“The Arts in Irish Life” - 2015 Research Update
Executive Summary of Findings
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Introduction & Scope:
“The Arts in Irish Life: 2014” Report
 was first presented in December 2014 and detailed the results of market research for Arts Audiences into levels of public engagement with the arts.
The findings of “The Arts in Irish Life: 2014” (hereafter “AILF: 2014”) were derived from questions incorporated into Kantar Media’s TGI study
: and – since this study runs on a repeating annual basis – Arts Audiences are now able to compare the results of AILF: 2014 with those a year later derived from a fresh sample of respondents.  As a result, the intention of this short Research Update is to offer interested parties:
· A summary of key 2015 results as compared to the benchmarks established in the AILF: 2014 report
· A summary of any areas of movement/change in the data identified between 2014 and 2015 results
· A re-statement of some of the key themes evident in the data during both 2014 and 2015 report periods
As in the AILF: 2014 report: this Research Update is again split into the four key thematic areas which were the focus of the original research. Outlined below are therefore key findings related to Public Attitudes towards the arts, Arts Attendance, Arts Participation and Influences on Arts Engagement. 
A Note on Data Sources & Referencing:
As noted above, the AILF: 2014 report was based upon the results of the TGI 2014 study – whilst this Update is based on the results of the TGI 2015 study
. As such, comparisons are between:

TGI 2014:
Fieldwork between October 2013 and March 2014
Results from 2971 Adults (15+)

TGI 2015:
Fieldwork between October 2014 and March 2015
Results from 3008 Adults (15+)

Fuller methodological detail regarding the AILF: 2014 study is provided in the Appendix to the original report. Further information related to the methodology of the TGI 2015 can similarly be made available on request.
In the below report, AILF: 2014 results are quoted in square brackets where comparisons can be drawn between 2014 & 2015. All figures relate to the All Adult population (aged 15 or over) unless stated otherwise.
Report Production:
This report was produced in October 2015 by Kantar Media-TGI – on the basis of research commissioned by Arts Audiences on behalf of Arts Council/An Chomhairle Ealaíon. Any questions in terms of the scope of this research should be addressed to Arts Audiences Ireland in the first instance.
“The Arts in Irish Life” - 2015 Research Update

Executive Summary of Findings

1.  Public Attitudes towards the Arts:
· The 2015 results continue to highlight public opinion that the arts play a positive role in Irish public life.  66% of respondents agree that “The arts play an important and valuable role in a modern society such as Ireland” [68%: 2014]. Similarly 80% agree that “Arts activity helps to bring visitors and tourists to Ireland”  [82%: 2014]
· The 2015 results corroborate the public’s view that government funding to the arts should be maintained. 59% agree that “even in current economic circumstances local authorities and central government should maintain their level of funding to the arts”. This proportion has increased from 57% in 2014. This support for arts-funding is strong across all groups engaging with the arts. Whilst 78% of heavy arts attendees (attending events once a month or more often) endorse this statement, a 53% majority of lighter attendees also take this position.

· As in 2014, the 2015 results suggest that not all who indicate that the “arts do not play a significant part in my life” are dis-engaged from attendance of arts events. 39% indicate that “the arts do no play a significant part in my life” [40%: 2014]. However, in practice, only 24% of this group never attend any arts events at all.
· One shift of note between the 2014 and 2015 results relates to the attitudinal profile of 15-24s relative to the general population. In particular, this year has seen a lower proportion asserting the relative value of the arts versus other fields of participation. As one example: 48% of 15-24s agreed that “As much importance should be given to providing arts amenities as is given to providing sports amenities” versus 55% in the preceding year.
Data View 1.1 – Public Attitudes towards the Arts (All statements – Levels of Agreement)
	
	AILF: 2015
	
	AILF: 2014

	
	% Any Agree*
	
	% Any Agree

	Arts activity helps to bring visitors and tourists to Ireland
	80%
	
	82%

	The arts from different cultures give us an insight into the 

Lives of people from different cultures
	73%
	
	75%

	The arts have become more available in the past 10 years
	72%
	
	73%

	The arts play an important and valuable role in a modern 

society such as Ireland
	66%
	
	68%

	
	
	
	

	Arts education in schools (e.g. dance, drama, music etc.) is as

important as science education
	70%
	
	73%

	Today’s arts and artists are as important to our society as the

legacy of the arts and artists of the past
	62%
	
	63%

	As much importance should be given to providing arts amenities

as is given to providing sports amenities
	61%
	
	60%

	
	
	
	

	Even in current economic circumstances local authorities and central

government should maintain their level of funding to the arts
	59%
	
	57%

	It’s fair to pay an entry fee to public museums and galleries
	49%
	
	51%

	The arts and cultural sector is a worthy cause to give money to
	38%
	
	37%

	The arts make a difference to the area where I live
	35%
	
	34%

	
	
	
	

	I cannot afford to attend as many arts events as I might wish
	44%
	
	45%

	Having access to museums and galleries in my local area is important to me
	43%
	
	42%

	There are lots of opportunities to get involved in the arts if I want
	38%
	
	38%

	The arts do not play a significant part in my life
	39%
	
	40%


*Any Agree = Definitely Agree or Tend to Agree. All %s are based on statement respondents.
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1.  Public Attitudes towards the Arts (cont.):
Data View 1.2 – Socio-demographic profiles for key attitudinal statements
[For those who may not be familiar with it: the ‘Index’ values below indicate how more or less likely any given group is to exhibit a certain characteristic – relative to a base score of 100. Indices of over 120 suggest a significant positive correlation. Indices of less than 80 suggest a significant negative correlation]

	
	Population
	
	The arts do not play a significant part in my life

Any Agree
	
	I consider myself to

be interested in the arts 

Any Agree

	Target Group
	%
	
	Weighted %
	Index
	
	Weighted %
	Index

	Male
	49
	
	51
	104
	
	45
	93

	Female
	51
	
	49
	96
	
	55
	107

	
	
	
	
	
	
	
	

	15-24
	15
	
	14
	95
	
	13
	90

	25-34
	19
	
	19
	102
	
	18
	95

	35-44
	20
	
	19
	98
	
	16
	83

	45-54
	17
	
	18
	105
	
	17
	98

	55-64
	13
	
	13
	100
	
	17
	128

	65+
	17
	
	16
	100
	
	19
	115

	
	
	
	
	
	
	
	

	Social Grade: AB
	13
	
	13
	101
	
	17
	127

	Social Grade: C1
	28
	
	27
	97
	
	32
	116

	Social Grade: C2
	21
	
	22
	105
	
	17
	81

	Social Grade: DE
	32
	
	31
	97
	
	29
	91

	Social Grade: F
	6
	
	7
	109
	
	5
	79

	
	
	
	
	
	
	
	

	Dublin
	28
	
	28
	97
	
	32
	114

	Other Urban
	31
	
	33
	105
	
	32
	102

	Rural
	40
	
	39
	98
	
	36
	89

	
	
	
	
	
	
	
	

	Heavy Arts Attenders
	19
	
	12
	64
	
	38
	195

	Medium Arts Attenders
	37
	
	40
	108
	
	40
	108

	Light Arts Attenders
	17
	
	24
	142
	
	10
	61

	Non Arts Attenders
	27
	
	24
	88
	
	12
	44

	
	
	
	
	
	
	
	

	Participate in artistic/
	35
	
	28
	81
	
	55
	155

	creative activities
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2.  Levels of Arts Attendance:
· The 2014 results found that a total of 65% of the population had attended any arts event
 within the preceding 12 months. This figure has remained very consistent in 2015: with 64% signalling any event attendance. This again compares very favourably to other geographies with Northern Ireland recording a figure of 47% annual attendance and Great Britain at 45% this year.

· A significant 22% of adults indicated attendance of an Irish/Traditional art-event (whether Dance or Music). “Traditional/Folk Dance” represents the most popular form of dance-event to attend. “Traditional Irish or Folk Music” events rank second only to “Rock or Pop” events in terms of popularity (19.5% attendance versus 21.5% in the case of Rock or Pop events).

· Almost 1 in 5 Adults (19%) signal the fact that they attended an arts event “once a month or more” in the last year – consistent with the same finding in 2014. A total of almost 2 in 5 Adults (39%) indicated that they had attended an event “once every three months or more often”. This group is well-balanced in terms of gender profile (only 4% more likely to be Female) but does exhibit some bias towards higher social-grade bands (25% more likely to be AB than the general population).

Data View 2.1 – Attendance of Arts Events in Last Year (Domestic or Abroad):

	
	
	AILF: 2014

(% All Adults)
	AILF: 2015

(% All Adults)

	Any event type:
	
	65
	64

	Theatre/Stand-Up Comedy/Other Shows:
	
	

	Plays
	
	29
	30

	Opera
	
	6
	5

	Musical
	
	24
	23

	Variety/Pantomime
	
	18
	19

	Stand-Up Comedy
	
	18
	18

	Other Theatre
	
	16
	17

	Dance Performances:
	
	
	

	Ballet
	
	4
	5

	Contemporary Dance
	
	4
	5

	Traditional/Folk Dance
	
	10
	9

	Other Dance
	
	8
	8

	Concerts, Recitals or Other Music Events:
	
	

	Classical Music
	
	10
	9

	Jazz/Blues Music
	
	7
	7

	Rock or Popular Music
	
	23
	22

	Traditional Irish/Folk Music
	
	21
	20

	Country & Western Music
	
	11
	12

	World Music
	
	5
	5

	Other Music
	
	20
	19

	Other Cultural Events:
	
	
	

	Readings (e.g. literature/poetry)
	
	6
	5

	Art Galleries or Art Exhibitions
	
	19
	19

	Cultural Talks/Lectures/Conferences
	
	11
	10

	Other Cultural Events
	
	12
	11

	Art House/Foreign Language Film
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	2

	Any Arts Festival
	
	7
	9*


 *A number of new named arts festivals added in 2015 – so result should not be directly compared to 2014.
  Added Arts Festivals were the: ‘Dublin Theatre Festival’ and ‘Kilkenny Arts Festival’.
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3.  Levels of Arts Participation:
· Levels of participation in ‘artistic or creative activities’ remain high amongst the Irish population. 19% of respondents identified themselves as regular participants in such activities [18%: 2014] whilst a total of 35% indicated any regular or occasional participation [36%: 2014].
· Levels of regular participation in ‘artistic or creative activities’ have seen an increase for the youngest age-groups between 2014 and 2015. Specifically – amongst 15-24s – any regular participation has increased from 25% to 30% according to latest figures. This increase is not attributable to a specific uplift in any one activity: but, instead, seems well balanced across all measured activity-types.
· The proportion of the population who consider themselves to be ‘creative’ has continued to fall in 2015.
Specifically, only 46% agreed with the statement that they thought themselves creative in 2015 – down from 48% in 2014 and 58% in 2013. Of those who are regular participants in artistic or creative activities: interestingly, only 2/3rds (66%) agreed with this statement.

· In 2014, our reporting identified a strong correlation between levels of participation in the arts and levels of attendance of arts-events (i.e. it is more probable that an individual will attend arts-events if also a participant and vice-versa). Table 3.2 below confirms that this relationship again exists in 2015 – with Regular participants in the arts being 106% more likely than an average adult to also be in the heaviest category of arts attendee.

Data View 3.1 – Levels of Regular Participation in Artistic or Creative Activities:
	
	BASE: All Adults 15+
	
	

	Artistic or Creative Activities:
	TGI 2012
	TGI 2013
	AILF: 2014
	
	AILF: 2015

	Any Regular Participation:
	
	
	
	
	

	Drawing/painting/sculpting
	5%
	5%
	5%
	
	6%

	Sing in a choir
	-
	-
	4%
	
	4%

	Other singing to an audience or rehearsing
	-
	-
	3%
	
	2%

	Play a musical instrument to an audience or rehearsing
	-
	-
	3%
	
	3%

	Play a musical instrument for your own pleasure
	-
	-
	6%
	
	6%

	Performing or rehearsing in amateur drama
	-
	-
	2%
	
	1%

	Set dancing
	-
	-
	3%
	
	3%

	Other Irish traditional/folk dancing
	-
	-
	2%
	
	2%

	Other dancing (not fitness class)
	-
	-
	3%
	
	3%

	Other artistic activities
	3%
	3%
	3%
	
	3%


Data View 3.2 – The Correlation between Attendance and Participation:
	Base: All Adults 

2,971 respondents
	
	Participation in Artistic/Creative Activities – Last Year

	Frequency of Event Attendance:
	
	All Adults 15+
	Regular
	Occasional
	None

	
	
	
	19%
	23%
	65%

	Once a month or more often
	Vert. %
	19%
	40%
	34%
	11%

	
	Index
	100
	206
	176
	58

	Once every 2-3 months
	Vert. %
	20%
	21%
	24%
	18%

	
	Index
	100
	105
	119
	90

	2-3 times a year
	Vert. %
	17%
	15%
	15%
	18%

	
	Index
	100
	86
	88
	105

	Once a Year
	Vert. %
	8%
	6%
	6%
	10%

	
	Index
	100
	69
	67
	119

	Less often
	Vert. %
	8%
	5%
	6%
	10%

	
	Index
	100
	63
	70
	116

	Never
	Vert. %
	27%
	13%
	16%
	33%

	
	Index
	100
	49
	58
	122
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4.  Influences on Arts Engagement:
· In 2014, cost was identified as the most significant barrier to arts-engagement (either in terms of attendance or participation) – with 45% of those indicating any difficulties selecting this as a point-of-concern.

Whilst cost remains the most significant identified barrier in 2015 – this proportion has dropped marginally to 40% of those expressing difficulties this year. As identified in 2014, it’s also interesting to note that cost is rarely flagged as the sole barrier to engagement. Only 9% of respondents in 2015 noted only this factor.

· Overall levels of satisfaction with arts information have dipped very slightly in 2015. This year, 34% judged themselves ‘satisfied’ or ‘very satisfied’ with arts information – down from 36% in 2014. Interestingly, however, this drop has been much more acute for 15-24s (down from 34% to 28% this year).
The profile of both ‘satisfied’ and ‘dis-satisfied’ groups is outlined below
· In terms of the channels through which the public are finding out about the arts, information via websites and e-mail now represent a very significant portion of all such engagement. After Television, Internet and E-mail in combination now represent the second most important distribution channel – with 37% noting these as important in sourcing information.
Data View 4.1 – Difficulties on Taking Part in the Arts:
	
	BASE: All stating attendance difficulties

	Difficulties:
	AILF: 2015
	
	AILF: 2014

	Any Difficulties
	29% (of pop)
	
	29% (of pop)

	
	
	
	

	Can't afford/cost
	40%
	
	45%

	Can’t afford/cost only (uni-code)
	9%
	
	9%

	Family commitments
	24%
	
	28%

	Too far away/inconvenient
	25%
	
	25%

	Difficult to find time
	20%
	
	23%

	Nobody to go with
	20%
	
	21%

	Health Issues
	19%
	
	18%

	Transport difficulties
	14%
	
	15%

	I might feel uncomfortable or out of place
	14%
	
	12%

	Other commitments
	10%
	
	9%

	Inadequate information on event
	4%
	
	5%

	Fear of going out in the evening
	4%
	
	4%

	Access to building
	2%
	
	3%


Data View 4.2 – Levels of Declared Satisfaction in Arts Information:
	
	Level of Satisfaction with Arts Information

	
	Satisfied
	Neither/Nor
	Dis-satisfied

	All Adults:
	
	
	
	
	

	2015
	34%
	24%
	7%

	2014
	36%
	23%
	6%

	15-24s:
	
	
	
	
	

	2015
	28%
	24%
	11%

	2014
	34%
	22%
	9%
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4.  Influences on Arts Engagement (cont.):
Data View 4.3 – Profile of those Satisfied or Dis-satisfied with Arts Information:
	
	Level of Satisfaction with Arts Information

	
	Satisfied
	
	Dis-satisfied

	Group Profile:
	%
	Index
	
	%
	Index

	15-24
	12%
	81
	
	22%
	149

	25-34
	18%
	95
	
	23%
	121

	35-44
	19%
	98
	
	20%
	101

	45-54
	17%
	103
	
	15%
	89

	55-64
	15%
	113
	
	11%
	81

	65+
	19%
	112
	
	10%
	59

	
	
	
	
	
	

	Attendance: Once A MONTH or +
	32%
	167
	
	28%
	146

	Once Every 2-3 MONTHS
	25%
	126
	
	22%
	110

	2-3 Times A YEAR
	18%
	103
	
	16%
	92

	Once a YEAR
	8%
	96
	
	6%
	69

	Less Often
	6%
	73
	
	5%
	62

	Never
	11%
	40
	
	23%
	86


Data View 4.4 – Significance (by age bands) of different channels for Finding Arts Information:
	
	
	All Adults
	15-24
	25-34
	35-44
	45-54
	55-64
	65+

	Television
	vert%
	32%
	33%
	31%
	35%
	34%
	31%
	28%

	
	Index
	100
	101
	97
	109
	106
	97
	88

	Word of Mouth
	vert%
	27%
	21%
	25%
	28%
	27%
	35%
	28%

	
	Index
	100
	77
	93
	102
	101
	129
	102

	Internet
	vert%
	26%
	39%
	32%
	31%
	24%
	21%
	8%

	
	Index
	100
	150
	124
	119
	92
	80
	31

	Newspapers - Local
	vert%
	24%
	10%
	17%
	25%
	30%
	35%
	31%

	
	Index
	100
	39
	70
	102
	123
	143
	126

	Newspapers - National
	vert%
	21%
	11%
	14%
	20%
	25%
	31%
	28%

	
	Index
	100
	52
	65
	93
	116
	148
	135

	Radio - National
	vert%
	20%
	11%
	16%
	24%
	24%
	25%
	21%

	
	Index
	100
	54
	77
	121
	119
	123
	104

	Radio - Local
	vert%
	20%
	13%
	18%
	18%
	23%
	22%
	24%

	
	Index
	100
	67
	91
	92
	119
	110
	121

	Flyer/Leaflet
	vert%
	12%
	8%
	13%
	9%
	15%
	15%
	14%

	
	Index
	100
	68
	103
	76
	124
	123
	111

	Events Guide
	vert%
	12%
	9%
	13%
	9%
	14%
	19%
	11%

	
	Index
	100
	71
	108
	71
	115
	154
	92

	Poster/Billboard/Noticeboard
	vert%
	9%
	8%
	9%
	10%
	9%
	9%
	7%

	
	Index
	100
	89
	99
	111
	104
	110
	86

	Other
	vert%
	8%
	11%
	11%
	6%
	7%
	4%
	8%

	
	Index
	100
	139
	141
	81
	84
	54
	97

	Mailing  List - Email
	vert%
	8%
	5%
	7%
	8%
	8%
	13%
	6%

	
	Index
	100
	60
	97
	103
	100
	172
	77

	Mailing  List - Post
	vert%
	5%
	2%
	5%
	2%
	7%
	8%
	7%

	
	Index
	100
	31
	92
	47
	138
	162
	145


� Available as download at: artsaudiences.ie/the-arts-in-irish-life-2014-published


� More info regarding the purpose & methodology of the TGI can be sourced in the AILF: 2014 Report


� All findings should be cited as: C Kantar Media: TGI 2014 or 2015: “Arts in Irish Life”


� This figure comprises of those asserting any ‘Last 12 month’ attendance of a specific genre of event or who signal attendance of specific named arts Festivals in the last 12 months.





