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Cheek by Jowl (CbJ) is an international theatre company, which operates in-
house as an Associate Company at the Barbican Centre in London and is 
currently presenting in three languages. The company has performed in 301 
cities in over 40 countries, spanning six continents and has received numerous 
international awards. 
 

CbJ has been making ground breaking, innovative and international work for decades but, 
despite being a recipient of NPO funding, changes in the economic landscape meant that 
they still needed to raise a further £60,000 per year to continue doing so.  

CbJ face the same difficulty that many touring theatre companies experience, in being very 
limited on the data that they are able to collect – since this is generally conducted in-house 
at the venue through ticket sales, and subject to their data protection – despite it being the 
company’s audience who have made the booking.  

With an upcoming tour of their now highly acclaimed production of Ubu Roi, CbJ wanted to 
find out more about their audience, to both inform their marketing campaign and help 
formulate a new fundraising strategy to raise the very necessary additional funds. It was 
decided that the best way to do this was to conduct a survey to collect data, ensuring that 
all of the questions asked were directly linked to better understanding the audience profile. 

 

Objectives 

 Establish profile of key supporters for individual support scheme 

 Identify key individuals who could become Major Donors 

 Establish nuanced approach to fundraising strategy for Individual Donors 

 

Target groups 

 Individual donors for regular giving. 

 High net-worth individuals to become Major Donors for one-time and continuous 
gifts. 

 

Process 

The survey was issued by email to the existing database (at that time, an Excel spreadsheet) 
and on the company website, with a link through to the online survey. Once the data was 
collected it was fed back into a newly configured database system.  

  

http://culturehive.co.uk/


3 
 

Downloaded from CultureHive - http://culturehive.co.uk 

The questions asked, which provided the data to be inputted into the system, were as 
follows: 

 Do you live in the UK? (Y/N)  

 Which country? (open field)  

 Age: Are you?  (multiple choice) 

 How many times have you seen a Cheek by Jowl Production? (multiple choice) 

 Would you consider becoming a Cheek by Jowl member? Membership benefits 
include priority booking and regular e-updates (Y/N) 

 

Not only did this provide vital information for pitching the marketing campaign, but it also 
provided a valuable insight into CbJ’s supporter group and was the first step in opening up a 
dialogue with their audience and understanding more about the motivations for 
engagement. 

Once this data had been imported into the system it was possible to search fields such as 
age group and postcode, which can give an indication of an individual’s potential ability to 
give. 

 

Outcomes 

The likelihood of an individual giving to any particular organisation is usually based on three 
key factors: ability to give (wealth), willingness to give (philanthropic history) and personal 
connection with the cause.  

The results of the survey demonstrated a high level of effective connection with CbJ’s work, 
known in fundraising as ‘warmth’. However, it was also evident that many of these 
responses were from a young audience who were unlikely to be in a position to making 
large financial gifts. As such, it was decided that a two-tiered approach would be best, 
consisting of a low-level Friends scheme priced at £25 (with benefits such as priority 
booking for UK performances, access to pre-show talks, regular updates and news via the 
newsletter) and a higher-level Patrons scheme priced at £500 (with benefits that include 
invitations to at least two specially programmed events per year with members of the 
company, including Declan Donnellan and Nick Ormerod, as well as priority booking, access 
to pre-show talks and recognition in the production programme). 

CbJ held a successful event to launch their Individual Giving campaign, through which they 
secured their first major donors for the Patrons scheme. Following 3 successful cultivation 
events they now have 46 Friends, and 15 Patrons. 
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Key points for effective practice 

Through collaborative working between fundraising and marketing efforts (and in larger 
organisations, separate marketing teams), it is possible to use limited resources (both in 
terms of time and finance) far more effectively. It also means that through this coordinated 
effort, you only need to approach your audience once, resulting in a much higher rate of 
response. 

 

Conclusions and recommendations 

CbJ’s first Patron was on their Board; this is a great place to start for any individual 
fundraising campaign as it enables them to become true ambassadors for the organisation 
and gives confidence to any potential donor. 

It is possible to devise a more targeted approach to the data list using a specialist wealth 
screening company, i.e. Prospecting for Gold, who can provide a more detailed analysis of 
the group, where known performing arts donors are not immediately identifiable. 

 

Additional information 
www.cheekbyjowl.com  
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