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Methodology

Private Investment in Culture Survey

Out of a population survey of 5,500, we received close
to 1,000 responses, representing organisations of all
artforms and from all the regions and nations of the
UK, meaning there was a 17% response rate. This
figure was slightly lower than last year, when we had a
23% response rate, which is indicative of the difficulty
many arts organisations face in completing the survey,
mainly due to the lack of time and resources.

Our respondents provided us with exact figures of
the private investment received by their organisation
for the financial year 2007/08, which was then
extrapolated to cover all organisations in our original
population base for which we had sufficient
information (around 5,000 organisations).

The extrapolation method is based on a projected
investment band that each organisation is placed
within (there are 8 bands ranging from null to over £20
million). This in turn is based on the amount of private
investment each organisation is expected to receive,
which is informed by one of four methods:

1 Asking the organisations directly which band
they belong in;

2 The amount of private investment they received
last year;

3 Local knowledge of the organisation (we have
regional offices throughout the UK, who maintain
good contacts with the organisations in their
regions and can therefore provide this);

4 Desk-based research.

The extrapolation process for organisations which
have not responded is then completed by developing
a matrix on SPSS whereby their region, artform and
band are used to calculate an extrapolated figure
based on the actual responses.

Private investment, from our actual responses,
accounted for 78.5% of the total extrapolated figure,
which included most organisations within the top 3
bands and therefore makes the extrapolation method
very reliable.

NB. There were several organisations we surveyed throughout the UK, explaining

that they were either no longer in operation, had temporarily ceased trading or were
completely under-resourced and therefore had no time to complete the survey. As none of
these organisations had received any private investment, this does not skew our figures;
however, it does seem to be a sign of difficult times ahead. Many also added that it was a
particularly difficult year for securing both public funding and private investment.

Recession research

Round 1 (Aug 08): More than 1,600 businesses were
surveyed, with questions about their sponsorship
priorities, how they have changed in the past year
and how they are likely to change in the future, in
particular in regards to and as a consequence of
the credit crunch. Respondents had four weeks to
participate during August 2008. We had a near 10%
response rate.

Round 2 (Nov 08): A slightly different survey was

sent to the same number of people as the original,
with three and a half weeks to respond, prioritising
participation from those who responded to the first
round. Of these, we got a 43% response rate, with
respondents spread almost evenly across most regions
and business sectors.

Business sector respondents

Business services

Creative industries

Finance

o
Legal

Manufacturing

[
Other

Property
o

Retail

Utilities

Regional representation

London

o
Midlands
o

North West
o
Northern Ireland
o

Other

o
Scotland
o

South East

o
South West

All figures are in
percentages



Chapter 7

State of the market and cultural sector

The latter chapters of the report explore and
consider the context in which the cultural sector
operates in, from the economic value of culture
through to the nature of attendance to cultural
venues and events. These chapters contextualise
the findings from the primary research of the Private
Investment in Culture Survey.

All of the data provided in these later chapters comes
from existing sources such as the Arts Councils
(England, Scotland, Wales and Northern Ireland), the
Department for Culture Media and Sport (DCMS),
the Regional Development Agencies and many other
public and private sector organisations.

Given the methodology used it is important that
readers of this report remember the following:

e The most recent data available has been used,
which tends to be 2006/07, however, this is not
always the case which makes comparisons across
datasets sometimes difficult. The year which the
data corresponds to is always quoted and
comparisons have only been made across
genuinely comparable datasets.

e Some sections of the analysis are covered in more
detail than others, especially in relation to the value
of the creative industries and participation and
attitudes towards culture by nation and region. The
approach of collating existing data identifies the
gaps in current knowledge and research. Where
evidence is relatively limited we would recommend,
as a matter of priority, that research be undertaken
in order to improve everyone’s understanding and
knowledge of the marketplace and provide a
stronger case-for-investment in the nation’s and/or
region’s cultural sector.
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A note on the data

Given the huge variety of datasets complied and
referenced in this report it is worth just highlighting
the methodological approach of some of them:

e The Taking Part Survey for England has been
conducted by the DCMS and non-departmental
bodies (including English Heritage, Arts Council
England, Museum Libraries and Archives Council
and Sport England) since 2005 to explore the issue
of engagement and non-engagement in cultural,
leisure and sporting activities. Two year’s worth of
data is now available (2005/06 and 2006/07) along
with the first six months of the third year’s survey
(2007/8). Using a combination of survey work and
interviews, it is the most authoritative information
on attendance and participation in England.

e Scotland has its own Taking Part Survey for 2008
which comprised over 2,000 face-to-face in-home
interviews which presented a representative
geo-demographic sample of Scotland’s population.
There were also ‘booster’ interviews with
under-represented groups and regional attendees in
order to improve the accuracy of the research.

e Arts and Culture in Northern Ireland by the Arts
Council for Northern Ireland uses a combination of
interviews and survey data to analyse attendance
in cultural sector. The data is very robust with a
confidence level (margin of error) of +/- 3%.

o Arts Council Wales 2007 Omnibus Survey (Beaufort
Research) is a regular piece of research conducted
into attendance and attitudes using Computer
Aided Personal Interviews (CAPI). The sample is
carefully selected to reflect the demographic profile
of the Welsh population.

e Audiences London, the audience development
agency for the capital, consolidated some of their
existing research especially for this report. Using
their snapshot data, which is an analysis of box
office data from 40 performance venues then
cross-referenced and mapped on to the MOSAIC
geo-demographic model to reflect the audience
trends of London as a whole.



Private Investment in Culture 2007/08

D efiniti Ol‘l S The Private Investment in Culture Survey asked the
arts organisations to classify their artform. Therefore,
‘ . . _ the definition of culture used throughout the report
Private investment refers to any income received from  reflects those categories used, which were crafts,

private sources including businesses, individualsand  heritage, museums, theatres, drama, dance, libraries,
trusts and foundations. This excludes earned income  aychives, music, visual arts / gallery, film, video,

Business investment includes:

Cash sponsorship: the payment to an arts
organisation by a business in exchange for agreed
benefits such as promotion of the business name,
its products or services. Sponsorship is part of a
business’ general promotional expenditure and as
such cannot be considered as a pure donation,
though it can encompass a sense of corporate
social responsibility;

In-kind sponsorship: the equivalent cash price of
equipment, materials, services or advice in lieu of
payment made by a business;

Corporate membership: payment of an annual
subscription by a business in exchange for a set of
standard benefits such as a number of
complimentary tickets, the use of hospitality
facilities and discount on programme advertising;

Corporate donation: the payment of money by a
business to an organisation with no expectation of
any return, commercial or otherwise — includes
support from company trusts and foundations.

Individual giving includes but is not limited to:

Legacies: a charitable bequest of money or material
as stated in an individual’s last will and testament;

Friends’ scheme: the payment of an annual
subscription by an individual, often entitling that
individual to certain benefits such as priority
booking, advance information etc.

Trusts and foundations are:

A non-corporate grant-making body established
by an organisation or individual to fulfil a
charitable remit.

and public funding. literature, poetry, opera, arts centre, arts services,

combined, community arts and festivals.
The definition of some of these artforms are:

e Crafts: the application of skilled hand-made
practice, including calligraphy, glass, pottery,
ceramics, jewellery, ironwork, wood carving,
textiles, fabric arts and musical instruments;

e Heritage: the historic built environment, including
conservation areas, cathedrals, and churches,
archaeology, historic buildings and ancient
monuments;

e Community arts: organisations whose main
activity focuses on community, educational youth
or learning-disabled projects etc. through a variety
of artforms;

e Arts services: organisations, companies or
consultancies offering arts marketing, PR,
administration or other supporting activities. Also
bodies that represent and/or act on behalf of a
number of arts organisations or individuals artists,
possibly representing a variety of art forms (e.g.
umbrella bodies);

e Other combined arts: any other type of organisation
engaging in a variety of artforms; includes local
authorities and academic institutions.

However, the exact definition of culture is still an
issue for debate in the sector. This is evidenced by
the fact that each secondary information source uses
a slightly different definition themselves. Work is
being conducted by the DCMS, the Office of National
Statistics (ONS) and partners to establish a single
definition to enable comparisons to be made and a
clearer picture of the sector to be established.

For the sake of clarity in this report the term culture
(or arts) covers the artforms examined in PICS. Where
a specific artform is interrogated in detail, this has
been clearly labelled.
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The term creative industries has a slightly wider
definition and scope because it includes the broader
supply chain contributing to the cultural sector as well
as industries like design, architecture and advertising.
The exact activities included tend to be:

e Arts: visual, performing and heritage;

e Cultural Industries: film, video, radio, TV,
broadcasting, video games, publishing and music;

* Creative Sectors: design, architecture and
advertising.

Another term which appears in the report is
recreation and culture. Often the national statistics
incorporate culture with recreation and sporting
activities in order to evaluate and establish the value
and turnover of this combined sector of the economy:.
The exact definition of recreation and culture is
defined at appropriate points but broadly speaking

it refers to sports, gambling, theatre, cinema, AV,
computer games, photography, music, tickets etc.
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Sources

Some of the sources of information are specific
papers or research studies while others are
organisations and bodies which have assisted in
the production of this report.

e ABC Media (reports on media performance and is
owned by the media industry)

e Annual Business Inquiry, Office of National
Statistics, 2008

o Arts Audiences: insights, Arts Council England,
based on 2005/06 data

e Arts and Culture in Northern Ireland, Arts Council of
Northern Ireland, 2007

o Arts and Culture in Northern Ireland: Findings from
the General Population Survey, Arts Council of
Northern Ireland, 2007

o Arts in Wales: Attendance, Participation and
Attitudes Report of Survey Findings, Arts Council
Wales, 2005

e Attendance to Museum & Galleries, Libraries and
Archives 2006/07, Museums, Libraries and Archives
Council

e Attendance and Participation in Visual Arts & Crafts /
Dance / Reading, Writing & Literary Events / Music
Events / Theatre, Street Arts & Circus in England —
Findings from the Taking Part Survey — Briefing No 9,
Department for Culture, Media and Sport, 2005/6

e Barbara Follett, Minister for Culture, Creative
Industries and Tourism, DCMS. A&B conference:
Arts Fundraising in a Recession, 27th January 2009

e Broadcasters Audience Research Board (BARB)

e Creative Britain: New Talents for the New Economy,
Department for Culture, Media and Sport

e Creative Future: A Culture Strategy for Wales, Welsh
Assembly Government, 2002

e Creative Industries Economic Estimates Statistical
Bulletin, Department for Culture, Media and Sport,
October 2007

e Creative Industries Economic Estimates Statistical
Bulletin, Department for Culture, Media and Sport,
January 2009

Creative Industries in the Regions: An Analysis of
data from the Inter Department Business Register,
Regional Statisticians in the East Midlands, 2007

Department for Culture, Media and Sport: Annual
Report, 2008

Department of Culture, Arts and Leisure: Priorities
and Budget, 2005-2008

Economy of Culture in Europe, KEA European Affair,
Turun Kauppakoreakoulu Turku School of
Economics and MKW Wirtschaftsforschung for the
European Commission, Directorate-General
Education and Culture, 2006. www.ec.europa.eu

From indifference to enthusiasm: patterns of arts
attendance in England, - Executive Summary, Arts
Council England, April 2008

International Event Group (IEG) Inc.
www.sponsorship.com

International Passenger Survey, Office of National
Statistics, 2007

John Holden, Democratic Culture, 2008

Managing in a Downturn: November 2008 survey
results, analysis and key messages,
PriceWaterhouseCoopers (PWC), 2008

Newspaper Marketing Agency. www.nmauk.co.uk

OECD Factbook 2008: Economic, Environmental and
Social Statistics, OECD, 2008.
www.puck.sourceoecd.org

NCVO, CAFE, ‘UK Giving 2008- An overview of
charitable giving in the UK in 2007/2008’

Office for National Statistics — www.statistics.gov.uk

Omnibus Survey (Beaufort Research), Arts Council
Wales, 2007

Public Services Broadcasting: Annual Report 2008,
Ofcom Office of Communications, published 10th
April 2008

Radio Joint Audience Research (RAJAR) Ltd
Taking Part: England’s Survey of Culture, Leisure and
Sport, Department for Culture, Media and Sport,
2006/7

Taking Part in Scotland 2008, Scottish Arts Council
(TNS Travel and Tourism), December 2008
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Taking Part: The National Survey of Culture, Leisure
and Sport — Progress Report on PSA3: Provision
estimates form the first six months of year three,
Department for Culture, Media and Sport,

June 2008

Target Analytics, ‘Q1 2008 Index of National
Fundraising Performance; Non-profit giving slows in
first quarter’

The Argus, Deals in place for this year’s Brighton
Festival Fringe’, 14th January 2009

The Art Newspaper, ‘The new reality—the state of
the art market in 2009 is not easy to predict’ 19th
January, 2009

The Daily Mail, ‘Another £9.3 billion down the drain?
Ministers knew 2012 Olympics will bring little benefit
to Britain’, 3rd December 2008

The Daily Telegraph, ‘Recession will ‘set British
economy back 5 years’, 26th December 2008

The Economist, ‘The Incredible Shrinking Saleroom’,
24th December 2008

The Guardian, ‘Recession shrinks art exhibitions’,
31st December 2008

The New York Times, ‘After a Capitalist W.P.A. what
next?’ 19th December, 2008

The Sunday Telegraph, ‘Gordon Brown to create
100,000 jobs under ‘anti-recession’ plans’, 4th
January 2009

The Times, ‘Sport and the Arts Look East and
Online’, 9th December 2008

The Times, ‘Worried Subaru joins the exodus’, 17th
December 2008

The Times, ‘Corporate exit shows sport’s true worth’,
19th December 2008

The Work Foundation, ‘The Creative Industries and
the Recession’, 15th January 2009

Scotland’s People: results from the 2007 Scottish
Household Survey, Scottish Government and
National Statistics, 2007

Snapshot London 2005/06, Audiences London,
November 2008
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e www.anolivebranch.co.uk

e www.charitytimes.com

e  www.fundraising.co.uk

* www.intelligentgiving.com

e www.philanthropyuk.org

e  www.scotland.gov.uk

e  www.wales.gov.uk

With special thanks to the following art organisations
and businesses for granting permission of the case
studies and images:

e Bonhams

¢ Compton Verney

e Fashion in Film Festival

e (GlaxoSmithKline

e Jura Malt Whisky

¢ Morgan Motor Company

e National Theatre

e CQasis

e QinetiQ

e Travelex

e Salisbury International Arts Festival
e The Scottish Book Trust

e Sheffield’s Children Festival

¢ Slough Museum

e Taylor Woodrow

e Ulster Bank

¢ Belfast Festival at Queen’s
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Arts & Business would like to express our
gratitude to the individuals who responded to
both our surveys, without whose contribution
this report would not be possible.

Tina Mermiri
Researcher and Evaluator

Tina is responsible for conducting, analysing and
disseminating in-house research at Arts & Business,
looking at various ongoing and upcoming trends

of private investment in the cultural sector. She is

also in charge of coordinating evaluations of culture
and commercial partnerships. Her primary interests
include cultural branding and cultural activism as
well as cultural consumption, cultural identity and the
value of the arts to society and the economy:.

Prior to joining Arts & Business, Tina worked as a
Researcher and Market Analyst at e-Media Institute,
after having completed a Research Internship

at Demos, working on projects around culture and
urban regeneration.

Tina holds an MSc from the London School of
Economics in Culture and Society (with social
psychology), in addition to a Bachelor’s degree
in Sociology.

We would also like to thank Alan Joy, for his
invaluable ongoing support with analysing and
interpreting the data from our Private Investment in
Culture Survey. Last but not least, we would like to
extend our thanks to Ifiok Otung for his research on
sports sponsorship.

Joanne South
Research Manager

As Research Manager, Joanne is responsible for

the project management of a number of in-house
and externally commissioned research projects.
One of her key roles is the dissemination of research
for its practical use by both cultural organisations
and businesses. She has a particular interest and
experience in issues around cultural consumption,
digital technology in culture and the value of
culture to the economy including regeneration and
cultural tourism.

Before joining Arts & Business, Joanne worked as

a management consultant to cultural and heritage
destinations around the UK and overseas including
Singapore and Kazakhstan. She advised on issues
including market research, concept development,
audience development, business planning, strategy
development and supported on a number of
successful funding applications, for both public and
private sector clients.

Joanne has a BA Honours in English and History from
the University of Southampton.



