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Introduction 

This Executive Summary is based on the findings of seven individual research reports 

produced by All About Audiences for Cornerhouse in March 2010:   

 

� Cornerhouse Audience Profiling Report 

� Cornerhouse Economic Impact Summary 

� In-Depth Interviews with Audience Members 

� Market Assessment 

� Online Survey of Cornerhouse Website Users 

� On-Site Survey with Visitors to Cornerhouse Manchester 

� Single Spies Mystery Shopping Research 

 

The research will be used to inform Cornerhouse’s marketing and communications 

strategy going forward.  A similar research exercise was carried out in 2005 which has 

been used as a baseline for understanding how the venue’s audience has changed 

over time.  Each report has its own executive summary.  This report does not repeat 

these but seeks to draw out the main findings overall and to make recommendations 

for action, based on the research. 

 

Key Findings 

The overall messages from the research are very positive.  Cornerhouse has a strong, 

distinctive brand and image that is easily recognisable.  Most of the people that we 

surveyed appreciate the ‘arty’, ‘independent’ niche that Cornerhouse occupies, 

particularly in cinema but also in the visual arts. The cafe and bar are valued by the 

majority of visitors and are key attractors for first time visitors to the venue.  The 

feedback obtained about the quality of the facilities, programming and staff is 

overwhelmingly positive.  

 

Cornerhouse is also economically important to Greater Manchester, contributing an 

annual net expenditure of £6.2 million to the sub-regional economy.  However, despite 

a significant increase in the number of visitors to Cornerhouse over recent years, box 

office sales for the cinema are showing a slight downward trend and there is both the 

need and the opportunity to reverse this. 

 

Audience Size 

Cornerhouse attracts 502,136 visits a year (2008/9 figures). This represents a very 

positive 34% increase in footfall since 2005. Half of Cornerhouse visitors live in 

Manchester, with a further 30 per cent coming from Greater Manchester, 13 per cent 

from the wider North West and 7 per cent from outside the North West.  Box office 

sales are 137,000 per annum.  



 

 

 

Audience Profile 

The research suggests that whilst Cornerhouse’s audience profile has not changed 

materially over past few years, there are groups either attending less frequently or 

ceasing to do so amongst students and young professionals. Overall the audience 

base has shifted slightly to one that is moderately older and is therefore likely to have 

greater stability.  

 

The majority of the audience is in the 25-44 years age group.  Outside this group, the 

research shows that since 2005, there has been a clear upward shift in the age of the 

audience, with fewer under 24s and more over 45s visiting the venue. Gallery visitors 

tend to be slightly older and bar and cafe visitors slightly younger than any other group. 

 

Slightly more women than men visit Cornerhouse with men being predominant among 

bar visitors and more women than men visiting the gallery. Since 2005 there has been 

a slight increase towards a more ethnically diverse base - particularly in the cafe -and a 

slight increase in people with a long term illness or disability. In particular, more people 

with a disability are using cinema: 6.5 per cent in 2010 against 2 per cent in 2005. 

However, less than 2 per cent of people with a disability use the bar at Cornerhouse.  

 

Audience Segments 

The research has used a range of audience profiling tools to segment Cornerhouse’s 

audience.  These include Arts Audiences: Insight which focuses on arts engagement 

and ACORN socio-demographic profiling.    

 

Unsurprisingly, the research shows that Cornerhouse’s key Arts Audiences: Insight 

audience segments are Urban Arts Eclectics and Traditional Culture Vultures, both of 

the segments that are highly engaged with the arts.  In capturing significant numbers of 

both audience types Cornerhouse seems to be effectively striking a balance between 

providing a cutting edge, contemporary offer that appeals to the arts eclectics whilst 

also retaining more traditional arts attending audiences.   

 

Whilst these two segments are the essential core for an arts venue’s audience that are 

relatively small as a proportion of the adult population, comprising approximately 7 per 

cent of the over-16s in Greater Manchester.  Among the larger Arts Audiences: Insight 

segments, Cornerhouse is successful in attracting people from the Fun, Fashion and 

Friends segment and from Bedroom DJs.  The former are well-represented in those 

that attend the bar and the café with the latter being overrepresented amongst frequent 

cinema ticket bookers. 



 

 

It is unusual to find an overrepresentation of the Bedroom DJs attending an arts venue 

as this segment is characterised by a low level of interest in arts attendance.  In the 

case of Cornerhouse this can partly be explained by the nature of the venue’s offer in 

terms of contemporary cinema and a bar environment.  The bar is a safe space for 

those that do not view themselves as part of the cultural mainstream.   

 

The ACORN data confirms the Arts Audiences: Insight segmentation and is generally 

in line with expectations.  ACORN’s Prosperous Professionals, Educated Urbanites, 

Aspiring Singles and Starting Outs segments all appear to be visiting more frequently 

than other groups whereas Wealthy Achievers and Affluent Greys are only infrequent 

bookers.  The move to a slightly older audience highlighted above is reflected in the 

fact that the proportions of Starting Outs and Aspiring Singles attending the venue 

appear to have declined in recent months.   

 

One segment of relatively young adults that is performing more strongly than would be 

expected for an arts venue is Inner City Adversity.  The reasons for this may be similar 

to those used to explain the overrepresentation of Arts Audiences: Insight bedroom 

DJs.  In addition, the proximity to the venue to inner city areas that contain significant 

student accommodation and apartments that are popular with young working people 

may help to explain it.  These more affluent young people live in neighbourhoods that 

also comprise disadvantaged groups more traditionally associated with Inner City 

Adversity. 

   

Audience Behaviour 

People visit Cornerhouse for a variety of reasons and often undertake more than one 

activity when they are at the venue. For 38 per cent of people the primary reason for 

their visit to Cornerhouse is to see a film.  For 31 per cent it is to have a drink in the 

bar, for 14 per cent to eat in the cafe, for less than 10 per cent it is to visit the gallery 

and for only 3 per cent to visit the bookshop. The publications service and educational 

activities are the least frequented.  Three fifths of visitors have never been to a special 

event or festival and 15 per cent have never been to the cinema.  

 

Previous experience is the key determinant of attendance, followed by convenience of 

the location. Timing and/or the availability of a film and quality of catering are also 

important. The bar and the cafe are key attractors for new visitors. 

 

Of those whose main reason for visiting was something else, over half also had a drink 

in the bar.  In fact, 70 per cent of those going to the cinema also have a drink in the 

bar, 28 per cent ate in the cafe and 17 per cent visited the gallery. More people visit 



 

both the bookshop and art gallery whilst visiting for another purpose than specifically to 

do these things.  There is less apparent crossover between the bar and the gallery and 

between the cinema and the gallery. 

 

One third of respondents had never been to the art gallery and 11 per cent had not 

been for over a year. However, there has been a significant improvement in attracting 

first time visitors to the gallery since 2005, with 8 per cent recorded in 2010 as against 

to 2 per cent in 2005.   

 

Cornerhouse’s audience also visits other arts venues in Manchester, the biggest 

crossover being with Manchester Art Gallery and the Lowry, but there are also good 

levels of crossover with the Whitworth Art Gallery and Urbis. 

 

Encouragingly, over the past five years Cornerhouse has seen an increase in the 

loyalty of its customers.  43 per cent of visitors have come to Cornerhouse ten or more 

times in the last 12 months, compared with 38 per cent in 2005. Also, whilst only 5 per 

cent of visitors in 2005 said they had not been before, by 2010 this has doubled to 10 

per cent. Taken together, these findings show that Cornerhouse has managed the 

difficult trick of increasing the loyalty of its existing customers at the same time as 

attracting new audiences. 

 

The Cornerhouse audience seems to have been fairly resilient to the recession with 

only slight drop in the number of times they go out socially each week. Visitors to 

Cornerhouse are also spending more than they used to, compared to 2005, in 2010 

more visitors are spending more and fewer visitors spending nothing. There are big 

variations in spending habits, with those primarily visiting to see a film spending an 

average of £13.70 and those coming to gallery £3.79. 

 

There has also been a clear shift away from people visiting on their own with over 80 

per cent now visiting with at least one other person, compared with just over 45 per 

cent in 2005.  

 

Gaining Information 

The research found that 64 per cent of Cornerhouse visitors cited the website as their 

key information source about the venue, compared to only 14 per cent in 2005.   

However the monthly guide is still used as a key information source by 40 per cent of 

visitors. In comparison the exhibitions guide has decreased in popularity with 8 per cent 

referring to it in 2010 compared to 20 per cent in 2005. 

 



 

Four fifths of visitors to the website use it to plan a visit in the near future.  Around half 

of visitors to the website visit at least once a week and 40 per cent visit once a month. 

The film homepage and film calendar are by far the most viewed pages. 

 

Relatively few online users book tickets online.  Almost three quarters of online users 

have never bought tickets on the website giving reasons of preferring to buy at the 

venue, seeing no benefit to buying on-line, experiencing problems with functionality or 

not being aware of the online booking facility.  However, those online users that do buy 

tickets on line report that the experience is overwhelmingly positive.  

Around one third of Cornerhouse visitors use social networking sites, the propensity to 

use these to follow the Cornerhouse varies from 12 per cent of those responding to the 

on-line survey to just 1.3 per cent of those surveyed in the venue.  

 

Audience Satisfaction and Perceptions 

In general audiences are very happy with the Cornerhouse. The on-site survey showed 

very high visitor ratings with over 85 per cent of visitors rating the experience excellent 

or good. The toilet facilities receive a lower satisfaction rating, although ratings have 

improved since 2005. Mystery shopper and in-depth interviews probed issues of quality 

and in general elicited similarly positive findings. There has been a slight decrease in 

value for money ratings in terms of perception, but encouragingly the ratings are higher 

for visitors once they have experienced the venue.   

 

Some brief findings for different elements of the Cornerhouse offer: 

 

Gallery: Atmosphere gets the lowest ratings from gallery attendees as does 

cleanliness. There has been a marginal decrease in ratings for opening times which 

largely relates to the gallery times. Programme perception, staff and location of gallery 

are all cited as barriers to visiting. In-depth interviews echo findings from other surveys 

that the visual arts offer is ‘tucked away’ or even ‘tacked on’ and two visitors disliked 

the emptiness of the galleries. However, another interviewee saw the gallery space as 

offering something different from other galleries in the city. 

 

Website: The on-line survey showed that most people rate content design and 

navigation as good or very good, whereas the views from the mystery shoppers were 

more mixed, particularly with regards to navigation. The shoppers also offered some 

criticism on the layout, seeing it as too cluttered and wordy and that finding information 

about deals, such as the reel deal offer, is too difficult. The on-line survey showed a 

desire for more editorial content and also for more interactive content such as 

discussion groups and forums and blogs and games. There is high loyalty to the site 



 

with high proportion of visitors (almost 1 in 4) navigating via saved favourites link or by 

typing web address directly into browser. 

 

Cinema: Comments about the cinema are generally positive, with audiences enjoying 

the opportunity to see films not available elsewhere.  Some requests for morning or 

lunchtime film screenings were made. And across the surveys there was some 

negative feedback on the shift from monthly to weekly film programming.   

 

Customer service: Mystery shopping found a good response to email and phone 

queries. Some staff were spotted in uniform, some not, some wearing badges, some 

not. Many comments were made about polite, pleasant, friendly and helpful staff. The 

experience of buying tickets online and in person was very positive, but some 

respondents reported that buying tickets over the telephone took too long. 

  

Bar/Cafe: Generally the bar attracted positive comments, though some people think 

that it is a bit ‘cold’. Comments on the café are also very positive, though with some 

suggestions that queuing, ordering and meal preparation functions could be better 

organised.  

 

Growing the Cinema Audience 

The main finding of the market assessment report is that despite increasing footfall, 

box office sales between September 2006 and February 2010 show a slight downward 

trend.  Footfall has increased by 34 per cent but the research estimates that 327,000 

visits to Cornerhouse each year are made for purposes other than visiting the cinema.   

 

The excess capacity in the cinema in the last few years varies from 12 to 29 per cent.  

This means that more people could be accommodated without having to increase 

levels of operation.  In the current fiscal climate, with levels of public subsidy to the arts 

certain to decline sharply there is a clear need to reverse this downward trend and use 

more of this excess capacity and generate greater income.   

 

The most accessible strategies to increase cinema attendance are those that focus on 

existing users. Strategies should focus on market expansion, i.e. persuading 

Cornerhouse visitors who come for other reasons to visit the cinema. If crossovers 

between the gallery, the bar and cafe and the cinema could be increased by 10 per 

cent each, the total estimate increase in sales to the box office per annum would be 

£140,000, an uplift of 20 per cent.  As mentioned above, the research shows that 

cinema attendees spend more at the venue than other groups, so the benefit from 

growing this audience is more than just the value of the tickets sold.  

 



 

Strategies should also focus on increasing market penetration, i.e. persuading frequent 

attendees to attend more frequently. We estimate that one extra cinema visit per year 

by regular attendees would yield £70,000 a year. In essence, it is both less expensive 

and more productive to market to the existing audience than to try to attract new 

customers. 

 

Whilst these two strategies should be prioritised, there are also real opportunities to 

encourage new audiences to attend the venue through targeted marketing extension 

activities. Assuming low conversions of the order of 5 per cent it should be possible to 

increase the audience base by at least 1,750 attendees each year without significant 

investment. This annual increase is estimated to be worth in the region of £37,500 to 

the venue, of which an estimated £17,640 would be brought in through the cinema box 

office. 

 

Whilst the strategies likely to result in most immediate gains are those concerning 

existing audiences, using a mix of strategies over the medium to long term, will ensure 

that there is a continuous influx of new audiences necessary to ensure the long term 

sustainability of Cornerhouse.    

 

Recommendations 

The customer feedback obtained through the research on Cornerhouse’s operations is 

very positive.  We have no other recommendations in this area than to continue with 

the excellent service levels achieved and to review these for continuous improvement 

purposes internally at reasonable intervals.    

 

The most important marketing activity for Cornerhouse is to focus upon cinema 

attendance and encouraging existing audience members to attend more often and 

those that used the venue for other reasons to begin attending the cinema.  Future 

marketing strategies, in both scenarios, should focus upon the four Arts Audiences: 

Insight segments that the research has identified; Urban Arts Eclectic, Traditional 

Culture Vultures, Fun, Fashion & Friends and Bedroom DJs. 

 

For all four segments, in-venue promotion and the internet are key marketing channels.  

The approach may differ slightly for each one, but these methods of communication are 

crucial for reinforcing key messages with existing attendees and for trying to attract 

them to the venue on a more frequent basis.  Existing attendees may also be 

encouraged or reassured to see or hear the venue mentioned in broadsheet 

newspapers (Urban Arts Eclectic and Traditional Culture Vultures) or on the radio (Fun, 

Fashion & Friends and Bedroom DJs).   

 



 

Frequent or regular cinema goers are likely to be Urban Arts Eclectics or Bedroom DJs.  

For both segments the contemporary and art-house nature of Cornerhouse’s offer is 

likely to be important.  Value for money is likely to be more important for Bedroom DJs 

although whether this segment would respond favourably to a loyalty scheme would 

need to be tested as they prefer informality and flexibility.  Such a scheme would also 

need to be sensitively introduced so as to avoid corporate card imagery and jargon.   

 

Bedroom DJs loyalty may be best cultivated via Cornerhouse website and reinforced 

through in venue messages.  The surveys suggested that some web-users would like 

to see more editorial content on the website, but there may also be room for staff 

reviews and/or commentaries on reviews/ratings on popular film websites such as 

Rotten Tomatoes and IMDB.  Bedroom DJs may also respond to opportunities to 

recommend films to one another, post their own comments and reviews and to 

generally interact more with other users – as they might in other discussion forums. 

 

Urban Arts Eclectics’ decisions are less likely to be influence by money, but more by 

whether Cornerhouse is offering something that will enable them to make the best use 

of their limited time.  The continuing of new and cutting edge cinema is crucial to this 

segment as may be the ability to meet and listen to Directors or other professional 

commentators before or after a performance.  Combining such an experience with a 

dining opportunity may be of interest, if it also enables Urban Arts Eclectics to meet 

with others.   

 

Traditional Culture Vultures and Fun, Fashion and Friends are likely to be infrequent 

cinema goers.  Traditional Culture Vultures are more likely to attend films that have 

been endorsed by arts professionals and/or critics.  Fun, Fashion and Friends on the 

other hand will respond to high profile media endorsements for their viewing options or 

seek out cinema that is contemporary, trendy and/or fun.  The social aspect of 

Cornerhouse’s offer is important to Fun, Fashion and Friends but not to Traditional 

Culture Vultures. 

 

It is difficult to identify a strategy for Fun, Fashion and Friends attendees that is 

different from strategies that might be adopted for non-attendees from this segment.   

In venue and website communications aimed at highlighting the social benefits of 

seeing a film with friends and relatives could be worthwhile.  Providing screen running 

times and indicating that it is possible to obtain food in the café before/after the 

performance could be attractive to Fun, Fashion and Friends.  Programming that feeds 

this segments desire for fun might also be productive – although care will need to be 

taken to not compromise the programming for current frequent-attendee segments.  

 



 

In addition, Fun, Fashion and Friends may respond to offers that combine cinema and 

other social activity.  In this case, the cinema ticket should be the purchase that 

unlocks other benefits, for example, a free glass of wine at the bar afterwards.   

 

The Fun, Fashion and Friends segment is a large one in terms of the local population 

and more work may be required to understand how the cinema offer could be adapted 

to attract more people from this segment from the bar and café to the cinema.  In the 

meantime, the promotion of the bar and café as a safe, non-corporate and football-free 

environment in which to meet will continue to attract people from this segment. 

 

Traditional Culture Vultures may respond to loyalty schemes, but they will only use 

Cornerhouse at all if they feel that the quality of the offer is right for them.  

Programming that offers cinema that is linked to other high-art forms may be of interest 

to this segment – in particular where such art is available elsewhere in the city at the 

time, creating the opportunity for targeted promotion.   

 

Further Research 

 

Beyond these four segments one notable area that the Cornerhouse does not currently 

cater for is families.  Potential audience segments with families are infrequent visitors to 

the venue, even though cinema is one of the most popular leisure activities for those 

with families.  Indeed, as Cornerhouse has loyal customers it may be the case that 

many attracted to the venue as students or young working people have gone on to 

have families and would like to take their children to their favourite arts venue. 

 

No doubt many current audience members like the ambience of the venue as it is and 

so there is a risk of alienating current attendees with such a strategy.  However, there 

will be times during the day when the venue is less busy and screen space is not being 

utilised where the number of bookers could be boosted with family-friendly films.  More 

research into market extension in this way, including comparison with other similar 

venues and an assessment of demand could yield further ideas. 

 

Finally, analysis of attendees and their location has highlight some interesting 

components of Cornerhouse audience’s geographical spread within Greater 

Manchester.  It may be instructive, for example, to undertake further research to better 

understand the reasons why people from Stockport frequently attend the venue whilst 

those from Salford, apparently, do not.   
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