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2019’s National Arts Participation Survey, Creating Our Future,  
was the fourth report in a landmark research series, following editions 
in 2016, 2013 and 2009.

Introduction 

This series provides the cornerstone of the Australia Council’s evidence base  
for Australians’ engagement with and attitudes towards arts and creativity.

The survey captures engagement with the broad range of arts offerings across 
Australia, including commercial and not-for-profit; engagement with free 
accessible public art; creative participation at all levels, from the hobbyist  
to the arts professional; and the impact of digitisation on the ways we create, 
experience and engage with arts and creativity.

Over the past decade the National Arts Participation Survey has evolved in line 
with the arts landscape it examines and the ways in which the sector needs to 
understand audiences. 

To support these needs, the Australia Council and Lonergan Research have 
developed the Audience Data and Advocacy Tools: a new and interactive way  
to explore the data from the 2019 National Arts Participation Survey. 

The Audience Data and Advocacy Tools help us to understand the intersections 
between Australians’ behaviour with and attitudes towards arts and creativity. 
They have been developed to support advocacy, audience development and 
strategic planning. 

There are two components to the Audience Data and Advocacy Tools:1  

1. A statistical model that presents data from the 2019 National Arts Participation 
Survey as a set of population profiles. The Population Segmentation Model 
reflects how Australians can be grouped together based on a range of 
attitudinal and behavioural measures, including answers to key questions 
regarding their participation, motivations and barriers.

2. A set of indexes, set up for interactive exploration of data from the 2019 
National Arts Participation Survey by: 

 — Behaviour. The Behavioural Index is based on how frequently Australians 
engage with arts activities. This includes frequency of attendance at events, 
reading, listening to music and creation across art forms.

 — Attitude. The Attitudinal Index is based on how much Australians support the 
arts and believe in their value. 
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Data and Advocacy Tools Statistical Data Report. The full 2019 questionnaire can be found on the Australia Council 
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The Audience Data and Advocacy Tools can be used to further understand 
Australians’ engagement with and attitudes towards the arts, including to: 

 — identify deeper demographic insights and trends related to behaviour and 
attitudes (see table 1)

 — profile the population (see example page 12)
 — identify groups of people who want to attend more (see example page 14)
 — identify relationships between motivation to attend and actual attendance  
(see example page 16)

 — help understand why different attitudes are held (see example page 18)
 — identify relationships between behaviour and attitudes (see example page 20).

These insights can be used for advocacy, audience development and strategic 
planning, such as to: 

 — help shift behaviour and perceptions of the arts 
 — tailor communication to different audiences and increase engagement
 — inform audience development strategies, and reach new audiences
 — remove barriers and encourage attendance for those who would like to attend
 — inform policy frameworks and advocacy messaging
 — set Key Performance Indicators (KPIs) and objectives to measure and track 
performance over time.

This is the first time this method of analysis has been used with the results from 
the National Arts Participation Survey. 

Indexes established in 2019 provide useful benchmarks for behavioural and 
attitudinal levels immediately prior to the disruption of the COVID-19 pandemic 
(the views and activities that preceded our ’new normal’). The same measures 
can be used in future arts participation studies to determine changes over time. 
Objectives and KPIs can also be developed around the index scores and tracked 
over time. 

This guide accompanies the release of the Audience Data and Advocacy Tools 
to help users explore the indexes further. 

The full Creating Our Future report and the Audience Data and Advocacy Tools 
are available on the Australia Council website.

A full statistical data report on how the tools were created is available on the 
Australia Council website. 

Introduction 
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Flying Lotus 3D at MONA FOMA 2020.  
Image courtesy of The Museum of Old  
and New Art.

The Audience Data and Advocacy Tools 
consist of a Population Segmentation Model, 
a Behavioural Index and an Attitudinal Index. 

Each of these were created by combining a number 
of questions or variables from the survey. Indexing 
audience engagement and sentiment and examining 
population segments provides a valuable way to 
understand Australians’ behaviours and motivations  
for cultural engagement. 

What are the 
Audience Data and 
Advocacy Tools?
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Population Segmentation Model 
The Population Segmentation Model groups Australians into a set of profiles based on 
behaviour, attitudes and other variables related to participation in the arts. 

Segmentation is a statistical method that uses cluster analysis to arrange individuals into 
groups. The aim is to establish a set of segments where individuals within a given group 
are more similar to each other than they are to individuals in other groups.

The model uses a number of variables including answers to key questions as well as ratings 
in the Behavioural and Attitudinal Indexes.

These segments are not based on demographic variables such as age, gender, education 
and location. Rather, they are based on a person’s engagement with the arts, such as how 
often they engage, and why they engage or don’t engage with the arts. In this way, we can 
group the population according to their engagement with and attitudes towards the arts. 

This approach allows more detailed groupings than the quintiles that the indexes use. 

Using the Population Segmentation Model
There are five segments in the Population Segmentation Model:

1. Segment one shows little to no interest in engaging with the arts. This group 
is likely to have other interests. This segment holds a higher proportion of older 
men. This group represents 20% of the population.

2. Segment two engages moderately with the arts to socialise and have fun. 
They support the arts to some extent and are content with their current level 
of engagement. Fun and socialising are key drivers of engagement for this 
segment. This group represents 16% of the population.

3. Segment three engage with the arts to socialise and have fun but want to 
engage more. This is the first growth segment. Like segment two, this segment is 
moderately engaged and supportive and is driven by having fun and socialising. 
However, they express a clear desire to engage more frequently. Cost and 
difficulty in accessing events are key barriers for this segment. This group 
represents 12% of the population.

4. Segment four love the arts, engage for fun and also to achieve higher goals, 
such as improved wellbeing, but want to engage more. This is the first advocacy 
segment. This segment reflects an engaged and creative audience who are 
supportive of the arts. This segment includes those who rated highest on the 
Attitudinal Index. They participate in arts for fun, socialising, improving wellbeing 
and understanding other people and cultures. This group wants to engage more. 
It skews heavily towards women with a mix of ages. This group represents 28%  
of the population.

5. Segment five are creative arts advocates. They are engaged and supportive 
and attend more than all other segments. They are content with how often  
they attend arts events. It skews towards men and younger audiences and  
has high representation of culturally diverse and First Nations peoples.  
This group represents 25% of the population.

Figure 1 illustrates the five population segments, including their attitudes and 
behaviours, and their percentage of the population.
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Figure 1: Population Segmentation Model

How to read this table: The Population Segmentation Model holds different proportions of the 
population in each segment based on their individual answers to the National Arts Participation 
Survey. Each segment has different characteristics, creating a profile of a group of similar people 
within the Australian population. 

Lowest 
Behavioural Index

44.7

Hard to target segments

Lowest 
Attitudinal Index 

81.3

Barriers 
53% No Interest

Low motivation

Older 48% 55+ 
Skews towards men

Low CALD & 
First Nations

Retired
More regional

More low income

Younger (<34 yrs) 
Skews towards men

High CALD, 
First Nations, 

Disability
Major city 

(Sydney, Melbourne) 
More are working

Skews older
Skews towards 

women
 Low First Nations, 

CALD, Disbility

Mix of ages 
Skews towards 

women

Mix of ages 
Skews towards 

women
More regional

Less than 
½ create art 
themselves

Less than ½ create 
art themselves

Over ½ create 
art themselves

Over ⅔ create 
art themselves

Cost a key barrier 
and events too far, 
di�cult to get to

Cost a key barrier 
and events too far, 
di�cult to get to

Motivations
Fun, social 

connect

Motivations
Fun, social 

connect

Motivations
Fun, social + 
higher goals

Motivations
Fun, social + 
higher goals

Little interest 
in engaging

Happy with how 
often they attend

Happy with how 
often they attend

Want to 
engage more

Want to 
engage more

Moderate
Attitudinal Index 

95.6

Moderate
Attitudinal Index 

98.1

Highest
Attitudinal Index 

110.1

High
Attitudinal Index 

107.7

Medium
Behavioural Index

80.1

Medium 
Behavioural Index

78.1

High 
Behavioural Index

114.3

Highest 
Behavioural Index

152.1

16% 28% 25%

Engage with the 
arts to socialise 
and fun. Happy 
with how often 
they engage.

Love the arts, 
engage for 

fun/higher goals 
but want to 

engage more. 

Highly engaged 
and supportive. 

Happy and 
content with 
engagement. 

Have fun 
& content

Love the arts 
& want to 

attend more

Arts advocates, 
happy & 
content

Growth segments Advocacy segments

Little 
interest

Do not engage 
frequently and 

show little interest 
in engaging. 

20% 12%

Engage with the 
arts for fun but 
want to engage 

more. 

Have fun 
& want to 

attend more

For a detailed analysis of how the final segmentation model was created, please refer to the 
Audience Data and Advocacy Tools Statistical Data Report in on the Australia Council website.
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Indexes

Behavioural Index
The Behavioural Index measures the amount Australians engaged with arts activities.  
For example, attending the theatre, a music festival, museum or gallery; creating art,  
such as playing a musical instrument or painting; and reading or listening to music. 

The Behavioural Index was created by calculating a score based on how often  
an individual engaged with the arts. Engagement is based on the measure of active, 
passive and creative activities. 

Quintiles2 were used to split the index into five equal segments, with 20% of the  
population represented at each level. The highest quintile represents those who  
are most highly engaged with the arts, with the lowest segment representing  
those who are the least engaged.

Figure 2: Behavioural Index quintiles based on engagement with the arts

3 – medium

4 – high2 – low

1 – lowest 5 – highest

2 Please see the Terminology section for a definition of ‘Quintiles’.
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Attitudinal Index
The Attitudinal Index measures how strongly an individual valued and supported the arts, 
and their perceptions of the impact of the arts. It includes attitudes about public funding 
for the arts; the social and cultural value of the arts; and the impacts of arts and creativity 
on areas such as wellbeing, child development and our understanding of other people  
and cultures.

The creation of the Attitudinal Index followed the same process as the Behavioural Index 
and calculated a score for each individual based on key questions. 

Again, quintiles were used to split the index into five equal segments, with 20% of the 
population represented at each level. The highest quintile represents those who have  
the most positive attitude towards the arts and the lowest segment represents those  
who are the least positive.

Figure 3: Attitudinal Index quintiles based on attitudes to the arts

3 – medium

4 – high2 – low

1 – lowest 5 – highest

Using the Behavioural and Attitudinal Indexes
The Behavioural and Attitudinal Indexes can be explored through interactive dashboards. 

Using the dashboards, measures can be compared across quintiles, including types of 
engagement, motivations, barriers, responses to value statements and demographics.

Looking at the two indexes together can also show us how behaviour and attitudes  
align or vary for different demographic groups, providing a deeper understanding  
of how different groups engage with arts and culture. 

Table 1 shows the average index scores by demographic group on behaviour and attitude.
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Table 1: Index scores by demographic3 

How to read this table: The average score for both the Behavioural Index and the Attitudinal  
Index is 100. If the score is above 100, the group is above the average. Similarly, if the score  
is below 100, the group is below the average. Higher scores indicate greater behavioural 
participation or attitudes towards and perceptions of the arts, while lower scores indicate  
less participation or lower than average attitudes and perceptions.

While specific measures can be used to dig deeper into the data, the indexes provide  
a one number score representing the average behaviours and attitudes of certain groups. 

Demographic group Behavioural Attitudinal

Average  100 100

Age 15–17 134.4 103.6

18–24 136.9 103.5

25–34 132.3 103.0

35–54 98.5 99.8

55–64 68.6 97.4

65+ 66.1 96.6

Gender Men 101.9 97.3

Women 97.8 102.7

Parents Parents of children under 16 124.5 103.0

Not parents of children under 16 92.0 99.2

Education Below year 12 83.0 98.1

Year 12 95.5 98.3

TAFE/technical college 87.4 98.2

University 113.0 102.7

Post graduate 136.3 104.7

Location Major city 103.1 100.1

Regional 90.9 99.2

Remote 82.7 108.3

CALD CALD 142.7 106.8

Not CALD 87.1 97.9

First Nations First Nations 160.2 112.7

Not First Nations 94.5 99.2

Disability Indicated disability 121.7 101.9

Did not indicate disability 95.4 99.8

3 A list of key terms definitions is included on page 6 of the full Creating Our Future report.
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The index scores reinforce findings from Creating Our Future, showing that those who  
are younger, more highly educated, parents of young children, First Nations, culturally  
and linguistically diverse (CALD) or those living with disability are the most engaged,  
both behaviourally and attitudinally.4 

They also provide some deeper insights: 

 — Younger respondents (15–34 years) score higher than most other age groups for  
both behaviour and attitudes. Those aged 50 years and over tend to score lower  
on both indexes. However, while younger age groups are more likely to score higher  
on behaviour than attitude, the reverse is true for older age groups – those aged  
over 50 score higher on attitudes than behaviour. 

 — Parents of children aged under 16 years score higher on the Behavioural Index than 
those without children in this age group. While attitudinally the perceptions of both 
groups are similar, parents are slightly more positive about the arts. 

 — The higher the level of education attained the more likely it is that the individual 
will engage more and hold more positive attitudes. However, while behaviour jumps 
substantially with each level of education attained, perceptions only become slightly 
more positive. 

 — CALD respondents score more highly on both Behavioural and Attitudinal Indexes 
compared to non-CALD Australians. The difference is more pronounced for the 
Behavioural Index than the Attitudinal Index.

 — First Nations respondents also score more highly on both the Behavioural and 
Attitudinal Indexes than non-First Nations Australians. And again, differences in 
behaviour are larger than differences in attitude.

 — By location, average attitudinal index scores do not differ substantially between 
individuals in major cities and regional locations. However, individuals in remote 
locations have significantly more positive attitudes towards the arts. Behavioural  
Index scores are also similar for major city and regional locations, however remote 
locations score lower. This reinforces that individuals living in remote locations  
may not have the same opportunities to attend as their metropolitan and regional 
counterparts, despite holding the most positive attitudes of all three location groups. 

4 A list of key terms definitions is included on page 6 of the full Creating Our Future report.

MADE Ensemble, Ballet Barre class.  
Credit: Sandi Sissell.
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How can the tools  
be used?

The Audience Data and Advocacy Tools can 
be used to further understand Australians’ 
engagement with and attitudes towards  
the arts. These insights can inform advocacy, 
audience development and strategic  
planning initiatives. 

The Population Segmentation Model and Indexes  
can be used individually and in tandem to identify 
strategies to reach audiences and increase their 
engagement, as well as speak to potential audiences  
in ways that motivate them. 

Some specific examples of what the tools can do  
and how they can be used are outlined here. These 
examples are not exhaustive as there are multiple  
ways the tools can be used to explore the data.

Nhatty Man and crowd at the album 
launch for Solomon Sisay’s Sitota. 
The event had a sold-out crowd at 
Footscray Community Arts Centre  
in November 2019. 
Credit: Raphael Recht Photography.
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What we know
The Audience Data and Advocacy Tools provide insights 
and opportunities to understand the intersections 
between Australians’ behaviour and attitudes towards 
arts and creativity. This information can be used to 
identify a target audience for growth, tailor marketing and 
communications activity and increase engagement for a 
particular target group.

The Population Segmentation Model
The Population Segmentation Model’s segment four, 
which holds the largest proportion of the population 
(28%), is characterised by a high Behavioural Index 
score, and the highest Attitudinal Index score of the five 
segments. This group loves the arts, engages regularly 
and wants to attend more. Over half of this segment also 
creates art themselves. Their motivations to engage are 
for fun and social reasons, but they also want to achieve 
higher level goals such as improving wellbeing and 
understanding other people and cultures. 

Australians who fall into segment three, on the other 
hand, are engaged but driven primarily by fun and social 
factors. They also wish to engage more, but have barriers 
to participating, such as cost.

I want to identify a target audience for growth

The tools can be used to…
 …profile the population

What you could do next 

Use the Population Segmentation Model
When identifying target audiences for growth, the Population Segmentation Model 
is an asset as it allows us to see specific attributes of groups of people, including 
demographics, behaviours and attitudes towards the arts, and motivations and 
barriers to participation.

As seen in figure 1, both segment three and segment four are characterised as 
growth segments, meaning there is potential to shift these individuals to the next 
segment. The Australians in those segments have a desire to engage more with the 
arts. This information could be harnessed by understanding the attributes of these 
segments, addressing their barriers to participation and tailoring marketing and 
communications activity to increase engagement.

12 AUDIENCE DATA AND ADVOCACY TOOLS GUIDE

How can the tools be used?



Jessica Mauboy performs during the Fire Fight 
Australia bushfire relief concert at ANZ Stadium 

in Sydney, Sunday 16 February 2020.  
Credit: AAP Image/Joel Carrett.
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The tools can be used to…
 …identify groups of people who  
 want to attend more

What we know
Creating Our Future tells us that 42% of Australians aged 15 years and over would like  
to increase how often they attend creative, cultural and artistic events and/or festivals. 

The Audience Data and Advocacy Tools can tell us more about the groups who  
would like to attend more arts and cultural events. Targeting those Australians  
through marketing and engagement strategies can increase attendance. 

The Behavioural and Attitudinal Indexes 

Figure 4: Percentage of each quintile who want to attend more

Lowest Medium Highest

Behavioural Index

Want to attend more 28% 42% 48% 50% 41%

23% 37% 45% 48% 55%Want to attend more

Attitudinal Index

How to read this figure: This figure shows the proportions of each behavioural and attitudinal 
quintile who want to attend more arts and cultural events.  

The behavioural quintiles with the highest proportions of people wanting to attend more are the 
third (48%) and fourth quintiles (50%). These two groups are key segments to target in marketing 
and engagement strategies. (Only 41% of Australians who fall in the ‘highest’ behavioural quintile 
want to attend more – this makes sense as those in this group, who are the most behaviourally 
engaged, are likely happy with their attendance levels.)

On the attitudinal index, it’s the fourth (48%) and fifth (55%) quintiles with the highest proportions 
wanting to attend more.

I want to increase overall attendance
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Cast and young audience  
in Sensorium Theatre’s Whoosh!  
Perth 2019. Credit: Christophe Canato.

What you could do next 

Use the Behavioural and Attitudinal interactive dashboards
To better understand audiences and increase attendance, you could explore  
the range of attributes for the third and fourth behavioural categories and/or  
the fourth and fifth attitudinal categories, and:

 — identify their main barriers and look for ways to address them 
 — look at the demographics for those groups and target communications  
where those groups are most likely to find them 

 — look at the main motivations for those groups and tailor communications 
accordingly.

It is also possible to add a number of demographic filters to the Indexes,  
such as age, gender and state or territory to further tailor your insights.

Use the Population Segmentation Model
Segments three and four in the Population Segmentation Model (figure 1 on 
page 6) both want to attend more. Tailoring communications and audience 
development strategies, and addressing barriers for these segments, may help 
boost engagement and attendance.
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What we know
While motivations for attendance are discussed in Creating Our Future, the 
Audience Data and Advocacy Tools can help us better understand what 
motivates different groups of people to attend arts and cultural events. 

Reinforcing the findings in Creating Our Future, the tools show two clear 
factors which motivate Australians to attend: for fun, to socialise and 
connect with others, and to achieve higher level goals.5 

Analysis undertaken to develop the Audience Data and Advocacy Tools  
found similarities between the following motivations, grouping them into 
umbrella categories:

For fun, to socialise and connect
 — To have fun and be entertained
 — To socialise and connect with others 

This means that those who attend the arts to have fun and be entertained  
are also more likely to attend to socialise and connect with others. 

To achieve higher level goals
 — Skills for education, work, training
 — To express myself
 — Improve wellbeing 
 — Understand other perspectives and cultures

This means that those who attend the arts to gain skills, are also more likely 
to want to attend to express themselves, improve wellbeing and understand 
other people and cultures. Similarly, those who attend to understand other 
perspectives and cultures are more likely to attend to gain skills, express 
themselves and improve their wellbeing.

I want to build an audience development strategy

5 In order to look at more complex variables such as motivations, a Principal Component Analysis (PCA) was used 
to identify patterns in the survey dataset. For detailed information on the creation of the Indexes and Population 
Segmentation Model, refer to the Audience Data and Advocacy Tools Statistical Data Report.

The tools can be used to…
 … identify relationships between  
 motivation  to attend and actual attendance
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Through identifying the motivators of key audience groups, attendance levels 
can be strategically increased.

Figure 5: Relationship between motivations and attendance 

Motivation  
to attend

Attendance

What you could do next

Use the Behavioural and Attitudinal interactive dashboards
The importance of motivational clusters differ across index quintiles.  
Most Australians are highly motivated to attend arts events to have fun,  
to be entertained and to socialise and connect with others. However, higher level 
goals – such as to improve wellbeing – are more relevant for those who are already 
more engaged in the arts and sit at the higher end of the quintiles.

To engage further and tease out additional insights, choose the ‘Motivations & 
barriers’ tab of either the Behavioural Index or the Attitudinal Index. The interactive 
charts can be filtered by age, gender and location and can highlight more insights 
into these groups.

Use the Population Segmentation Model
Segments two and three in the Segmentation Model are motivated to engage with 
the arts to socialise and have fun. Those in segments four and five are motivated  
for these reasons, as well as to achieve higher level goals.

The insights drawn from the Population Segmentation Model can be used to develop 
innovative experiences or customised communications for targeted groups. By 
encouraging Australians to attend with the reasons that motivate them, a greater 
number of Australians may experience the proven benefits of arts and culture.
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The tools can be used to…
 …help understand why different  
 attitudes are held

I want to develop advocacy messaging about the value of the arts

What we know
By understanding exactly who is feeling a certain way, we can begin to 
unpack the reasons why and better target our advocacy messaging. 

The Behavioural and Attitudinal Indexes 
Sentiment around areas of particular policy or advocacy interest –  
such as public funding – can be examined by using the Behavioural  
and Attitudinal Index’s interactive dashboards.

Creating Our Future tells us that 63% of Australians overall agree with 
the statement: ‘the arts should receive public funding’. By breaking 
down agreement and disagreement with this statement through 
the dashboards, sentiment around public funding can be further 
understood.

As would be expected, there is more support for the arts receiving 
public funding among higher quintiles. However, it is important  
to note that there are very low levels of disagreement even at the 
lowest quintiles. This shows that a wider range of people than 
expected may believe that the arts should be supported. 

There are, though, a number of those who are ‘neutral’ towards  
this statement, suggesting that many Australians are still unclear  
about the role of public funding in the arts. There is an opportunity  
to shift perceptions here. Looking at the attributes of the lower 
quintiles – those most likely to be neutral about public funding for  
the arts – may help target information about the role of public  
funding where it is most needed.  
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What you could do next

Use the Behavioural and Attitudinal interactive dashboards
All attitudinal statements included in Creating Our Future are available to  
be viewed through interactive charts on both the Behavioural and Attitudinal  
Index dashboards. You can explore these statements by either behavioural  
quintile or attitudinal quintile. 

For example, this interactive analysis can show whether higher levels of behavioural 
engagement with the arts correlates to greater agreement with the statement  
you are interested in. For example, overall agreement with the statement: ‘Artists 
make an important contribution to Australian society’ is 73%. However, when the 
highest quintile filter is applied, agreement increases to 87%.

By understanding the group you want to talk to, advocacy messaging can be better 
targeted to your audience.

Juk Yuang and Ngor Atem, participants in 
Akolkol Dastan Gesa. Image courtesy of 

Poppy van Oorde-Grainger. Credit: Matsu.
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The tools can be used to…
 …identify relationships between  
 attitudes and behaviours

I want to shift perceptions about the arts

What we know
The Audience Data and Advocacy Tools allow us to see interactions between 
behaviours and attitudes. Understanding connections and disconnections  
between behaviours and attitudes can highlight opportunities to shift the dial. 

The Behavioural and Attitudinal Indexes 

Figure 6: Correlation between attitudes and behaviours (% of total population)
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How to read this figure: The dark grey shaded areas in figure 6 show that people with 
high behavioural index scores were likely to also have a high attitudinal index score.  
The same is true for the lowest quintiles, shown in the light grey shaded areas. 

Looking at the two indexes together, we can therefore see there is a correlation between 
attitudes and behaviours: people who have high participation with the arts tend to have 
more positive attitudes about the arts, whereas people who attend less tend to have lower 
perceptions about the arts. This relationship suggests that influencing behaviours could 
influence or impact on attitudes and vice versa. 

It also suggests a relationship between engaging with the arts and valuing the arts, 
expressed through attitudes. Therefore, understanding and leveraging core motivations  
for attending the arts could increase real levels of attendance, and that in turn could lead 
to an increased sense of value in the arts. 
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Figure 7: Relationship between motivations, experiences and attitudes

AttitudesMotivation  
to attend

Attendance

How to read this figure: Figure 7 extends the relationship between motivation 
to attend and attendance, set out in figure 5 above. It illustrates that, due to the 
correlation between behaviour and attitudes, motivating people to attend also  
has the potential to positively influence attitudes.

We can also see that while behaviour and attitudes are highly correlated, there are 
exceptions, as shown in the boxed numbers in figure 6 on page 20. This suggests  
a disconnect between attendance and attitudes for some people.

For example, 9% of the total population have high engagement (Behavioural Index 
score 4 or 5) but low attitudinal support (Attitudinal Index score 1 or 2), suggesting 
there are people who engage with the arts frequently but who do not express the 
value of these experiences in their attitudes. Young people are more likely to be  
in this group.

Despite their high levels of engagement, Creating Our Future also identifies  
younger people as a core group most likely to agree that the arts are not really  
for people like me.

Bringing these insights together can create a fuller picture of the sentiments of 
some young people towards the arts and creative experiences. For young people 
who are feeling that the arts are not for people like them, the value of the arts  
and creativity may be unclear. 

For this group, resolving the disconnect through communications or messaging 
about value may help shift attitudes to the arts generally, including statements  
such as the arts are not really for people like me.

What you could do next 

Use the Behavioural and Attitudinal interactive dashboards
Using the quintile filters to find differences in behaviour and attitudes 
amongst a chosen demographic can lead to surprising insights and 
the development of new communications strategies.

By analysing the relationships between behaviours and attitudes, we 
can better understand our audiences and start to shift perceptions 
about the arts. 
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Exploring the Audience Data  
and Advocacy Tools
Figure 8: Types of engagement page of the Behavioural Index with no filters applied 

Age group
(All)

Explore the National Arts Participation Survey 2019 data for each behavioural index (lowest to highest by clicking 
on the icons in the top left hand box. Additional filters by age, gender and state/territory are also available. 

If sample size is below n=30, please use data with caution. 
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Diversity
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To navigate the Behavioural Index and Attitudinal Indexes, click on each of the icons – 
ranging from lowest to highest – in the top left box as seen in figure 8. These explore  
how each index quintile is distributed across the demographic tiles. 

Note, figure 8 shows the first dashboard page for the Behavioural Index which is Types  
of engagement. The Attitudinal Index follows the same format. 

To unselect, select the same quintile again.

Guide to Quintiles: 

Lowest = Quintile 1

Low = Quintile 2

Medium = Quintile 3

High = Quintile 4

Highest = Quintile 5
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Figure 9: Types of engagement dashboard of the Behavioural Index with ‘High’ index  
filter applied 

Age group
(All)

Explore the National Arts Participation Survey 2019 data for each behavioural index (lowest to highest by clicking 
on the icons in the top left hand box. Additional filters by age, gender and state/territory are also available. 

If sample size is below n=30, please use data with caution. 
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Figure 9 shows the filtering of the Types of engagement dashboard by a quintile.  
In this case the ‘High’ index filter has been selected. 

We can see that attendance and participation across art form increases across  
the board when this filter is selected. 

Additional filters are provided at top of each page. User can filter by Motivations  
& barriers, Value of the arts, Diversity and Types of engagement by age, gender  
and location. 

Figure 10: Additional demographic filters 
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State/Territory
(All)
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We can see attitudes, impacts and giving to the arts for women in Queensland who  
fall into the highest behavioural quintile by using the additional demographic filters  
on the Value of the arts page, as seen in figure 11.

Figure 11: Value of the arts page with quintile, gender and state/territory filters applied

Age group
(All)

Explore the National Arts Participation Survey 2019 data for each behavioural index (lowest to highest by clicking 
on the icons in the top left hand box. Additional filters by age, gender and state/territory are also available. 

If sample size is below n=30, please use data with caution. 
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Terminology
Dashboard
A dashboard is a moving and interactive on-screen graphical summary of information. 

Within each Index of the Audience Data and Advocacy Tools there are tabs that  
hold certain categories of information. Each tabs shows various relevant charts. 

For example, the Attitudinal Index has five dashboards: Types of engagement, 
Motivations & barriers, Value of the arts, Diversity, Demographics. Each of these 
dashboards illustrate various charts based on their topic. 

Segment
A segment is a grouping of people who are similar in characteristics of interest. 
Population segments may be different in size and there is no limit to the number  
of segments there can be in a population or market. 

Quintile
A quintile is one of five equal, or roughly equal, segments of a population, divided 
based on a selected variable. 20% of a population is a quintile. 

Due to rounding, the medium quintile displays as 21% in the Attitudinal Index dashboard. 

Children presenting Rumba Radio,  
First On The Ladder.  
Credit: Simone Ruggiero,  
Polyglot Theatre, 2019.
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