BuhrtroN RINGE,

Finding Your Audi
at Brighton Fringe




Sarah

Artist Services

Welcome to she/her
H H '

Brighton Fringe!

Maddie

Artist Services
3 May - 2 June 2024 & Marketing

[they/them)]
Brighton Fringe was established in the seaside town
of Brighton in the South East of England in 1967. I

| SpringFest £ .

Brighton Fringe runs for four weeks from the first 0 g s o Rhiannon
Friday in May to the first Sunday in June, while three Artist Services
other significant festivals also take place in the city in & Marketing
May: Brighton Festival, Artist Open Houses and The [she/her]

Great Escape festival.
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How to Find
an Audience




Things to Consider...

Age: How old do you think the people who would enjoy your
event are?

Gender: Do you think men, women or both might enjoy
your event? Do you think your event may appeal to non-
binary people? What are the themes?

Occupation: Does your event appeal to people with a
certain job?

Marital status: Does your event appeal to themes around
marital status?

Income level: Can you price your tickets at a level that
works for you AND your audience?




Things to Consider...

Geographic location: Your event is more likely to appeal to
those within a certain georgraphic area of your venue? Or is
it Likely to appeal to certain locations?

Ethnic background: Does your event appeal to those of a
certain background? Does it discuss themes of your identiy?

Religious beliefs: Does your event appeal to people with
certain religious beliefs?

Hobbies: Does your event appeal to those with a certain
hobby?

Technological knowledge: Does your event require some
technical knowledge or understanding? Or a certain skill?
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Shaping Your
Plan




1. Think about your past audience

If you have previously performed this event, what
information do you have about your audience?

Were they a similar age? Were they families? Did they share
something in common with you?

Better yet, if you are performing before Brighton Fringe
2024 why not leave a short survey on your audience’s chairs
and ask who they are and what they do?

Ask them to fill in a form anonymously and see what you
discover.

Ask them who they thing the event might appeal to.

TOP TIP: Always ask where they heard about your event!



2. Think about your competition

Have you seen a similar event being advertised in your local area?
Why not go along and chat with other audience members and find
out why they came along and how they heard about the event?

Network with other Brighton Fringe performers who share your
audience or venue (or both!) and see how you can support one
another.

e Mailer shoutouts

e Exit Flyering

e Ticket Offers

|s there someone who shares your audience you admire?
e How do they promote on social media (and which platforms)?
o What kind of content are they using (blogs, images, video, or
audio)?
e What kind of comments and engagement are they receiving?




3. Make a Plan

Now you know who your audience is, where are you going to find
them?

Do you have knowledge and understanding of Brighton?

Research organisations that may be able to support you who share
the same values as your event.

Research the geographical area your attendees may live in e.qg.
Hanover is a popular family area, Lewes Road is popular with
students and young professionals.

Generate word of mouth! Opt-in for Friends of Fringe on opening
night, ask your audience to spread the word, ask friends to invite
friends and family.
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Choosing Your
Venue




Things to Consider

e What other programming does this venue host?
e |sitin arelevant geographical location?
e Does your audience frequent this venue?

e |s there an area you can advertise your event? Via
posters and flyers or by chatting to patrons?

e What support does your venue offer?

e Do they offer mixed bill/Pick of the Fringe style events i el E ] %
you can join in with? || ST Ty G B

e |s there a network of artists performing at this venue
you can tap into?
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2023 Audience
Summary




Brighton Fringe 2023

880 events took place across the city

at 126 venues.

162,000

Estimated audiences were
490,000 and a total of 162k
tickets were sold during
the festival.

£691K ticket value was
processed through the
Brighton Fringe box office.

£9.38

Our average ticket price in
2023 was £9.38 a ticket.

This was 5p cheaper than
2022.

Our audiences buy an
average of three tickets
per person.

57.13%

57.13% of our audience
identified as female.

33.62% identified as male.

3.28% identified as non-
binary or genderqueer.

Around 70% of our
audience is from the local
area.

24.66%

24.66% of our audiences
are aged 55 - 64.

21.77% are aged 45 - 54.
19.75% are aged 35 - 44.
14.64% are aged 25 - 44.
14.45% are aged 65+

2.8% are aged 16 - 24.

369

Our largest genre was comedy
with 369 events.

Theatre events 163.

Music & Nightlife 85.
Cabaret & Variety 73.
Children & Youth 48.

Circus, Dance & Physical
Theatre 30.

Workshops 27.

Literature & Spoken Word 24.
Exhibitions 22.

Tours 20.

Events & Films 19.



BRIGHTONFRINGE QUR AUDIENCES

2023 BY CATEGO RY All statistics, unless otherwise noted, are derived from our 2022 Audience

Survey, conducted online.

CABARET & VARIETY 73 events WHO ARE THEY?

CHILDREN & YOUTH 48 events N 5 Age
85-64
COMEDY 369 events 57.13% Female . o
CIRCUS, DANCE & PHYSICAL zj";‘:
TH EATRE 30 events 3.28% Mon-binary / Gendergueer 20-24 rl.?E'}E
EVENTS & FILM 19 events weelde™ IR 1619 [0.87% D

Eawrd on Ikl burprie Ot osda

EXHIBITIONS 22 events HOW DO THEY BEHAVE?

: 5 : 80.26% of visitors spent 1-3
LITERATURE & ; E ] l: } { days in.the city

SPOKEN WORD 24 events .
Average of 3 shows per audience member
MUSIC & NIGHTLIFE 85 events — &l l&
HEBE _—
THEATRE 163 events EEE '@‘ 11.33% of visitors spent 4-7
days in the city

30.09% of our
TOURS 20 events ~udience who 34.43% of our
stayed in EEEdII]m:E spent over
WORKSHOPS 27 events Brighton paid for " B0t B ravel

accommodation



9.83% AUDIENCE SIZE

OF OUR AUDIENCES CONSIDER

THEMSELVES TO HAVE A DISABILITY Brighton Fringe 2023 managed to reach
nearly half a million people across the

+ 3 % festival.

AN INCREASE SINCE 2022 OF

OUR AUDIENCES CONSIDERING
THEMSELVES TO HAVE A DISABILITY

8.5%

OF OUR AUDIENCES ARE NON-WHITE

1 /o *This includes tickets purchased throwgh the Brighton Fringe Box Office, venue Box

Offices, free events and outdoor venue attendances.

AN INCREASE OF 1% SINCE 2022
RAISED IN THE LOCAL

ECONOMY



This heat map demostrates where in the UK our ticket
buyers reside by percentage of total ticket sales.

UR AUDIENCES

UNITED KINGDOM

Of 23,475 ticket buyers 84.97% provided a UK postcode
when purchasing tickets.
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BRI G HTO N & H OVE This heat map demostrates where in the Brighton & Hove areas our ticket buyers
reside by percentage of Brighton & Hove ticket sales.
Of 23,475 ticket buyers 97.11% live in the Brighton postcodes.

Wards Total  Percentage
Hangwer & Elm Growe 1356 W%

Brighton Fringe Audience Data for Brighton & Hove

Prestan Park T ™

o — -

136 1356 West Hil & North Laine 888 7%
Hollingdean & Fiveways 880 ™%

Kempl o BT B%

Regarcy 3 6%

Round Hdl ] 5%

Brunswick & Adelaide 02 EW
Central Hove Gae 5%
Qussn's Park BE2 b¥%
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—_— 524 4%
Westcena & Hove Park 58 AW

MDLESC 0D &

44
Bevendean N

Palcham & Haolingbury 438 I

Wish 412 3%
::tht;liem & West 10 7%
Hangheton & Kroll 294 ¥
Whitehawk & Marina %
Soulh Portslade m 2%
Woadngdean e %
Coldean & Stanmer 200 1
MNaorth Porislace 136 T

Grand Tetal 13408 1
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Conclusion



Conclusion

Step 1
Find out as much information about your current and target
audiences as you can.

Step 2
Choose an appropriate venue

Step 3
Make a plan! Where are you going to find these audiences?
What are you going to use to contact them?

Step 4
Put on a great event! Tell people to spread the word!
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Resources





https://www.linkedin.com/advice/0/how-do-you-find-your-ideal-audience-show

