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1 Executive Summary 

1.1 Introduction 

The brief 

Birmingham Arts Partnership (BAP), which represents a group of major arts 
organisations in Birmingham, and Advantage West Midland (AWM) commissioned 
Morris Hargreaves McIntyre (MHM) to undertake a full assessment of the impact of the 
cultural sector across the city of Birmingham.  BAP comprises the major cultural venues 
within the City Centre. 

The aims were to: 

• Identify the current economic contribution made by the main city-based arts 
organisations and the impact they have on the image, profile and perceptions of 
the city and wider West Midlands region 

• Investigate opportunities for collaboration, which would strengthen the arts offer, 
highlight the benefits of partnership working and demonstrate the impact of the 
arts.  To produce a delivery framework and action plan for increasing and 
improving collaboration across these organisations 

• Develop a robust model that measures the economic and wider impacts of culture.  

Participating organisations: Birmingham Hippodrome, Symphony Hall / Town Hall, 
Birmingham Repertory Theatre, The Drum, Mac, Birmingham Royal Ballet, Sampad, 
Birmingham Opera Company, City of Birmingham Symphony Orchestra, Birmingham 
Contemporary Music Group, IKON, Birmingham Museum and Art Gallery, Fierce. 

 

Methodology 

Financial audit: gathered attendances, ticket sales, international earnings, other income, 
staff salaries, staff and volunteers employed, training supplied, subsistence allowances, 
goods and services expenditure. (12 returned) 

Mapping: Postcodes of any patrons attending performances in the past year, which were 
analysed and mapped (178,619 postcodes supplied) 
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E:survey of attenders at events at the participating organisations in the past 6 months1 
(1,550 completed surveys) 

Telephone survey of adults living in the West Midlands region (500 adults in the City of 
Birmingham, 500 adults living elsewhere in the West Midlands Government Office 
Region) 

 

This report represents a summary of the research data. 

1.2 Reading this report 

The data contained in this report provides clear evidence of the contribution city-based 
arts organisations’ are currently making to the economy of Birmingham and the West 
Midlands, to the profile and brand identity of Birmingham and the region, as well as the 
difference it makes to the lives of individuals, and the communities in which they live. 

It presents a strong case for continued investment in culture, and on-going support for 
city-based arts organisations to deliver the cultural offer.   The report should enable arts 
organisations and stakeholders to better understand what potential exists within the 
City, in the region and beyond the region, to develop new and existing arts audiences 
and increase the overall economic and societal impact of the arts both within and 
outwith the West Midlands. 

This report is divided into seven Chapters:  

Chapter 1: Executive Summary 

Chapter 2: Introduction  

Chapter 3: Economic value of the city-based arts organisations  

Chapter 4: Impact of the city’s cultural sector 

Chapter 5: Measuring the potential of the cultural sector 

Chapter 6: Conclusions and strategic options 

Chapter 7: Appendix 

 

 

 

                                                        
1 Fierce attenders from 2008 festival, BMAG mailing list contacts 
See appendix for samples achieved for each organisation  
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1.3 Key findings 

City based cultural organisations contribute £271m to the region’s economy per year.  
This is generated from almost 2 million attendances, with arts attenders generating 
£40m in Additional Visitor Spend (AVS). This represents a return on investment of £29 
for every £1 that Birmingham City Council spends on funding the arts. 

Over 2 million people in the West Midlands have been to a cultural event in Birmingham 
before, and a further 991k would consider attending a city-based arts organisation.  This 
potential market of 991k attendances has the potential to generate, up to an additional 
£24m AVS for the West Midlands economy. 

The strength of the city’s cultural offer has driven 1 million specific visits into 
Birmingham, that is visits that were made specifically for an arts event. Many of these 
were made by people living in the region (842k).  1.4 million people living in the region 
say Birmingham is their first choice destination when planning a cultural activity (31%). 

City-based arts organisations are having a positive impact on the image of the City and 
the region, as well as impacting on the lives of individuals, contributing to many 
agendas (social cohesion, life-long learning, broadening experiences and 
understanding of other cultures etc). 

• (48%)2 2.1 million3 people in the West Midlands agree the city’s cultural provision is 
an extra reason for friends and relations to come and visit them. 

• (75%) 3.3m people believe the cultural offer makes Birmingham a truly 
international city. 

• (49%) 2.1m believe the arts makes the region unique and different. 

• (64%) 2.8m are proud of the skills, imagination and creativity in the city. 

• (73%) 3.2m people say the cultural provision makes the city vibrant and exciting. 

• (76%) 3.3m agree that the cultural provision reflects the city’s diversity and 
different cultures and (54%) 2.4m believe it celebrates the city’s rich heritage. 

• (76%) 3.3m believe the arts provide opportunities for people to come to together 
and share experiences. 

• (67%) 2.9m agree that the city’s cultural provision exposes them to cultures outside 
their own life experience. 

• (78%) 3.4m believe the city’s arts provide opportunities to learn new things. 

• (52%) 2.3m agree it makes them reflect on their own opinions and beliefs. 

                                                        
2 % of all people surveyed in the population survey of Birmingham and West Midlands(includes users and 
non-users in representative sample of the population).  
 
3 If this % is extrapolated out to the population of Birmingham and West Midlands 
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• (44%) 2.0m believe it improves the quality of their life. 

1.4 Strategic implications 

There are a number of implications arising from this study: 

• Birmingham Arts Partnership is a great deal stronger demonstrating the impact of 
the arts collectively, than if they were working independently. 

• This data demonstrates the impact that the arts have on the economic health of the 
City and region as well as the image of the City and well-being of people living and 
working there.  

• Agencies looking to develop the economic performance of Birmingham and deliver 
specific strategies such as Visitor Economy Strategy, the Regional Economic 
Strategy and the Big City Plan will be encouraged to see culture as a key element in 
enabling them to achieve their aims. 

• Agencies delivering against social agendas will also recognise the value of culture 
in supporting their strategies. 

• Continued investment can only increase the quality of the offer, and therefore the 
pull of Birmingham, and the West Midlands, as a cultural destination, as well as 
making it an attractive place to live, work or study. 

• There is considerable scope within the City, in the region and beyond the region, to 
continue to develop audiences for the arts and the frequency with which they 
consume the arts in the City of Birmingham, all of which will continue to have 
beneficial economic and social consequences for the region, as well as improve 
Birmingham’s CPA ranking as a Local Authority. 

• Developing audiences, increasing cultural participation, supporting the 
achievement of economic, social, regenerative and visitor strategies and further 
demonstrating the wider impact of the arts will be more effectively achieved 
through collaborative working and the pooling of resources, than through 
individual effort, on the part of the members of BAP. 
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1.5 Strategic Recommendations 

We recommend that BAP formalises itself around a set of clear objectives: 

 

• To work with the City of Birmingham to ensure that culture plays a central part in 
the development agenda for the City 

• To support and strengthen the brand recognition of Birmingham as a culturally rich 
regional capital, and the CPA ranking of the City. 

• To contribute to the economic strength of Birmingham and the region 

• To ensure high and growing levels of participation and engagement in culture and 
the resultant flow of intangible personal, social and societal benefits throughout 
the City. 

• To demonstrate to policy-makers and stakeholders the enormous regenerative 
benefits that investment in culture brings. 

 

Achieving these objectives means: 

• Strategic focus: BAP needs to operate at Chief Executive level with a focus that is 
entirely strategic.  A similar model to that set up in Liverpool (LARC), would be a 
structure that could be replicated in Birmingham.  

• Strengthening the sector:  the above aims can be achieved through the continuous 
development of the sector. This will need to take place at many levels, including 
organisational development, product and programme development, alongside 
audience development strategies.    

• Partnership and collaboration: work with a wider range of partners to pursue 
objectives e.g. Birmingham City Council, Marketing Birmingham, AWM, Arts Fest, 
Universities, ACE, Audiences Central, as well as with key agencies and the 
community and voluntary sector. Develop and conduct collaborative strategies 
aimed at developing audiences for city-based arts organisations as well as those 
outwith the city; strengthening communities, working to achieve achieving NI11 
targets and maximising the regenerative power of the arts.  

• Dissemination and advocacy: capturing data and demonstrating the impact of the 
arts on Birmingham to encourage more investment and participation.  Produce 
advocacy reports, as additional and complementary to the research and evidence 
base held by the City, and other funders.  
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• Evaluation strategy: devise and implement a strategy to monitor performance, 
provide evidence and inform planning and policy-making.  Identify the data 
required against objectives and priorities e.g. economic and social impacts. The 
narrative accompanying the data has to contain the right messages, 
communicating them efficiently and effectively and be meaningful to BAP members 
and the wider audience of politicians and stakeholders. 

• Secure funding:  to formalise the consortium and enable it to operate at a strategic 
level to maximise the impact of the collective contribution the arts can make to City 
and regional strategies. 
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2 Introduction 

This chapter summarises the background to this study, and the methods used.  It 
provides some technical information to aid understanding of the data. 

2.1 Background and context 

Birmingham Arts Partnership (BAP) and Advantage West Midland (AWM) commissioned 
Morris Hargreaves McIntyre (MHM) to undertake a full assessment of the impact of the 
cultural sector across the city of Birmingham.  For the purpose of this study the focus 
was primarily on leading performing arts venues (and IKON) within the Birmingham 
Arts Partnership Members.  Following discussions we extended the scope of this project 
to include Birmingham Museum and Art Gallery. 

The organisations that participated in this study were: 

• Birmingham Hippodrome 

• Symphony Hall / Town Hall 

• Birmingham Repertory Theatre 

• The Drum 

• Mac 

• Birmingham Royal Ballet 

• Sampad 

• Birmingham Opera Company  

• City of Birmingham Symphony Orchestra 

• Birmingham Contemporary Music Group 

• IKON 

• Birmingham Museum and Art Gallery 

• Fierce 
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The key aims of this study were: 

• To reinforce the positive contribution of the sector to the City and the regional 
economy 

• To identify the current impact city-based arts organisations have on the city and 
across the region in terms of economic contribution 

• To identify the current impact of city-based arts organisations on the image, profile 
and perceptions of the city and wider West Midlands region 

• To investigate opportunities where collaboration across the providers could take 
place which would strengthen the arts offer of the city and identify the value and 
benefits of increased collaborative working and opportunities for doing so  

• To develop a robust model that measures the economic and wider impacts of 
culture, with a focus on the impacts generated by the partner venues 

• To produce a delivery framework and action plan for increasing and improving 
collaboration across these organisations 

 
The study has been designed to generate two reports (1) a detailed research report 
summarising and analysing the data, (2) a publishable advocacy document.   

This report represents a summary of the research data. 

2.2 Methodology 

This study consisted of: 

1 Financial audit of participating organisations (including postcode analysis and 
mapping) 

2 E:survey of attenders at events at the participating organisations in the past 6 months4  

3 Telephone survey of adults living in the West Midlands region 

 

Financial audit 

We developed an audit form that gathered attendances, ticket sales, international 
earnings, other income, staff salaries, staff and volunteers employed, training supplied, 
subsistence allowances, goods and services expenditure. These were sent to all 13 the 
participating organisations and a total of 12 were returned.  The data was analysed and 
formed the basis of the calculation of economic impact. 

                                                        
4 Fierce attenders from 2008 festival, BMAG mailing list contacts 
See appendix for samples achieved for each organisation 
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Participating organisations were asked to supply postcodes of patrons who had booked 
for a performance in the past year.  These postcodes were analysed and mapped.  Nine 
organisations provided a total of 178,619 bookers’ or attenders’ postcodes: Birmingham 
Museum and Art Gallery (387); Birmingham Royal Ballet (14,755); City of Birmingham 
Symphony Orchestra (18,321); Fierce (1,151); Hippodrome (29,479); IKON (135); 
Birmingham Repertory Theatre (31,539) and Symphony Hall/Town Hall (82,852). This 
informed the analysis of the catchment area of BAP venues and the weighting of the e-
survey data. 

E:survey of attenders  

We sent an e:survey to patrons who had booked for a performance in the past 6 
months5. Each organisation was asked to supply around 1,500 email contacts and the 
intention was to generate a sample of 150 per venue.  This target was achieved for some 
organisations (see appendix table), and overall 1,550 completed surveys were returned. 
This survey was designed to capture data on attendance patterns and additional visitor 
spend (AVS). 

Telephone survey  

We administered a telephone survey with adults living in the West Midlands region (500 
adults in the City of Birmingham, 500 adults living in the rest of the West Midlands 
region).  There was no screening applied to these respondents, that is, arts attenders 
and non-attenders were included in the survey.  The survey was weighted to ensure it 
was representative of the population and accounted for data that we could not collect 
from people who refused to take part. 

2.3 Notes on the data 

Sample sizes: The results presented in this report are based on the data captured 
through two surveys: a population study of the West Midlands Government Office Region 
(GOR) that was sub-divided into two areas (Birmingham City Council and elsewhere in 
the region) and an online survey of recent attenders at the member organisations.  The 
sample sizes for these surveys were 1,000 West Midlands residents for the population 
study and 1,550 audience responses, which represented 4,358 audience members 
(Average party size of 2.81 people per response).  In a comparable study of the 
economic impact of classical music6 in the West Midlands, data was collected from 1,105 
audience members. 

We reviewed existing literature to ensure we were using a model that could be used 
comparatively across the cultural sector. It was agreed with the client steering group 
that the Shellard study, The Economic Impact of Live Theatre, Arts Council England 2004, 
provided such a model.  

                                                        
5 Fierce attenders from 2008 festival, BMAG mailing list contacts 
See appendix for samples achieved for each organisation 
6 Making a Noise, The Economic Impact of Classical Music in the West Midlands, Arts Council England 2007 
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Whilst we were using a relatively straightforward pre-existing model we believe that 
our data has taken the work done in 2004 to a more detailed level. 

The Shellard study7 only asked for accommodation spend for attenders at West End 
theatre and estimated AVS to be £7.77 across 259 regional theatres and £53.77 across 49 
West End theatres.  The calculation of AVS at West End theatres in the 2004 study 
factored in the additional visitor spend on accommodation, whereas the regional 
estimate did not. 

The Shellard study7 reported on overall spend across all audience members - our study 
provided breakdown by visitor origin - showing for example that regional visitors’ AVS 
was higher than that of Birmingham residents.  In other words, the greater the number 
of audience members that can be attracted from outside the city or from outside the 
region, the higher will be the average AVS and the greater the economic impact. 

Multiplier: Multiplier effects are the further impacts throughout the local economy that 
flow from the actions of those immediately affected by an economic activity8. 

Multipliers are often used in economic impact studies to measure the indirect impacts of 
an activity.  For example, if a new music venue places an annual order for ticket printing 
with a printing firm, the printing firm may employ five extra workers to meet the 
demand. If those workers receive a wage greater than their previous wage, their extra 
earnings may lead to increased expenditure elsewhere which in turn can provide sales 
opportunities for other businesses who may likewise increase the size of their 
workforce. 

The multiplier summarises this chain reaction by stating that for every pound spent in 
the economy, a further multiple of it will be spent as a result.   

The Shellard study7 applies a multiplier of 1.5 to provide an estimate of the total 
economic activity generated by a theatre (what economic activity an area would lose in 
total if the theatre was not there).  We have applied this same multiplier to the data 
gathered in this study. 

Definitions of terms: 

Culture9: theatre, dance, music, visual arts, music/cultural festivals, arthouse film, 
literature/poetry 

Users: have attended a cultural event in Birmingham either in the past 12 months or 
sometime in the past 

                                                        
7 Economic Impact Study of UK Theatre, Arts Council England 2004 

 
8 The Feasibility of a Live Music Economic Impact Study, DCMS 2007 

 
9 This is a narrower definition of culture than the one used by DCMS, and could be described more 
accurately as ‘the arts’, although we felt using the term ‘the arts’ in the surveys could be misleading and 
confusing, so we used ‘culture’ and qualified the definition 
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Potential: would consider attending a cultural event in Birmingham 

Non-users: would not consider attending a cultural event anywhere or would not 
consider Birmingham for a cultural event  

City:  Area within the administrative boundary of Birmingham City Council  

Region: Area within the administrative boundary of the West Midlands Government 
Office Region (GOR), excluding Birmingham City Council 

Additional Visitor Spend (AVS):  The amount of money spent by attenders at 
performances, events and exhibitions in addition to the cost of tickets.  Includes money 
spent on transport, food and drink, shopping, childcare and accommodation (for staying 
visitors). 

Multiplier: Factor applied to income and expenditure activity to take into account the 
knock-on effect of spending by a venue throughout the local economy. 

Participating organisations: We did approach other key city-based arts organisations to 
participate in this study (The Alex, Old Rep, Barber Institute of Fine Arts, Thinktank) but 
they declined because of insufficient resources, or because it was not felt to be of 
relevance to them.  Future studies should attempt to broaden participation. 
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3 Economic value of Birmingham’s cultural sector 

This chapter focuses primarily on economic impacts, and the economic contribution that 
city-based arts organisations are currently making to the region’s economy.  It looks at 
the audit data and, using a multiplier, calculates an annual economic impact figure of 
£271m.  Given that this figure does not include all the city-based arts organisations we 
would expect the impact to be greater. 

Using the same financial data we have estimated a Return on Investment just on 
Birmingham City Council’s funding.  We estimate that for every £1 of funding from the 
City, £29 is generated for the region’s economy.  This ROI can be calculated using more 
funding streams, so if we also include Arts Council England’s investment, this translates 
into £11 for every £1, still a significant return.   

Using the survey data (telephone and e:survey) we can estimate the size of the market, 
in terms of those people who have consumed culture in the city and those who would 
consider doing so.  2 million people have been to events at a city-based arts 
organisation, 1.3 m in a single year,  and another 1 million people would consider doing 
so in the future.  Over 1 million people would choose Birmingham as their first choice 
destination for a cultural experience. 

These surveys also tell us how many visits were made into the city, specifically for the 
arts event (estimated to be 1 million) and using the postcode data supplied by the 
participating organisations we have highlighted the extent of the regional pull of these 
city-based venues, and therefore the impact they have on the wider region. 

3.1 Placing the data in context 

Finding direct comparisons 

Wherever possible we have sought to provide comparable data to help contextualise the 
economic data for Birmingham and the West Midlands. However, despite an extensive 
literature review and consultation with relevant Cultural Observatories it has proved 
difficult to identify useful comparable data. Much of the data concerning other sectors in 
the region is recorded in terms of Gross Value Added (GVA). Since the cultural sector is 
predominately non-profit-making it is fruitless to calculate GVA in this instance.  

We have also been unable to identify a comparable city-based economic impact study 
on the performing and visual arts, that is in the public domain. The majority of 
published cultural economic impact studies are focused on festivals, or on the total 
economic impact of the creative industries in a certain region. This latter type of study 
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collates data on a far broader spread of creative and cultural activity than was the focus 
for this project.  

The Birmingham Context 

This project has been executed concurrently with the Birmingham arts survey. The latest 
survey has recently been published and its findings in the form of an important 
advocacy document that itemises data on arts activity in Birmingham and statements on 
the value of the arts from the perspective of arts producers in the City. 

The Big City Plan, which describes itself as the ‘master plan’ for the city of Birmingham 
places great emphasis on the role of the arts within the City. Over the next 20 years 
culture and creativity will form a central part of Birmingham’s development.  

‘The Big City Plan will consider further investment in culture and sport as a means of 
promoting the city’s national and global reputation…’  (Big City Plan) 

The Big City Plan is rooted in the belief that the arts give wide-ranging benefits, both to 

individuals and their communities.  
‘…links with social, cultural and infrastructure networks have been shown to have a positive 
correlation with productivity’ (Big City Plan) 

 

The size of the arts sector compared to other sectors in Birmingham 

In the absence of any directly comparable data on the economic impact of other sectors 
in the City with that of the arts, a comparison of the employment figures across a range 
of employment sectors provides the most relevant piece of statistical insight. 

 

Employment figures for Birmingham Industry 

 

Industry 1991 ABI 

figures 

1995 ABI 

figures 

2009 

Estimates 

Mechanical engineering 12,491 5,245 5,143 

Motor vehicles and parts 27,610 7,187 7,011 

Printing and publishing 5,089 4,448 3,955 

 

In 1991 manufacturing accounted for 24.8% of all employment in Birmingham, by 2005 
this had shrunk to 11.5%, and 2009 estimates suggest that levels of employment in 
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manufacturing continue to decline. 2007 figures from the ABI10 show that the arts 
employ 7,700 in Birmingham – significantly more than mechanical engineering, motor 
vehicles or printing and publishing. The arts can no longer be considered a “niche” 
market - its contribution to the city’s economy rivals that of Birmingham’s traditional 
industries.  

 

                                                        
10 ABI – Annual Business Inquiry 2007 – part of long-term series of data collection on employment in 
Birmingham. 
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3.2 Economic contribution of the cultural sector 

City based cultural organisations contribute over £271m per year to the region’s 
economy 

The economic impact of the participating city-based arts organisations was estimated 
using the Shellard7 model, developed in 2004, to measure the economic impact of UK 
theatre. 

This model defines economic impact as the total annual economic activity generated by 
a theatre, or what economic activity an area would lose if the theatre was not there. 

Formula:  

Economic impact was calculated using the same formula adopted by Shellard: 

Economic Impact = (Annual turnover + overseas earning + additional visitor spend + 
salaries + subsistence allowances + goods and services expenditure) x a multiplier of 
1.5 

Including turnover in the formula establishes the scale of economic activity related to 
the arts, with economic impact viewed as inputs and outputs, rather than profit and 
loss. 

Primary data for this calculation was gathered from two sources: an audit of member 
organisations to collate data on annual turnover, expenditure etc and an online survey 
with attenders at member organisation performances and events to measure additional 
visitor spend). 

The audit was completed by twelve member organisations, and provided the following 
aggregate data: 

• Total turnover of £60,140,76412 

• Overseas earnings of £485,580 

• Wages and salaries of £31,074,905 

• 540 Full time employees; 514 part time employees; 950 contracted staff and 158 
volunteers13 

• Personal expenses and subsistence allowances of £1,195,643 

• Expenditure on goods and services of £43,448,185 

• Attendance at performances, events and exhibitions of 1,882,977 

                                                        
7  Economic Impact Study of UK Theatre, Arts Council England 2004 
12 Comparable to BCC’s audit data for 2006/07 declaring £67 million turnover (12% increase since 05/06) 
13 Not including Birmingham Museum and Art Gallery and Birmingham Contemporary Music Group 
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• Additional visitor spend of £39,504,857 

This generated a figure of total economic impact of  £270,737,583 

 

 

Comparisons and context 

West Midlands Theatre14 = £264m (across a wider region, including 22 venues) 

West Midlands Classical Music15 = £68m  

Essex Arts Sector income16 = £25m 

Arts Festival17 = £19m (18 day event) 

Film Festival18 = £2.4m (2 week event) 

 

Additional Visitor Spend19 

Arts attenders generate £40m a year for the West Midlands economy 

How it has been calculated 

From the attender e-survey we were able to calculate an average figure for additional 
visitor spend.  We asked these respondents to tell us how much money they had spent at 
the last event that they attended, excluding the cost of the tickets.  Their expenditure 
was broken down to measure contribution to AVS of spend on: 

• Food and drink at bars and restaurants outside the venue 

• Shopping 

• Travel (including public transport costs and parking) 

• Childcare (cost of babysitting) 

• Accommodation for staying visitors 

• Other costs 

This AVS per attender was multiplied by the total number of attendances and the 
distribution of AVS across city-based, regional and outside the region attendances 
calculated against the postcode data derived from the venues’ box office records.

                                                        
14 The 2004 Economic Impact Study of UK theatre 
15 Making a Noise, The Economic Impact of Classical Music in the West Midlands, Arts Council England 2007 
16 Creative consequences – understanding the value of the arts in Essex, Essex County Council 2006.  
17 Data held by MHM based on work commissioned for other clients. These reports have not been published 
18 Data held by MHM based on work commissioned for other clients. These reports have not been published 
19 AVS is for everyone attending city-based arts organisations, not just those people who have come into the 
city specifically for an arts event. 
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The chart below shows the AVS for city residents is £10.33 and £17.05 for people who 
travel in to the city from elsewhere in the West Midlands region.  We also estimate that 
people from outwith the region spend, on average, £43.32.  The overall additional visitor 
spend (AVS) across all attendances was £20.98. 

Chart: AVS for city residents, rest of region and outwith region 

 

 

 

 

 

 

 

 

 

 

Comparisons and context 

The 2004 Economic Impact Study of UK theatre estimated AVS to be £7.77 across 259 
regional theatres and £53.77 across 49 West End theatres.  The calculation of AVS at 
West End theatres in the 2004 study factored in the additional visitor spend on 
accommodation, whereas the regional estimate did not. 

Making a Noise, a study of the economic impact of classical music in the West Midlands 
undertaken in 2006, measured the additional visitor spend at classical music as £16.86.  
It is not explicitly stated in this study if accommodation spend is included.  However, we 
have factored in spend on accommodation into our survey as domestic and international 
staying visitor spend make a significant contribution to the local economy.  Making a 
Noise, using the same Shellard model as that used for this research, estimated the 
economic impact of classical music in the West Midlands at £67.8m across 38 
organisations and total attendances of 567,121. 

Analysis of staying visitors’ spend showed that the average spend per trip for these 
attenders (excluding the cost of tickets) was £133.  This compares against an average 
spend per trip to the West Midlands of £148 for UK tourists in 2008 and £141 in 200720. 

                                                        
20 Volume and Value Jan-Dec 2008, United Kingdom Tourism Survey 2008, VisitBritain 2009 
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Staying visitors were also asked about how long they had stayed in Birmingham when 
they visited for an event or performance.  The average length of stay was 2.39 nights.  
This compares against an average stay per trip to the West Midlands of 2.67 nights for 
UK tourists in 2008 and 2.40 nights in 200720.  

We also found there were variations in additional visitor spend across venues and 
across artforms.  For example the AVS at MAC was £8.60 compared with £18.96 at 
Birmingham Repertory Theatre performances 

 

3.3 Return on investment 

For every £1 of Birmingham’s funding, £29 is generated for Birmingham and the 
region’s  economy 

Birmingham City Council provided £9.4million21 of funding in 2007-08 for city-based arts 
organisations22.  Using this figure we can calculate the return on investment for this 
funding. 

Formula: 

£ economic impact / £ funding = ROI 

£271m / £9.4m = £29 

For every £1 of Birmingham and ACE funding, £11 is generated for the regions’ 
economy 

Arts Council England’s investment in its regularly funded city-based arts organisations 
(RFOs) was around £14.5 million. Combining this and the BCC investment we can 
calculate the return on investment for these two funding streams. 

Formula: 

£ economic impact / £ funding = ROI 

£271m / £24m = £11 

A similar exercise could be undertaken for other sources of funding, such as AWM, HLF, 
MLA and Universities. 

                                                        
21 Arts Service – Birmingham City Council 
22 This figure includes large and small scale arts funding, although it is important to note that BCC does not 
fund Birmingham Hippodrome or The Alex 
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3.4 Number of people having a cultural experience in the city 

2m+ people (45%) in the region have attended a cultural event in Birmingham 
before 

1.3m attend in any 12 month period 

991k (23%) would consider attending a city-based arts organisation 

Chart: Size of the market for city-based arts organisations 

 

 

 

 

 

 

 

 

 

 

 

The market can be split into a number of layers as we’ve shown in the graphic above: 

Users – either currently active (i.e. in the past 12 months), or engaging less regularly 
(i.e. have done at some point in the past)  = 45% 2m people 

Open to persuasion - people who would consider visiting Birmingham for something 
cultural but haven’t before, essentially the potential market  = 23%, 991k. 

Rejectors - people who say they wouldn’t consider attending anything cultural, 
anywhere.  Or they are open to culture but wouldn’t go to Birmingham for it = 32%, 
1.4m people. 
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The size of the current market for each artform varies, as you can see from the data in 
the table below. 

Table: Number of people saying they have been to an artform in the past 12 months 

Artform Market  
‘000s People 

Rock & Pop 567 

Museum 523 

Art Gallery 460 

Pantomime 296 

Comedy 277 

Plays 275 

Musicals 264 

Classical music 229 

Children's shows 188 

Festivals 164 

Craft 162 

Arthouse cinema 161 

Jazz 129 

Folk 115 

Contemporary dance 96 

Ballet 88 

Opera 62 

Literature and poetry 35 
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1.6m people (44%) have travelled into the city for a cultural activity 

410k city residents (51%) have been to a cultural activity in Birmingham 

 

Chart: Size of the rest of West Midlands region’s market 

 

 

 

 

Chart: Size of Birmingham’s market 

 

 

 

Comparisons and context 

In June 2008, local authorities agreed Local Area Agreements (LAAs) with Government 
and their partners.  The LAAs included targets to improve public services and the quality 
of life for people living and working in the area.  Each local authority chose 35 targets 
from a possible 198 in the National Indicator Set. 

NI10 measures the percentage of the adult population (aged 16 and over) within each 
local authority who had visited a museum or gallery at least once in the previous 12 
months; NI11 measures the percentage of the adult population (aged 16 and over) 
within each local authority and Government Office Region who have either attended an 
arts event or participated in an arts activity at least three times in the previous 12 
months.  The engagement must be for leisure purposes, although there is no 
geographic restriction on this visiting i.e. it could have taken place anywhere in the UK 
or overseas – it is not limited to attendance or participation at venues in the 
respondent’s own local authority. 
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A report published in December 2008 presented baseline estimates for these National 
Indicators.  Data were based on interviews conducted between April 2008 and October 
2008.  This is the first time comparable data on cultural engagement at the local level 
have been collected and published in England. 

The Active People survey results showed that 49.0% of adults in the West Midlands and 
44.2% in Birmingham had visited a museum or gallery in the previous 12 months 
(compared to a national average of 53.8%); and that 41.0% of adults in the West 
Midlands and 35.6% in Birmingham had attended or participated in an arts event (at 
least three times) in the previous 12 months (compared to a national average of 45.2%). 

Our population survey estimated that 42% of adults in Birmingham and 27% in the 
wider region had been to either a performing arts event or visited a museum or gallery 
in Birmingham in the previous 12-months.  Comparison with the Active People data 
which monitors attendance anywhere shows comparable levels of attendance and 
participation, acknowledging that a proportion of the population will only have attended 
performances or visited a museum or gallery elsewhere in the UK or overseas.  The 
consistency of the data from the population survey with the Active People data serves to 
reinforce the reliability of the results. 

 

3.5 The regional pull of city-based organisations 

The cultural offer has driven nearly 1m specific visits into the City 

In our attender e:survey we asked people to think about the last cultural event they went 
to and whether they came into Birmingham specifically for it, if they were in the City 
anyway, or if the arts event was secondary to their trip. 

What the chart below shows is that: 

A huge number of people travelled into the City from within the region (85%, 842k) 

There were a significant proportion of City residents going into Birmingham for a 
cultural experience (38%, 127k) 

From the attender e-survey we know that the majority (79%) of attenders from 
elsewhere in the UK or overseas were making a specific trip into Birmingham for a 
cultural event.  As we had surveyed the City and regional population, it was possible to 
apply the percentages of ‘specific visitors’ from the attender survey to a ‘known’ figure 
of people who had attended a cultural event in Birmingham.  We cannot however 
estimate the size of the market for cultural events in Birmingham from across the UK as 
a whole. 



Cultural Impact Study – Birmingham 

MORRIS HARGREAVES McINTYRE  20/10/09 26 of 58 

 

This data demonstrates that culture is a major stimulus for high spending visits into the 
City Centre and makes a positive contribution to the wider regional offer, in turn having 
a significant impact on the region’s economy and the lives of people living in, and 
visiting, the West Midlands. 

Chart: proportion of people making a specific trip to Birmingham for a cultural experience. 

 

 

 

 

 

 

 

 

 

Some venues have a greater regional pull than others 

An analysis of postcode data supplied by different arts organisations highlights which of 
them have the greatest regional pull23. Those with higher proportions of UK and regional 
attenders could be described as having a stronger regional pull, with the potential to 
generate significant additional visitor spend for the West Midlands economy and 
contribute to the public perception of the regional offer. 

Chart: showing origin of attendances during 07/08 financial year  

 
 
 

 

 

 

 

 

                                                        
23 Patron postcodes have been converted to attendances 
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As can be seen from the table below there are some artforms that people outside the 
City say they would be less inclined to travel for. This is apparent from looking at the 
percentages for people living in the City and the corresponding percentage for people 
living in the region.  There is no reason to assume that people living outside 
Birmingham are less interested in attending children’s shows, that being the case, the 
fact that fewer of them say they will travel to Birmingham for a children’s show 
indicates that it is not the artform that is less appealing, rather it is the idea of going 
into Birmingham for it.   Where there is a drop in ‘interest’ or potential we highlighted 
the data in blue.   

Table: Percentage of people who would consider travelling in to Birmingham for each artform 
(overall potential, city and rest of region) 

Artform Overall City Region 

Plays  52% 55% 51% 

Musicals  47% 50% 46% 

Pantomime 42% 44% 41% 

Children's shows  33% 39% 31% 

Opera 21% 24% 20% 

Ballet  27% 27% 26% 

Contemporary dance  22% 26% 21% 

Classical music 29% 29% 29% 

Jazz / blues 31% 32% 30% 

Folk / traditional music 23% 28% 22% 

Rock & Pop 50% 49% 50% 

Art Gallery  45% 56% 43% 

Craft 33% 41% 31% 

Museum  54% 65% 51% 

Literature and poetry 15% 25% 13% 

Comedy 53% 56% 53% 

Festivals 42% 49% 40% 

Arthouse cinema 30% 41% 28% 
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3.6 Propensity to travel into Birmingham 

1.4 million people (31%) living in the West Midlands say Birmingham is their first 
choice when planning a cultural activity 

930k people (26%) in the region would choose to travel in to the city of 
Birmingham before going anywhere else  

This provides compelling evidence that the strength of the City’s cultural offer has a 
significant impact on the rest of the region, with people keen to travel to Birmingham to 
consume culture. 

This chart shows you that: 

• 854k users (43%) would look to Birmingham first if they wanted to enjoy a cultural 
experience. 

• People living in the City are more likely than those living in the region to choose 
Birmingham’s cultural offer first. 

• 930k (26%) people who live outside the City would choose to visit Birmingham first 
for culture 

Chart: Proportions of people who say they would choose Birmingham as their first choice when 

planning a cultural activity with friends or family 

 

 

 

 

 

 

 

 

London is the main competitor, few people have strong allegiances to any other town or 
city. 
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The cultural sector provides a reason for people to visit 

2.1m (48%) people agree the City’s cultural provision is an extra reason for 
people to visit them  

The value of the Visiting Friends and Relatives (VFR) market is potentially very 
significant for the region, with culture playing a key role in driving VFR visits into the 
West Midlands. This in turn will have an impact on the economy and the brand: 

• A greater proportion of city-based VFR hosts see the value of Birmingham’s 
cultural provision 

• And, nearly .5 million people in the rest of the region strongly agree with the 
statement 

Chart: responses to the statement ‘the cultural provision in Birmingham is an extra reason for 
my friends and relatives to visit me’ 

 
 
 
 
 
 
 
 

Chart: proportions of users, city and rest of region residents, agreeing strongly with the 

statement ‘the cultural provision in Birmingham is an extra reason for my friends and relatives 
to visit me’ 
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Note on data variations: young people (15-24s) and the 25-44s are more likely to see 
culture in the City as a reason for people to visit them. 

Comparisons and context 

In a regional study we undertook in the South West, 32% of people in the museum and 
art gallery market said they would consider taking visiting friends and relatives to an art 
gallery.  Although this statement relates to the impact culture has on the overall VFR 
offer, this figure of 32% is a useful comparison to the 48% of people who agree that 
Birmingham’s cultural offer gives their guests an extra reason for visiting. 
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4 The impact of the cultural sector 

People in the population study were asked to respond to a range of statements about 
what impact Birmingham’s cultural provision has on their perceptions of the City. 

These statements relate to the City’s profile, civic pride, its atmosphere and its diversity 
and were informed by the Visitor Economic Strategy, The Big City Plan, and the Regional 
Economic Strategy. 

As well as measuring the impact on the City, we also asked people to tell us how 
Birmingham’s cultural provision impacts on them as individuals.  The statements focus 
on quality of life indicators.  Whilst many of these statements ask people to think about 
city-based arts organisations, the value and strength of Birmingham’s offer also has an 
impact on the West Midlands region as a whole. 

The data we have highlighted shows how many people either strongly or slightly agreed 
with the statement and the charts show the detailed responses. 

4.1 Impact on the City and West Midlands region 

It is clear from the numbers of people agreeing with these statements that 
Birmingham’s cultural provision has a positive impact on how people living in the 
region perceive the City – significant numbers believe the cultural offer gives the City 
international status, makes it a vibrant and exciting city, reflects the City’s creativity and 
its rich heritage and diverse culture, as well as making the region unique.  

3.3m (75%) believe the culture in Birmingham makes it a truly international city 

Chart: response of population to the statement ‘the cultural provision in Birmingham makes it a 

truly international city’ 

 

 

 

 

Comparisons and context 

It is difficult to find exact comparisons to place this data in context, but we have 
information from Marketing Birmingham’s 2008 survey of the UK population24: 

                                                        
24 TNS Global Phone Bus Survey January 2008  
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• 44% of people agreed that Birmingham was a ‘leading European city’  

• 41% agreed that the City had world class arts and culture’.   

In another survey MHM asked people in the population to comment on the impact of a 
festival25:  

• 45% agreed that ‘the event helped make the City a world class cultural city’. 

So, with 75% agreeing with our statement, compared to this other data, this is a positive 
result. 

 

2.1m (49%) believe the arts provision makes the region unique and different  

Chart: response of population to the statement ‘the cultural provision in Birmingham makes the 
region unique and different from other places’ 

 

 

 

 

It is clear from this chart that many people agree, but a quarter disagree.  Compared to 
their response to the previous statement about cultural provision raising the City’s 
international profile, people seem less certain, or less convinced, about culture creating 
a sense of regional uniqueness.   

 

                                                        
25 Morris Hargreaves McIntyre 2007 
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2.8m (64%) are proud of the City’s skill, imagination and creativity  

Chart: response of population to the statement ‘the cultural provision in Birmingham makes me 
proud of what skill, imagination and creativity is in the City’ 

 

 

 

 

This statement reflects people’s sense of civic pride, and the response is very positive.   

Comparisons and context 

We do not have any comparable data to set against this statement. 

 

3.2m (73%) the cultural provision makes it a vibrant and exciting city  

Chart: response of population to the statement ‘the cultural provision in Birmingham makes it a 

vibrant and exciting city to live, work, study or visit’ 

 

 

 

 

The responses to the statement are very positive, and the data demonstrates the role 
city-based arts organisations are playing in creating a dynamic and youthful city, which 
in turn will have an impact on people’s perception of the West Midlands region. 

People aged 15-44 were more likely to agree with this statement.  This is particularly 
important as ‘with more under 15s per head of population, Birmingham is Europe’s 
youngest city’.26  

Comparisons and context 

The TNS survey for Marketing Birmingham does not include a comparable statement, 
the only one that refers to vibrancy is rating the City’s nightlife.   

We did ask people to comment on a festival’s impact on the host city, and 43% of the 
population agreed that the event made the City a great place to live, work and study.  If 
we are to compare the results from this study with that particular piece of research, it 

                                                        
26 Key Facts taken from Marketing Birmingham’s website 
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provides an indication of how positive the responses are to the cultural provision in 
Birmingham. 

 

These next two statements focus on the role city-based arts organisations play in 
promoting, and reflecting, the diversity of the Birmingham and the wider region. 

3.3m (76%) agree that it reflects the city’s diversity and different cultures  

2.4m (54%) believe it celebrates the city’s rich heritage  

Chart: response of population to the statement ‘the cultural provision in Birmingham reflects the 
city’s diversity and different cultures in it’ 

 
 
 
 
 
 

Chart: response of population to the statement ‘the cultural provision in Birmingham celebrates 
Birmingham’s rich heritage’ 

 

 

 

 

Responses to both these comments are positive, but much more so when we look at the 
role people believe that cultural provision is playing in reflecting the City’s diverse 
culture. 

The people we interviewed from Black and Minority Ethnic backgrounds (BMEs), were 
as likely as those who were classified as White, to agree with the statement. 

15-24s are more likely to think that the culture reflects the City’s diversity and that it 
makes the region unique. 

Older respondents in our survey (over 65s) were more likely to agree that the cultural 
provision celebrates the City’s rich heritage, possibly a reflection of the fact that they are 
more in tune with, or have a better understanding of, what the City’s ‘rich heritage’ is. 
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4.2 Impact on the individual 

Research from the Henley Centre says that based on current trends the future of tourism 
will be influenced by ‘an experience economy and a sense of well being’.  The 
statements we have tested in this study provide measurements of ‘well being’ and how 
cultural experiences impact on the lives of individuals living in the city and the wider 
region. 

3.3m (76%) believe it provides opportunities for people to come together  

Chart: response of population to the statement ‘the cultural provision in Birmingham provides 
opportunities for people to come together and enjoy a shared experience’ 

 
 
 
 

 

This statement measures ‘social’ impacts, and can act as a proxy for ‘social cohesion’, 
which is a term that may not be clearly understood by people. 

The response is very positive, with the vast majority agreeing with the statement, few 
disagree. 

 

2.9m (67%) agree that it exposes them to cultures outside their own life 

This can be seen alongside the role cultural provision plays in reflecting the region’s 
diversity. It is clear from this chart that the responses are positive. 

Chart: response of population to the statement ‘the cultural provision in Birmingham exposes 
you to cultures outside your own life experience’ 
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3.4m (78%) believe it provides opportunities to learn new things  

Chart: response of population to the statement ‘the cultural provision in Birmingham provides 
opportunities to learn new things’ 

 
 
 
 
 
 
 
 
Comparisons and context 

We have used this statement in other regional studies in the West Midlands and South 
West, both of which were focused on museum and gallery provision.  Whilst this may be 
a specific area of arts provision, the comparison is still useful. 

• 92% of people who have been to an arts event in Birmingham before (users), agree 
that the city’s cultural provision provides opportunities to learn 

• 87% people in the West Midlands who have been to one of the regions’ museums 
or galleries, agree they are vital for helping people learn 

• 98% of museum and gallery users in the South West agree they are vital for 
helping people learn 

In comparing the responses from users in this study to other regional research data we 
hold, it is clear that the city-based arts organisations are perceived to play a very 
important role in helping people to learn. 

 

2.3m (52%) agree it makes them reflect on their own opinions and beliefs 

Chart: response of population to the statement ‘the cultural provision in Birmingham makes you 

reflect on your own opinions and beliefs’ 

 
 

 

 

The response to this statement is not as strong as it was to ‘provides opportunities to 
learn’, with a quarter of respondents disagreeing. 

We do not have comparable data for this statement. 
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2.0m (44%) strongly agree it improves the quality of life for people in the region 

4 in 10 people agree with the statement, believing that city-based arts organisations 
make a positive difference to the quality of their life.  

However there are some people who are uncertain about the ability of cultural 
organisations to have that impact on their own lives.  As we go on to discuss, those 
people who are engaging with culture are more inclined to agree with the statement. 

Chart: response of population to the statement ‘the cultural provision in Birmingham improves 
your quality of life’ 

 
 
 
 
 
 
 

Comparisons and context 

• 58% of people who have been to an arts event in Birmingham before (users), 
agree that the city’s cultural provision improves their quality of life 

• 76% people in the West Midlands who have been to one of the regions’ museums 
or galleries, agree that they improve the quality of life for local communities 

• 72% for museum and gallery users in the South West 

You can see from this data that respondents in our study were less likely to agree with 
the statement, some of this difference may come from the wording of the statement.  
This study asked people reflect on the difference culture makes to their own life, rather 
than the lives of communities in general.  Nevertheless, there is scope to increase the 
proportions of people agreeing with the statement. 

 

This research data helps to demonstrate how city-based arts organisations are currently 
playing a critical role in the regional economy ‘by contributing to the quality of life, 
place making, image of the region and local pride.  Part of celebrating a rich heritage 
and presenting a vibrant innovative and youthful region’27 

 

In the next chapter, we look at the responses to these statements in more detail, 
comparing users with the potential market, and non-users. 

 

                                                        
27 West Midlands Visitor Economy Strategy March 2008 
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5 Measuring the potential of Birmingham’s cultural 
sector 

This chapter discusses the potential of city-based arts organisations to build on what is 
currently being achieved. 

There is scope to increase market penetration, to persuade more people to travel in to 
the City more often. This could potentially generate another 991k attendances, worth 
another £24m in AVS. 

Effective and targeted communication messages could change perceptions of the role of 
city-based arts organisations and the impact they have on the City and individuals. 

 

5.1 Potential economic value 

Potential ticket sales 

3m would consider attending an arts event in Birmingham 
(1.3m who have attended in the past 12 months, 682k who have been to Birmingham in 
the past and 991K who have never been but would consider doing so) 

If 10% of this market of 991k people, who are open to persuasion, could be converted 
into new attenders at city-based arts organisations, this could potentially generate a 
further £1m+ in ticket sales. 

 



Cultural Impact Study – Birmingham 

MORRIS HARGREAVES McINTYRE  20/10/09 39 of 58 

 

Chart: Size of the ‘rest of the region’s’ market 

656k people (18%) living outside the city are rejecting Birmingham as somewhere they 
would travel to attend a cultural event.   

 

 

 

 

 

 

 

 

 

 

Recommendation: set a target for reducing Birmingham potentials and rejectors through 
promoting the City as regional cultural capital. 

 

Potential Additional Visitor Spend 

£24m could be generated for the city’s economy 

If we use our estimates for the size of the potential market, and the AVS we can 
calculate the potential of the input to the region’s economy. 

 

Formula: 

Potential (k) x £AVS x multiplier (1.5) = £ economic input 

 

 

 

 

 

City:  160k x  £10.33 x  1.5 =  £2.5m 
Rest of region: 831k x  £17.05 x  1.5 =  £21.2m 
 Total potential AVS =  £23.7m 
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Recommendation: increase market penetration and attract more day visitors. 

5.2 Changing perceptions 

Beating the competition (London) 

Chart: Proportions of people who say they would choose Birmingham as their first choice when 
planning a cultural activity with friends or family 

 
 
 
 
 
 
 

 

 

 

For city residents, London is the main competitor, and in fact 20% (162k) said they would 
travel to the Capital rather than stay in Birmingham.   

People in the region are as likely to go to London as Birmingham (23%, 832k go to London, 
26%, 930k Birmingham). 

For the potential market London is a very close second choice. Although a third of people 
in the potential market say that Birmingham is their first choice for a cultural event, 
24% of them (239k) would choose London first. 

The positive side of this is that other cities and towns do not really feature as alternative 
first choice destinations, so it makes ‘addressing the competition’ more straightforward. 

Recommendation: set a target to increase the proportions of people seeing Birmingham 
as a first choice cultural destination 

 



Cultural Impact Study – Birmingham 

MORRIS HARGREAVES McINTYRE  20/10/09 41 of 58 

 

A driver for VFR visits 

You can see from this chart how the attitudes of different markets vary. 

Chart: proportions agreeing strongly with the statement ‘the cultural provision in Birmingham is 

an extra reason for my friends and relatives to visit me’ 

 

 
 

 

 

 

 

The proportion agreeing strongly falls off slightly amongst the potential market, so 
there’s scope to convince VFR hosts of the value of the culture offer to their visitors. 

People living in the City are also more convinced of the value of the arts in the City, so 
there is more work to do on VFR hosts in the rest of the region. 

Recommendation: set targets for increasing the numbers of people seeing Birmingham’s 
cultural offer as a driver for VFR visits.   

Achieved through targeted communication messages at the VFR market, messages that 
encourage the host, as well as their guests, to engage in the cultural activity. 

If this is a priority this message may need to be communicated more explicitly and 
effectively. 
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5.3 Generating greater impact 

This table shows that users, (people who do, or have, consumed Birmingham’s cultural 
offer) are more likely to agree with the statements, and more likely to do so strongly. 

The cultural provision in Birmingham … Markets 

Proportion agreeing strongly Users Potential Non-users 

Makes it a truly international city 33% 26% 15% 

Makes the region unique and different from other places 22% 15% 5% 

Makes me proud of the city’s skill, imagination and creativity  32% 23% 11% 

Makes it a vibrant and exciting city to live, work and study 34% 25% 16% 

Reflects the city’s diversity and different cultures in it 39% 29% 22% 

Celebrates the city’s rich heritage  23% 14% 11% 

 

The strength of the responses varies according to where people live, for example those 
in the City are more likely to agree strongly with the statement than people living in the 
rest of the region.  A larger proportion of residents living in the rest of the region are 
more likely to answer ‘don’t know’ to the statement. 

Recommendation: set targets to close the gap between the attitudes of the potential 
market and users, which will have the overall effect of increasing the numbers of people 
in the region agreeing with the statements.   
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6 Conclusions and Strategic Options 

 

Three major factors emerge from this study: 

1 That the cultural provision makes a considerable contribution to the overall economy 
of the City of Birmingham. 

2 That culture makes a significant input to the region’s economy. 

3 That culture plays a significant role in positioning Birmingham, in the image and the 
way in which inhabitants and visitors feel abut the City, and attracting specific 
culturally driven visits from across and outwith the region. 

4 That there is potential to increase this contribution by attracting people who are 
already pre-disposed to visiting the Birmingham for its cultural offer. 

 

6.1 Summary of the main findings 

City based cultural organisations contribute £271m a year to the economy.  This is 
generated from almost 2 million attendances, with arts attenders generating £40m in 
Additional Visitor Spend (AVS). This represents a return on investment of £29 for every 
£1 that Birmingham City Council spends on funding the arts. 

Over 2 million people in the West Midlands have been to a cultural event in Birmingham 
before, 1.3m within the last year, and a further 991k would consider attending a city-
based arts organisation.  This potential market of 991k attendances has the potential to 
generate up to an additional £24m AVS for the West Midlands economy. 

The strength of the city’s cultural offer has driven 1 million visits into Birmingham, visits 
that were made specifically for an arts event, and many of which were made from 
people living in the region (842k).  1.4 million people living in the West Midlands say 
that Birmingham is their first choice destination when planning a cultural activity (31%). 

City-based arts organisations are having a positive impact on the image of the City and 
the region, as well as impacting on the lives of individuals, contributing to many 
agendas (social cohesion, life-long learning, broadening experiences and 
understanding of other cultures etc). 
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• (48%)28 2.1m people in the West Midlands strongly agree that the city’s cultural 
provision is an extra reason for friends and relations to come and visit them. 

• (75%) 3.3million people believe the cultural offer makes Birmingham a truly 
international city. 

• (49%) 2.1m believe the arts makes the region unique and different. 

• (64%) 2.8m are proud of the skills, imagination and creativity in the city. 

• (73%) 3.2 million people say the cultural provision makes the city vibrant and 
exciting. 

• (76%) 3.3m agree that the cultural provision reflects the city’s diversity and 
different cultures and (54%) 2.4m believe it celebrates the city’s rich heritage. 

• (76%) 3.3 million believe the arts provide opportunities for people to come to 
together and share experiences. 

• (67%) 2.9 million agree that the city’s cultural provision exposes them to cultures 
outside their own life experience. 

• (78%) 3.4 million believe the city’s arts provide opportunities to learn new things. 

• (52%) 2.3 million strongly agree that it makes them reflect on their own opinions 
and beliefs. 

• (44%) 2.0m believe it improves the quality of their life. 

 

6.2 Strategic implications 

There are a number of implications arising from this study: 

• That Birmingham Arts Partnership is a great deal stronger demonstrating the 
impact of the arts collectively, than if they were working independently. 

• The data demonstrates the impact that the arts have on the economic health of the 
City and region as well as the image of the City and well-being of people living and 
working there. 

• Agencies looking to develop the economic performance of Birmingham and deliver 
specific strategies such as Visitor Economy Strategy and the Regional Economic 
Strategy and the Big City Plan will be encouraged to see culture as a key element in 
helping them to achieve their aims. 

• Agencies delivering against social agendas will also recognise the value of culture 
in supporting their strategies. 

                                                        
28 % of all people surveyed (includes users and non-users) 
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• Continued investment can only increase the quality of the offer, and therefore the 
pull of Birmingham, and the West Midlands, as a cultural destination, as well as 
making it an attractive place to live, work or study. 

• That there is considerable scope within the City, in the region and beyond the 
region, to continue to develop audiences for the arts and the frequency with which 
they consume the arts in Birmingham, all of which will continue to have beneficial 
economic and social consequences for the region, as well as improve 
Birmingham’s CPA ranking as a Local Authority. 

• Developing audiences, increasing cultural participation, supporting the 
achievement of economic, social, regenerative and visitor strategies and further 
demonstrating the wider impact of the arts will be more effectively achieved 
through collaborative working and the pooling of resources, than through 
individual effort, on the part of members of BAP. 

6.3 Strategic Recommendations 

We recommend that BAP formalises itself around a set of clear objectives: 

• To work with the City of Birmingham to ensure that culture plays a central part in 
the development agenda of the City. 

• To support and strengthen the brand recognition of Birmingham as a culturally rich 
regional capital, and the CPA ranking of the City. 

• To contribute to the economic strength of Birmingham and the region 

• To ensure high and growing levels of participation and engagement in culture and 
the resultant flow of intangible personal, social and societal benefits throughout 
the City. 

• To demonstrate to policy-makers and stakeholders the enormous regenerative 
benefits that investment in culture brings 

•  

Achieving these objectives means: 

• Strategic focus: BAP needs to operate at Chief Executive level with a focus that is 
entirely strategic.  A similar model to that set up in Liverpool (LARC), would be a 
structure that could be replicated in Birmingham.  

• Strengthening the sector:  the above aims can be achieved through the continuous 
development of the sector. This will need to take place at many levels, including 
organisational development, product and programme development, alongside 
audience development strategies.   

•  Partnership and collaboration: BAP should work strategically with a wider range of 
partners to pursue objectives eg. Birmingham City Council, Marketing Birmingham, 
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AWM, Arts Fest, Universities, ACE, Audiences Central, as well as key agencies and 
the community and voluntary sectors. Develop and conduct collaborative strategies 
aimed at developing audiences for city-based arts organisations as well as those 
outwith the City: strengthening communities, working to achieve NI11 targets and 
maximising the regenerative power of the arts. 

• Dissemination and advocacy: capturing data and demonstrating the impact of the 
arts on Birmingham to encourage more investment, participation and partnership 
working. Produce advocacy reports, as additional and complementary to the 
research and evidence base held by the City, and other funders. 

• Evaluation strategy: devise and implement a strategy to monitor performance, 
provide evidence and inform planning and policy-making. Identify the data 
required against objectives and priorities eg. Economic and social impacts. The 
narrative accompanying the data has to contain the right messages communicating 
them efficiently and effectively to be meaningful to BAP members and the wider 
audience of politicians and stakeholders. 

• Secure funding: to formalise the consortium and enable it to operate at a strategic 
level to maximise the impact of the collective contribution the arts can make to City 
and regional strategies. 

6.4 Measurement framework 

Why measure? 

An evaluation strategy needs will monitor performance, provide evidence and inform 
planning. 

What to measure? 

The data you choose to collect will depend on your priorities and what you want to 
continue to benchmark and communicate. 

Economic impact: We would suggest that the annual organisational audit data is a useful 
tool for measuring economic impact, and rather than supplementing this with an 
attender survey to generate an AVS figure, you could adjust this data to allow for 
inflation.   

Impacts:  Identify a selection of statements that you want to continue to monitor. 

Market size: Continue to measure the proportion of people who would consider 
Birmingham’s cultural offer. 
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How to measure 

If the primary data collection is to be repeated for the purposes of monitoring and trend 
analysis, the size of the sample for future studies should be considered in terms of 
robustness, statistical reliability and sensitivity.  For example, the sample size will in 
part be determined by the magnitude of the change that it is required to monitor.  A 
large sample size is required to monitor and be sensitive to small changes (+/– 1 or 
2%).  Another factor is the baseline percentage, with those measures nearer to 50% 
requiring more change to occur to assert that it is statistically significant. 

For example, the baseline population survey conducted for this research had a sample 
size of 1,000.  If targets were to be set in future for say a 5% increase in levels of 
participation and attendance then the resulting sample must be large enough to assert 
that this 5% change is statistically significant.  We would recommend that if targets of 
5% increases are set, then a minimum sample size of 600 should be used for any future 
studies. 

Repeating the process has to be assessed against value for money and ease of 
administration.  For example, if it is unlikely you can achieve your targets within 1 year, 
running the survey annually would be a costly exercise generating data of little use to 
you. Equally, whilst the finance data should be easy to collect at the end of a financial 
year, collecting, analysing, reporting and disseminating audit and audience data each 
year would require significant resources.   

We recommend that this exercise could be repeated on a bi-annual basis, and the 
potential costs would be in the region of £25k/£30k. 

Funding the study: One option might be to persuade other organisations to revise 
existing surveys to collect data that you need e.g. Marketing Birmingham’s TNS data, 
BCC’s attender survey. Explore the possibilities of securing funding and resources from 
other agencies/funders e.g. Audiences Central, ACE, West Midlands Cultural Observatory 
and ask them to contribute to a study that will be of mutual benefit.  Increasing the arts 
organisations taking part in this study would have a relatively small impact on costs, but 
sharing costs of £30k across more partners would make the exercise more affordable. 

What to do with the data 

The data has to be useful to you.  It has to ask the right questions, be sufficiently robust 
so that you have confidence in it and be easy to understand so you can disseminate it 
effectively and accurately. 

The narrative that accompanies the data has to contain the right messages, 
communicating them efficiently and effectively and be meaningful to you and the wider 
audience you want to target.  
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7 Appendix 

 

7.1 Returns from participating organisations 

Organisations Audit 
returned 

Postcodes 
supplied 

E:surveys 
returned 

Birmingham Hippodrome Yes 29,479 281 

Symphony Hall / Town Hall Yes 82,852 148 

Birmingham Repertory Theatre Yes 31,539 290 

The Drum Yes - - 

Mac Yes - 347 

Birmingham Royal Ballet Yes 14,755 175 

Sampad Yes - 13 

Birmingham Opera Company  No - - 

CBSO Yes 18,321 52 

BCMG Yes - - 

IKON Yes 135 - 

BMAG Yes 387 200 

Fierce Yes 1,151 44 

Total 12 178,619 1,550 
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7.2 Audit Questions 

This study excludes:  
Amateur performances (where all performers are amateur) 
SECTION 1: INCOME UK (excluding income from overseas) 
 
INCOME - TURNOVER 
Turnover to include all income received by your organisation/venue.  If this is difficult to 
break down into the categories shown in the table below then please fill in what you 
can, merging categories where necessary or providing a total figure for income at the 
bottom.  We anticipate that this turnover figure will exclude VAT, if however, this is 
difficult if you do need to include VAT please indicate if this is the case. 
Box office / ticket sales 
Bar and catering 
Programme sales 
Retail 
Licensing and merchandising rights 
Advertising income 
Sundry income 
Sponsorship 
Grants 
Gifts/donations 
Other 
 
INCOME – TICKET SALES 
We have produced a table separating different types of production, this may not match 
the way that you categorise your box office so please change the table if you need to but 
please still give us the number of tickets sold and the value of those tickets.  
For any non-charging events e.g. outdoor festival, art exhibitions etc please put the 
value of the tickets as ‘0’ but indicate number of attenders in the column, number of 
tickets and the value of tickets (exc VAT) 
 
INCOME  - OVERSEAS (where relevant) 
Overseas earnings to include any fees received by sending productions/exhibitions 
overseas or any sponsorships/grants relevant to that work. Again exclude VAT 
 
SECTION 2: EXPENDITURE 
 
EXPENDITURE – GOODS AND SERVICES 
Please include utilities, premises, marketing, general administration, training, bar and 
catering, education, scenery and wardrobe, programmes, capital expenditure and 
sundry expenses. 
 
EXPENDITURE - STAFF 
Number of staff and wages/salaries 
Include payments to permanent, touring and casual staff, artistic personnel, 
performers/artists fees, employers’ national insurance payments and pension 
contributions. 
 
Subsistence allowances 
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Please state a figure for all personal subsistence allowances paid (at any agreed union 
rate or other) including payments for performers/artists accommodation. 
Please also tell us, if you can, the number of staff this applies to. 

 
Volunteers taken on and training 
How many volunteers did you subsequently take on as paid employees in 2007-2008? 
(write in ‘0’ if you did not employ any) 
 
How much did you spend on training during 2007-2008? 
 
SECTION 3: GROSS ADDED VALUE 
As part of this study we are keen to generate a figure for Gross Added Value (GVA). This 
is an indicator of wealth creation and measures the contribution to the economy of an 
organisation and from this a sector.  GVA is generally regarded as the best measure of 
the sum of economic activity. 
Definition of GVA = income generated by organisations out of which is paid wages and 
salaries, the cost of capital investment and financial charges before we get to a figure 
for profit or surplus. 
To arrive at a GVA figure we need to use the following formula 
 
GVA = Operating Profit + Employee Costs + Depreciation 
 
OPERATING PROFIT or SURPLUS 
Please tell us what your operating profit was for 2007-2008 
 
EMPLOYEE COSTS 
Please double check the figures supplied in the Expenditure section 
 
DEPRECIATION 
Depreciation on owned assets and assets held under financial lease (this may already 
have already been counted in your overheads – if it has and is therefore allowed for in 
your operating profit, then please make a note of it here) 
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7.3 E:Survey and Telephone Survey 

Introduction  ..  
Q0 - Hi my name is ......... and I'm calling on behalf of Birmingham arts partnership. 
We're talking to people in the West Midlands to ask some questions about their leisure 
activities and what sort of things they do in their spare time, can you spare about 5 mins 
to help us? 
Yes – go to Q1 
No – go to Q0.1 
 
Q0.1 - Can I just ask you three very quick questions? 
Yes – ask Q0.2 to Q0.5 
No – END 
 
Q0.2 - Would you consider going into Birmingham for an arts or cultural event, by that I 
mean plays, comedy, art galleries, music, dance, independent film that sort of thing? 
Yes / No 
 
Q0.3 Could you tell me how old you are? <DON’T READ OUT, SINGLE CODE> 
 
Q0.4 What is the highest level of qualification you hold? <DON’T READ OUT, PROBE TO 
CODE FROM LIST > 
 
Q0.5 NOTE DON’T ASK 
Male / Female 
 
MAIN SURVEY 
Q1 Have you ever been to an arts or cultural event in Birmingham, by that I mean plays, 
comedy, art gallery, music, dance, independent film that sort of thing? 
Yes – go to Q4  
No – go to Q2  
Q2 Would you consider going into Birmingham for something like that? 
Yes – go to Q3.1  
No 
 
Q2.1 Would you consider going to something like that anywhere? 
Yes – go to Q3.2  
No – go to Q3.2  
 
Q3.1 Would you consider going into Birmingham for …?  
Plays  
Musicals  
Pantomime or variety shows  
Children’s shows  
Opera  
Ballet  
Contemporary Dance  
Classical Music  
Jazz or blues  
Folk or traditional music  
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Rock or pop  
Art exhibitions or galleries  
Craft exhibition  
Museum  
Literature or poetry events  
Comedy  
Music or cultural festival events like ArtsFest, Fierce  
Arthouse or independent Cinema  
None of these 
 
IF BEEN TO BIRMINGHAM 
Q4 I’ve got a list of the sorts of cultural events you may have been to in Birmingham, as 
I read them out can you tell which you’ve ever been to, and can I remind you that we’re 
just talking about what you’ve been to in central Birmingham rather than anywhere else 
 
FOR EACH ONE EVER BEEN ASK  
Q5 And was this in the past 12 months?  
 
FOR EACH ONE IN THE PAST 12 MONTHS  
Q6 How many times have you been? <number>  
 
FOR EACH THEY’VE NOT BEEN TO IN PAST 12 MONTHS OR IF SAID YES AT Q2 
Q7 Would you consider going into Birmingham for? 
List of artforms (as at Q3.1) 
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ALL 
Q8 If you were planning a cultural activity in the UK this weekend, by yourself or with 
your family and friends, which towns or cities would be your first, second and third 
choice to visit? <choose one option from each list> 
1st choice  
2nd choice 
3rd choice 
 
Q9 And can you tell me which of these Birmingham venues you've heard of? 
Q10 IF HEARD OF: Have you ever been? 
Q11 IF BEEN: Was that in the past 12 months? 
Q12 how many times have you been in the past 12 months? 
Birmingham Hippodrome 
Symphony Hall 
Town Hall 
Birmingham Repertory Theatre 
The Old Rep Theatre 
The Drum 
Mac 
 
IF BEEN TO BIRMINGHAM 
Q13 Thinking about the last cultural event you went to in Birmingham did you …. <READ 
OUT ALL THE OPTIONS, HAVE CANT REMEMBER ON THE LIST, BUT NOT TO READ OUT> 
Go into the city specifically for it 
Go into B’Ham for another reason and event was secondary  
Or do you live/ work/ study in the city so you were there anyway 
Cant remember 
 
QUESTIONS ONLY ASKED ON ATTENDER E:SURVEY 
AQ7 Did your visit to the city of Birmingham involve an overnight stay? 
Yes - continue 
No – go to Q12  
 
AQ8 If yes, how many nights 
<write in number> 
AQ9 What type of accommodation did you stay in? 
Hotel 
Guesthouse 
B&B 
Self-catering 
Camping/caravan 
With friends/relatives 
 
AQ10 How many people (including yourself) were in your party staying at this 
accommodation? 
<write in number> 
 
AQ11 How much money, in total, did your immediate party (including yourself) spend on 
accommodation?  
<Write in amount> 
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AQ12 On average, how many people (including yourself) were in your party when you 
went to this event in Birmingham? 
<write in number> 
 
AQ13 As a direct result of attending this cultural activity what did you spend on the 
following … 
<write in number> 
Food and drink (where applicable this should be items purchased outside the venue) 
Shopping in the city 
Travel (including public transport costs, and parking)  
Childcare 
Other items (please DO NOT include the price of the tickets) 
 
ALL 
Q14 Thinking about the theatres, orchestras, galleries, museums in Birmingham please 
tell how much you agree or disagree with each of these statements, using strongly 
agree, slightly agree, neither agree or disagree, slightly disagree, strongly disagree or 
don't know.  
The culture in Birmingham … 
SCRIPTING: ROTATE STATEMENTS, OPTIONS STRONGLY AGREE, SLIGHTLY, NEITHER, 
DISAGREE SLIGHTLY, STRONGLY, DON’T KNOW 
Provides opportunities for people to come together and enjoy a shared experience 
Celebrates Birmingham’s rich heritage 
Makes it a truly international city   
Reflects the city’s diversity and different cultures in it 
Doesn’t touch the lives of most people who live there 
Is an extra reason for my friends and relatives to visit me 
Makes it a vibrant and exciting city to live, work, study or visit 
Makes the region unique and different from other places 
 
IF BEEN TO BIRMINGHAM 
Q15 Have you heard of any of these Birmingham museums of galleries? 
Q16 IF HEARD OF: Have you ever been? 
Q17 IF BEEN: Was that in the past 12 months? 
Q18 how many times have you been in the past 12 months? 
Ikon 
Birmingham Museum and Art Gallery 
Thinktank  
Barber Institute of Fine Art 
 
Q19 And for these other statements … arts/culture  
SCRIPTING: ROTATE STATEMENTS, OPTIONS STRONGLY AGREE, SLIGHTLY, NEITHER, 
DISAGREE SLIGHTLY, STRONGLY, DON’T KNOW 
Makes you reflect on your own opinions and beliefs 
Improves your quality of life 
Provides opportunities to learn new things 
Exposes you to cultures outside of your own life experience 
Makes you proud of what skill, imagination and creativity is in the city 
 
IF BEEN TO BIRMINGHAM 
Q20 Have you heard of any of these arts organisations? 
Q21 IF HEARD OF: Have you ever been to one of their productions or events? 
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Q22 IF BEEN: Was that in the past 12 months? 
Q23 how many times have you been in the past 12 months? 
City of Birmingham Symphony Orchestra 
Birmingham Contemporary Music Group 
Birmingham Opera Company 
Birmingham Royal Ballet 
Sampad, south asian arts 
Fierce 
ArtsFest 
 
SCRIPTING – INTERVIEWER TO READ OUT 
I’ve got a few questions about you … this makes sure we’ve talked a spread of people.  
 
Q25 NOTE DON’T ASK 
Male / Female 
 
Q26 Could you tell me how old you are? <DON’T READ OUT, SINGLE CODE> 
Under 15 
15-19 
20-24 
25-34 
35-44 
45-54 
55-64 
65-74 
75+ 
Prefer not to say 
 
Q27 Which ethnic group would you describe yourself as being in? <DON’T READ OUT, 
SINGLE CODE> 
White British / White Irish / White Other   
White and Black Caribbean 
White and Black African 
White and Asian 
Other mixed background 
Asian British 
Indian 
Pakistani 
Bangladeshi 
Other Asian background 
Black British 
Black Caribbean 
Black African 
Other Black background 
Chinese 
Other ethnic group – which? _________________________ 
Prefer not to say 
Q28 Do you have a long-standing illness, disability or infirmity? By longstanding I mean 
anything that’s troubled you or affected you over a long period of time? 
Yes / No / Prefer not to say  
 
Q29 Does this illness or disability limit your activities in any way? 
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Yes / No / Prefer not to say 
 
Q30 So we know where people are traveling from, could you tell me your full postcode?   
Write in answer 
 
Q31 What is the highest level of qualification you hold? <DON’T READ OUT, PROBE TO 
CODE FROM LIST BELOW> 
1) No academic, vocational or professional qualifications 
2) 1+`O' level passes, 1+CSE/GCSE any grades, NVQ level 1, Foundation GNVQ 
3) 5+`O' level passes, 5+CSEs (grade 1). 5+GCSEs (grades A-C), School Certificate, 1+'A' 
levels/AS levels, NVQ level 2, Intermediate GNVQ 
4) 2+`A' levels,4+AS levels, Higher School certificate, NVQ level 3, Advanced 
GNVQ|4|:F:|:F:|:F: 
5) 1st degree, Higher degree, NVQ levels 4 & 5, HNC, HND, Qualified Teacher status, 
Qualified Medical Doctor, Qualified Dentist, Qualified Nurse, Midwife, Health Visitor 
6) Other qualification 
7 Prefer not to say 
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Q32 ABC1 / C2DE questions 
Job title 
Industry / type of company 
No of staff responsible for 
Qualifications / degree / apprenticeship 
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Morris Hargreaves McIntyre is a creative and intelligent arts management consultancy 
working in the interests of audience and organisational development. 
 
The company combines thorough project planning with incisive, deep analysis, lateral 
thinking and detailed, intelligent strategic planning to produce relevant, helpful and 
high quality reports with practical recommendations. 
 
Our services include: 
 
• strategic analysis, planning, and development 

• product and service development 

• feasibility studies 

• market appraisals 

• marketing audits, strategies and plans 

• audience development strategies and implementation 

• access strategies 

• in-service training 

• training needs analysis 

• training programmes 

• organisational development 

• change management. 

Most of our projects are research-based. 
  
We have a fully integrated market research service that undertakes: 
 
• quantitative  research 

• qualitative research 

• telephone marketing  

• community consultation 

 

 


