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DON’T INCREASE THE RISK BY 
MIXING ARTFORMS

Many of our audience members are happy to take risks and so buy tickets 
for concerts of unknown music.  But so many more people only take 
carefully calculated risks.  And by mixing artforms we can make an event 
seem even more risky.



And often we have the wrong idea about what audiences for other 
artforms are like.  Would you agree that cultural cinema is a really 
popular artform?  Let’s take a look at the evidence from Ireland …



Guess what % of 

cinema attenders in 

Ireland see a film at 

least once a month
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Just 20% of 
cinema 

attenders see 
a film at least 
once a month



Guess what % of these 

cinema enthusiasts 

say their favourite 

types of film are 

cultural?
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Just 15% of 
cinema 

enthusiasts say 
their favourite 

types of film are 
cultural

Audiences for Cinema in 
Ireland, Arts Audiences, 2012 
download the report from 
www.artsaudiences.ie 



So most cinema attenders think cultural film is risky – and that means we 
would not easily increase audiences by working with a cultural film 
maker.



AUDIENCES DON’T THINK IN TERMS 
OF ARTFORMS

Most people who go to the arts see all kinds of artforms – dance, music, 
theatre, exhibitions etc.  They aren’t music audiences or dance 
audiences, they are arts audiences.  That means they see a lot, but don’t 
have a deep knowledge of any particular artform.



??

But when we communicate with audiences, we assume that they know as 
much as we do.  That means most of them don’t understand what we are 
saying.  That tells the people who like to take calculated risks that they 
won’t understand our concerts.



This is a well-written 
leaflet, but it assumes that 
people who read it know a 
lot about cinema.  That’s 
why this great concert only 
got a small audience.

(Take a look and see what 
you think - there is a close-
up of the text on the next 
page)





Have a go…

• Think about your favourite film.

• Think about someone you know who 
may not be as familiar with it.

• Write them a postcard persuading them 
to come along with you to see it.



DON’T JUST SAY WHAT IT IS, SAY 
WHAT IT’S LIKE

In our everyday lives outside work, we are really good at persuading 
people.  That’s because we explain what things will be like.



Take a look at the  

postcard you wrote.

How have you tried 

to persuade the 

reader?



How can we persuade people?

• Think about what they enjoy

• Think about the bad things they believe about 
what you do
– Show that you can deliver things they like, even 

though they think you can’t

– Tell them about good things that are more important 
than the bad things

• Think about the good things they believe about 
what you do  
– Reinforce them



Here, the London Contemporary 
Orchestra just say what the concert is 
and where it will be.  That won’t 
persuade anyone.



But here, the London Contemporary Orchestra explain what their 
concert is about and what it will be like.  The picture really helps, too. 



Here, Psappha say what the concert is, not what it’s like –
and it sounds as if it will be difficult to understand



This is really persuasive, 
especially that last 
sentence! 



If it’s difficult to describe the whole event, focus  on tiny moments and 
describe them vividly – just like Crash Ensemble do on the next page



Crash Ensemble

A muffled voice emerges from a closed piano…
A trombone player in a distant room struggles to 
be heard…
A concert reduction of a ballet turns into an 
anxious jazz club lament…
A soprano records herself, she rewinds, fast-
forwards and plays back…

Europa brings new music from Denmark, The 
Netherlands, Austria and Germany, to the old 
engineering library of the National Concert Hall.



BE REALLY CLEAR WHAT YOU ARE 
OFFERING 

What will the audience experience when they come and see your mix of 
artforms?  London Contemporary Orchestra do this really well – if you go 
to their concert, you’ll experience a relaxing escape from the stress of 
Christmas shopping and  “a divine journey by candlelight” …





And Germany’s KNM are offering a break from your busy life at work with 
concerts at lunchtime and after work.  And that message is so clear…







IT’S AN EVENT NOT A CONCERT

Our research during this project showed that concerts mean far more to 
people than the list of music being played.  They are experiences.  They 
are events.  The UK’s Supersonic Festival doesn’t just offer music, it offers 
“music, art, film and cake” to “adventurous audiences”…





SHOW THE EXPERIENCE

So many of the images we use are really boring.  They don’t show the 
exciting experiences we have to offer.  Here are some wonderful 
exceptions:



HAM Ensemble, Hungary 



London Contemporary Orchestra, UK



Scenatet, Denmark



SHOW THAT YOU ARE INTERESTING 
PEOPLE

Our research showed that people find it difficult to feel a link with 
composers.  They don’t think of them as real people who have something 
interesting to share.  KNM commissioned these images of composers 
engaging with real-life Berlin as a way of creating that link…






