploring geographic reach in the context of 
customer behaviour 
 
This report confirms that the primary audience for theatre in Northern Ireland is 

domestic, and that these audiences are spread across the country with half of all 
domestic bookers coming from the Greater Belfast and Derry/Londonderry areas, and a 

relatively even spread of audiences located across the rest of the country.  
 

Further exploration comparing the geographic location of attendees with the geographic 

location of the venues they attend, alongside levels of crossover between venues, would 
provide additional understanding of the extent to which audiences outside of the main 

urban areas remain loyal to local venues, or are attracted to venues further away.  

 
 

Improving frequency of attendance rates 
 
Theatre bookings show a high level of Single Time Attendance over the short term period 

of a single year. This is not unexpected given trends overall, and reversing this trend 
should be a priority, not just for theatre but across ticketed arts events. With 44% of 

seats unsold in 2010/11, there is room to increase attendances amongst the existing core 
while still attracting new audiences at the same time. 

 
Initial investigations suggest that more frequent attendees at the arts generally in the 
short term are more likely to become re-attendees in the long term, suggesting that the 

starting point for building an audience in the longer term is increasing frequency of 

attendance in the short term. Further investigation is recommended to explore whether 
this hypothesis holds true specifically within the context of theatre attendance.  

 
 

Measuring and articulating value and impact 

 
If success and value are only measured in terms of tickets and revenue, then much of 
the valuable work carried out by theatre producers and programmers in Northern Ireland 

remains unseen. 
 

Further investigation into how value and impact can be measured and articulated 

consistently across the sector, in a language which suits the needs of both the sector and 
its funders is recommended. 
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Glossary 
 

 
Crossover: Where someone from the same household has made a booking for 2 or 
more different arts organisations or genres. 
 

Frequency of attendance: The number of visits made to an arts event within a given 
time period. 
 

Genre: A descriptive classification of an event type, which is more detailed than an art 

form but more generic than a specialism in its description. 
 

Genre Loyal: A household which has only booked for an arts event at 1 genre within a 
given timeframe. 

 

Household: A household comprises one person living alone, or a group of people (not 
necessarily related) living at the same address within common housekeeping – that is, 

sharing either a living room or sitting room or at least one meal a day. (NI Census) 
 

Household Booker: A household that made at least 1 booking for an arts event within 
a given timeframe. 
 

Mosaic NI: Mosaic NI is a Northern Ireland Specific consumer classification system, 
which segments consumers into 9 groups based on a mixture of census information and 

lifestyle surveys. Any data which includes a post code can be classified using the profiling 
software, providing demographic information specific for each group, and allowing 

records to be geographically mapped. 
 

Organisation Loyal: A household which has only booked for an arts event at 1 arts 

organisation within a given timeframe. 
 

Penetration: A comparison of one amount against a total figure to give a percentage. 
In the case of audience specific data, the extent to which a facility is attracting actual 

users or attendees from within its relevant identified markets. (An A-Z of Commonly Used 

Terms and Protocols relating to Box Office and Audience Data, Stephen 
Cashman/Audience Data UK, 2005) 
 

Performance: An individual show within a run of performances. 
 

Post Code: A code used to identify a postal address, made up of a combination of 

letters and numerals. All Northern Ireland Post Codes begin with BT, followed by a one or 

two digit number, a space, a one digit number and two letters. These typically relate to 
around 15 residential addresses or one large user, such as a business address. 

(www.royalmail.co.uk) 
 

Revenue: The amount (in Pounds £) paid per single ticket to see a performance. 
 

Single Time Attendee: A household which only made 1 visit to an arts 

event within a given time period. 
 

Ticket: A ticket is a single seat sold for a single event. 
 

Visit: A visit is where a booker attends a venue to see a single performance of a show 
along with any other person they have booked tickets for. Regardless of the size of the 

party, this constitutes 1 visit. However, if the same customer attends an arts event a 

second time in 2009, even if it is the same show at the same venue on a different date, 
this constitutes a separate visit.
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Appendix 1: Mosaic NI Pen Portraits 
 

 

Wealth & Wisdom consists mostly of 

households in higher income groups, who live 

in the most desirable parts of town, and who 
work in the most prestigious jobs. Typically 

married couples with older or grown up 
children, these are people who are now 

enjoying the fruits of their previous hard 

work. Often graduates with strong 
professional or technical skills, they have now 

risen up their chosen careers, to the point 
where they have become senior managers or 

high ranking professionals. Many others have 

chosen to set up and run their own businesses. 
 

In addition to their high incomes, many people have built up significant equity, whether 
in their houses, their pension funds, in stocks and shares or in the businesses which they 

own. Most of their houses are semi-detached or detached, and are situated on spacious 
plots in low density suburbs. Although house prices may not be as high as Great Britain, 

most of these properties will have been purchased for much less than they are now 
worth. Many mortgages are now approaching maturity, and with children through 

university, and themselves in well paid careers, Wealth & Wisdom are building up 

significant savings in shares and other investments. Typically higher tax payers, they take 
considerable interest in managing their financial affairs so as to maximise returns and 

minimise tax liabilities. 
 

Wealth & Wisdom is found in neighbourhoods built before and just after The Second 
World War, in what were, in their day, the better suburban locations accessible to 

Belfast. They were laid out at lower densities than contemporary high status 

developments. As years have passed the population has aged, and many of the residents 
have now retired. In contrast to Great Britain, these older people have preferred to stay 

in familiar locations, rather than retire to the seaside, the country or to the 
Mediterranean. Consequently, there are a very large number of pensioners, many of 

them very elderly, either living in their own homes or in the private nursing homes 

converted from the larger houses. It is likely that Wealth & Wisdom has the longest life 
expectancy. 

 

Not only are these areas favoured by the very comfortably off, they are also ones which 

experience very little deprivation. Wealth & Wisdom is particularly unlikely to experience 
life’s most serious sources of disadvantage, whether ill health, disability, single 

parenthood, unemployment or the lack of a car. In general these areas are also free of 
the more serious manifestations of sectarian conflict. Indeed Wealth & Wisdom is the 

most likely to attract migrants from elsewhere in the UK, and is also the most likely to 

have friends and relations working elsewhere in the UK. 
 

Despite their comfortable lifestyles, Wealth & Wisdom does have a strong sense of 
responsibility, both to the local community and to social, political and professional 

networks. Compared with their counterparts in Great Britain, they are driven more by 
moral standards and less by material aspirations. For most, quality, range and service are 

more important than price, and significantly more important than fashion. For many, 

success is expressed with inward discretion rather than flaunted conspicuously, through 
the purchase of expensive cars or dining at expensive restaurants. Golf, sailing and 

attending plays and concerts are popular leisure activities. 
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Appendix 1: Mosaic NI Pen Portraits 
 

 

Better Off Families consists mostly of 

comfortable families whose breadwinners 

commute some distance to well paid, white 
collar jobs in service industries. They are 

highly focussed on home and family, with a 
strong work ethic and a high level of material 

ambition. 

 

This Group is likely to live in modern housing, 

designed specifically for the needs of families 
with children, and often located at some 

distance from shops, community centres and 
public transport. Homes are spacious with adequate to generous gardens, and there is 

better access to good quality schools and public services than would be found in the 

inner city. These neighbourhoods attract second rather than first time buyers, but once 
established, people tend to stay in their homes for a long time, often keeping the 

company of their grown up children. 
 

Such neighbourhoods occur in a variety of forms. Some consist of late inter war and early 
post war semi-detached houses in privates estates in the Belfast suburbs, just below the 

top tier of status; others occur in rural villages which have become major dormitory 
suburbs for Northern Ireland’s larger centres; such neighbourhoods are also found on the 

very outskirts of Belfast; others occur as infill developments in Belfast’s more prosperous 

suburbs, where developers have created modern estates of large detached or semi-
detached houses, often in a mock Tudor style. 

 

Though not quite top tier, neighbourhoods of Better Off Families are exclusive in the 

sense that they accommodate very few people with any sort of material hardship. These 
are not areas where you would find households with County Court Judgments, or with 

unemployed family heads, or workers without worthwhile qualifications. Everyone is 

doing well. As a result, and because of the relatively narrow range of incomes, there is 
considerable peer pressure to maintain the standards which make such areas attractive. 

Gardens are expected to flower, lawns to be manicured, cars to be clean, and children to 
be well behaved and do well at school. People tend to know their neighbours by sight 

and name, although few are likely to feel that they can rely on them for more than small 
favours. 

 

Better Off Families is likely to focus on career enhancement and consumption in ways 

which are socially visible. These are not, by and large, people who are motivated by 

social responsibility. They are well informed about brands, prices and new technologies, 
and are ‘savvy’ in so far as they are well able to work out the best deal on offer. Though 

well informed and ready to adopt new products or channels, they are not necessarily 
cosmopolitan in attitude, preferring traditional styles to the exotic or avant garde. 

Grocery shopping is typically undertaken once a week at large supermarkets. 
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Appendix 1: Mosaic NI Pen Portraits 
 

 

Ageing Suburbanites consists of 
middle of the road families, paying off 

mortgages on semi-detached homes with 
gardens, in mid market suburban settings. 

Mostly living in neighbourhoods which were 
developed during the 1950s and 1960s, these 

people live a routine existence, commuting to 

white collar office jobs which yield reasonably 
comfortable but seldom exceptional incomes 

and prospects.  
 

This Group very much reflects ‘middle’ 
Northern Ireland, a lifestyle that lies above the working class cultures caught up in the 

sectarian divide, but a number of rungs below the higher income tax payers, living in the 

smarter areas of detached houses. These suburbs are located beyond the dangers of the 
inner city but also some distance from the recreational opportunities of open countryside. 

 

Unlike other Groups, Ageing Suburbanites represents a cross section of Northern 

Ireland’s population in terms of age and income. However, due to the age of the housing, 
the profile of the population is now significantly older than the Northern Ireland average. 

Most are married couples, and many are now approaching or have just entered 
retirement. Many families are empty nesters, or are enjoying the benefits of children still 

living at home and to the household income. However, as people get older, many leave 

the area in favour of smaller and more convenient homes. The homes they leave behind 
are taken over by younger families, and many will struggle to keep up mortgage 

payments while bringing up younger children. 
 

Ageing Suburbanites tends to have only moderate levels of education and relies on 
common sense rather than intellectual skills or technical qualifications at work. They are 

careful with money, set their sights on simple pleasures, and take satisfaction from the 

roles they play within the local community. Their orientation is practical and parochial in 
the best sense of the word, recognising the value of supporting friends and neighbours in 

an uncertain world. Although mostly living in distinctly Catholic or Protestant 
neighbourhoods, they tend to be a force for political moderation. 

 

As consumers, their lack of sophistication tends to make them uncritical advocates of 

mainstream brands, preferring range and prices rather than quality or service. However 
due to their long association with their local neighbourhood, many residents enjoy 

personal contacts with local shopkeepers and suppliers. Financial behaviour is focused on 

the need to provide adequately for retirement. 
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Appendix 3: Settlement Breakdown 
 

 

Settlement 
Househol

d Bookers 

% of Household 

Bookers 

Cumulative 

Percentage 

 

Belfast Urban Area 4,887 19% 19% 

Derry 2,223 8% 27% 

Bangor 1,179 4% 31% 

Newtownabbey Urban Area 1,114 4% 36% 

Castlereagh Urban Area 1,082 4% 40% 

Lisburn Urban Area 1,013 4% 44% 

Band H* (Lisburn LGD) 607 2% 46% 

Craigavon Urban Area and Bleary 491 2% 48% 

Band H* (Armagh LGD) 479 2% 50% 

Band H* (Down LGD) 461 2% 51% 

Carrickfergus 446 2% 53% 

Band H* (Antrim LGD) 444 2% 55% 

Band H* (Omagh LGD) 371 1% 56% 

Newtownards 367 1% 58% 

Band H* (Ards LGD) 342 1% 59% 

Band H* (Strabane LGD) 337 1% 60% 

Omagh 335 1% 61% 

Band H* (Derry LGD) 318 1% 63% 

Band H* (Magherafelt LGD) 307 1% 64% 

Strabane 306 1% 65% 

Holywood Urban Area 286 1% 66% 

Band H* (Dungannon LGD) 283 1% 67% 

Band H* (Cookstown LGD) 275 1% 68% 

Armagh City 262 1% 69% 

Ballymena 261 1% 70% 

Band H* (Craigavon LGD) 259 1% 71% 

Band H* (Newry And Mourne LGD) 258 1% 72% 

Band H* (Banbridge LGD) 246 1% 73% 

Antrim 245 1% 74% 

Coleraine 242 1% 75% 

Band H* (Limavady LGD) 234 1% 76% 

Band H* (Ballymena LGD) 223 1% 77% 

Larne 205 1% 77% 

Band H* (Newtownabbey LGD) 201 1% 78% 

Limavady 201 1% 79% 

Band H* (Coleraine LGD) 199 1% 80% 

Band H* (Larne LGD) 194 1% 80% 

Ballyclare 192 1% 81% 

Crumlin 179 1% 82% 

Band H* (Fermanagh LGD) 162 1% 83% 

Downpatrick 160 1% 83% 

Band H* (Ballymoney LGD) 157 1% 84% 

Greenisland Urban Area 154 1% 84% 

Cookstown 151 1% 85% 

Banbridge 149 1% 85% 

Carryduff 140 1% 86% 

 

* BAND H denotes open countryside, small villages and hamlets 
which are too small to name - the Local Government District 
name simply denotes which LGD these households fall under. 
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Settlement continued … 
Househol

d Bookers 

% of Household 

Bookers 

Cumulative 

Percentage 

 

Newry 132 1% 86.5% 

Band H* (Castlereagh LGD) 124 0.5% 87.0% 

Culmore 123 0.5% 87.4% 

Comber 122 0.5% 87.9% 

Dungannon 120 0.5% 88.3% 

Newcastle 110 0.4% 88.8% 

Eglinton 109 0.4% 89.2% 

Hillsborough 104 0.4% 89.6% 

Magherafelt 104 0.4% 90.0% 

Dromore (Banbridge) 91 0.3% 90.3% 

Whitehead 90 0.3% 90.6% 

Donaghadee 87 0.3% 91.0% 

Moira 87 0.3% 91.3% 

Portstewart 87 0.3% 91.6% 

Ballymoney 83 0.3% 92.0% 

Band H* (Moyle LGD) 72 0.3% 92.2% 

Band H* (North Down LGD) 69 0.3% 92.5% 

Randalstown 67 0.3% 92.7% 

Portrush 65 0.2% 93.0% 

Helens Bay 63 0.2% 93.2% 

Dungiven 59 0.2% 93.5% 

Glenavy 58 0.2% 93.7% 

Enniskillen 57 0.2% 93.9% 

Saintfield 56 0.2% 94.1% 

Newbuildings 53 0.2% 94.3% 

Ballycastle 46 0.2% 94.5% 

Groomsport & Crawfordsburn 46 0.2% 94.7% 

Richhill 46 0.2% 94.8% 

Ballynahinch 44 0.2% 95.0% 

Greysteel 44 0.2% 95.2% 

Doagh 43 0.2% 95.3% 

Waringstown 41 0.2% 95.5% 

Ballygowan 39 0.1% 95.6% 

Band H* (Carrickfergus LGD) 39 0.1% 95.8% 

Claudy 39 0.1% 95.9% 

Strathfoyle 37 0.1% 96.1% 

Templepatrick 37 0.1% 96.2% 

Maghera 35 0.1% 96.3% 

Warrenpoint 34 0.1% 96.5% 

Sion Mills 33 0.1% 96.6% 

Ahoghill 30 0.1% 96.7% 

Castlederg 29 0.1% 96.8% 

Coalisland 29 0.1% 96.9% 

Tandragee 29 0.1% 97.0% 

Castlewellan 28 0.1% 97.2% 

Castlerock 27 0.1% 97.3% 

Ballykelly 26 0.1% 97.4% 

Keady 26 0.1% 97.5% 

Kilkeel 26 0.1% 97.5% 

Annahilt 25 0.1% 97.6% 

 

* BAND H denotes open countryside, small villages and hamlets 
which are too small to name - the Local Government District 
name simply denotes which LGD these households fall under. 
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Settlement continued … 
Household 

Bookers 

% of Household 

Bookers 

Cumulative 

Percentage 

 

Seahill 25 0.1% 97.7% 

Dollingstown 24 0.1% 97.8% 

Cogry (Kilbride) 23 0.1% 97.9% 

Maghaberry 23 0.1% 98.0% 

Broughshane 21 0.1% 98.1% 

Moy 21 0.1% 98.2% 

Crossgar 20 0.1% 98.2% 

Millisle 20 0.1% 98.3% 

Milltown (Lisburn) 20 0.1% 98.4% 

Ardglass 19 0.1% 98.5% 

Killyleagh 19 0.1% 98.5% 

Cullybackey 18 0.1% 98.6% 

Magheralin 17 0.1% 98.7% 

Dunloy 16 0.1% 98.7% 

Portaferry 16 0.1% 98.8% 

(Location not revealed) 16 0.1% 98.9% 

Draperstown 15 0.1% 98.9% 

Rostrevor 15 0.1% 99.0% 

Band H* (Belfast LGD) 14 0.1% 99.0% 

Ballywalter 13 0.05% 99.07% 

Cushendall 13 0.05% 99.12% 

Gilford 13 0.05% 99.17% 

Kilrea 13 0.05% 99.22% 

Castledawson 12 0.05% 99.26% 

Markethill 12 0.05% 99.31% 

Moneymore 12 0.05% 99.35% 

Annalong 11 0.04% 99.40% 

Cloughmills 11 0.04% 99.44% 

Bushmills 10 0.04% 99.48% 

Carnlough 10 0.04% 99.51% 

Irvinestown 10 0.04% 99.55% 

Portavogie 10 0.04% 99.59% 

Portglenone 10 0.04% 99.63% 

Garvagh 9 0.03% 99.66% 

Kircubbin 9 0.03% 99.70% 

Greyabbey 8 0.03% 99.73% 

Kells (Connor) 8 0.03% 99.76% 

Lisnaskea 8 0.03% 99.79% 

Ballinamallard 7 0.03% 99.81% 

Drumaness 7 0.03% 99.84% 

Dundrum 7 0.03% 99.87% 

Newtownstewart 7 0.03% 99.89% 

Dromore (Omagh) 6 0.02% 99.92% 

Lisbellaw 6 0.02% 99.94% 

Rathfriland 5 0.02% 99.96% 

Fintona 4 0.02% 99.97% 

Bellaghy 3 0.01% 99.98% 

Crossmaglen 2 0.01% 99.99% 

Fivemiletown 2 0.01% 100% 

Grand Total 26,317 100%  

 

* BAND H denotes open countryside, small villages and hamlets 
which are too small to name - the Local Government District 
name simply denotes which LGD these households fall under. 
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About Audiences NI 
 

Audiences NI was established by the Arts Council of Northern Ireland in August 2004 to 

help grow and diversify audiences for the arts and cultural sector in Northern Ireland. 

The agency is one of a number of audience development agencies operating throughout 
the UK, providing vital audience development support to organisations through the 

provision of market intelligence, training, projects, research and forums. 

 

Since its inception, Audiences NI has been carrying out research on audiences for the 

arts in Northern Ireland, including demographic and geographic profiling using Mosaic NI, 
trend analyses on box office data and customer focused online surveys for its members. 

 

For more information on Mosaic NI and interpreting the results of this analysis, please 

email research@audiencesni.com or phone 028 90436480. 

 

Please note that the contents of this document may not be cited, reproduced or 

distributed without express written permission from ether Audiences NI or the Northern 
Ireland Theatre Association.  

 

Report compiled by Chris Palmer, Research Manager, Audiences NI. 
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