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Segmentation Dilemma
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Deep understanding 

of segments

Flag and contact everyone



RSC and Baker Richards Approach
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Sponge = Behavioural Segmentation

Icing = Attitudinal Survey

Cherry = Further research and 

learnings from using the segments



Who are our new customer segments?
(Interim names used)
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RSC Devotee
High frequency, high price 
tickets, Swan and RST

Shakespeare Tourist

Shakespeare 
mid-price 
night out

Migrating Swan Local bargain hunters

Family Night Out

Visitors, buy high price 
tickets, mixed repertoire 
but Swan preference 

Locals, mid-frequency, buy low 
price tickets, high discount

Locals, low frequency, high price, 
Shakespeare and family, RST only. 

Locals, low 
frequency, mid-
price, Shakespeare 
only, RST only 

Visitors, low frequency, high price, 
Shakespeare only, RST only 
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The Survey

 Arts attendance, including at other venues and what stops greater attendance

 Attitudes about theatre, the RSC and purchasing decision-making

 Demographics, travel and accommodation

 Media consumption
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Migrating Swan 
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* This does not necessarily mean that a characteristic is dominant in that group, but simply that is generally held more in that segment than we see in other segments. 

Booking behaviour:
• Only 15% live within an hour drive time and book avg. 10 weeks in advance
• Attend all three theatres but favour the Swan (69% bookings in Swan, 30% RST, 2% TOP)
• 41% buy top price tickets (second highest group) and 28% have seen new writing (highest %)
• 5% have a Membership and 11% have also booked in London
• Book for 1.8 shows on average per year and one of the least likely to use any form of discount

Interested in “new writing” but less likely to be 

aware of The Other Place

Not as strong emotional connection 

with RSC and attend lots of other theatres

More of them (21%) travel by train and stay overnight

53% read the Guardian and they are frequent cinema goers



Migrating Swans
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“I go to the theatre at least once a week. It is a key part of my identity, and it is an important 
part of my social, romantic, family and personal life. I have been to see RSC productions in 
Stratford once, but it is very expensive to stay and to get tickets. I occasionally see RSC 
productions at the Barbican, if I am particularly excited by a production or cast.”

“Theatre is important to me. I do enjoy RSC productions, 
but Stratford is not an easy place to get to from London. I 
prefer to take the train, there is no direct train!”

“I like it [theatre] to be an intellectual stimulus that comes through 
entertainment, and I wouldn't like to be without it.”

“I like to visit a number of theatre productions 
each year and go to whatever theatre 
appears to have the best proposition.”

“The arts, including theatre and RSC, are an important 
aspect of life in that they 'feed' the quality of life. That can 
be by seeing different interpretations of well known 
material or new work or work that I have not seen before.”



Family Night Out
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* This does not necessarily mean that a characteristic is dominant in that group, but 
simply that is generally held more in that segment than we see in other segments. 

Booking behaviour:
• 47% live within an hour drive time and book once (1.2) per year 13 weeks ahead
• Book mostly at the RST 92% but 45% Shakespeare and 45% family productions
• £34 avg ticket price and less likely to pay top price (12%) and slightly higher use of discount (16%)
• 13% have a membership and 12% have booked in London
• Similar likelihood of (genuine) donation (12%) or ticket top up (31%) 

Attend the theatre with children under 18 (26%) or 

grandchildren (12%) (so not all are families)

See ticket price as a the biggest barrier to attendance and view 

theatre as an infrequent treat rather than a regular part of their life

Prefer to attend comedies and well-known titles, attend 

musicals regularly and more likely to have seen Matilda

More female (66%) and (slightly) 

more likely to be from a BAME (3%) 

or C2DE (7%) background

Find out about productions through 

social media (30%), read the Daily 

Telegraph (22%) or Daily Mail (15%)



Family Night Out
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“Seeing a play at the theatre is a great opportunity to 
get the whole family together and do something 
special.”

“Theatre visits are a luxury.”
“The whole family loves seeing Shakespeare at the 
RSC. But it is very expensive to take the family.”

“I was brought up being taken to the see RSC productions. And even though as 
youngster I didn't always understand what was happening on stage I was always 
aware of the magic involved, and that it could transport me to another world.”

“We live near Stratford-upon-Avon and 
like to see Shakespeare or musical plays 
every year. we do not really like the 
tragedies as we go for entertainment.”

“We will try to attend the Christmas 
Production as a family.”

“[The theatre] brings us 
together as a family.”



What’s next?

 Launching and naming (some in the team have already been 
working with the segments)

 Tracking highlights and lowlights of using segments

 Adding in segmentation to Tessitura reports we use

 Adding in segmentation to other surveys, e.g. on productions

 Materials to help communicate more widely, e.g. videos
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Summary

35


