
1Source: Population Projections 2006-2021, Neighbourhood Statistics (NISRA) Website: www.ninis.nisra.gov.uk,  
Crown copyright material is reproduced with the permission of the Controller of HMSO.
2Source: Population Projections 2006-2021, Neighbourhood Statistics (NISRA) Website: www.ninis.nisra.gov.uk,  
Crown copyright material is reproduced with the permission of the Controller of HMSO  

3Source: 2011 Annual Survey of Hours and Earnings, Office Of National Statistics, www.statistics.gov.uk, © Crown 
Copyright 2011. Published with the permission of the Office of Public Sector Information (OPSI)
4Source: Source: Labour Market Survey (Jun - Aug 2011), Department of Enterprise, Trade and Investment website:  
www.statistics.detini.gov.uk, Crown copyright material is reproduced with the permission of the Controller of HMSO

5 Source: Table A33, Family Spending Report 2010, Office Of National Statistics, www. statistics.gov.uk, © Crown 
Copyright 2011. Published with the permission of the Office of Public Sector Information (OPSI)
6 Source: KS04 Marital Status, 2001 Census, Neighbourhood Statistics (NISRA) Website: www.ninis.nisra.gov.uk,  
Crown copyright material is reproduced with the permission of theController of HMSO

7Source: “An A-Z of Commonly Used Terms and Protocols relating to Box Office and Audience Data”, Stephen Cashman/
Audience Data UK, www.audiencesuk.org.
8Source: “Research Into The Actual And Perceived Barriers To Publicly Funded Arts In Northern Ireland”, Arts Council Of 
Northern Ireland, 2005, www.artscouncil-ni.org.

9 Source: Audience Review 2011, Audiences NI, www.audiencesni.com 
10Source: “Consumer insights – direct mail and the leisure and entertainment sector”, Mail Media Centre, www.mmc.co.uk
11Source: “Direct mail receipt and response – day of week analysis”, Mail Media Centre,www.mmc.co.uk
 12Source: “Communications Market Report: Northern Ireland 2011”, Ofcom, www.ofcom.org.uk

13Source: Total Average Net Circulation / Distribution Per Issue (3 Jan 2011 - 3 Jul 2011), ABC, www.abc.org.uk 
14Source: “E-marketing Benchmark 2011”, Audiences NI, www.audiencesni.com 
15Source:  Downtown Radio, Cool FM, CityBeat, U105, Five FM, Six FM, Seven FM, Q97.2, Q102.9 and Q101.2; as listed  
in “Communications Market Report: Northern Ireland 2011”, Ofcom, www.ofcom.org.uk

What is a catchment area? It’s a “geographic area around an arts 
facility which is the source of the largest and most important 

proportion of actual users and attenders.”8

The core catchment for an organisation is based on where 80% of customer records come from, which 
normally equates to a 30 minute drivetime around the performance venue although larger venues will 
have catchments closer to 40-45 minutes while smaller venues will be closer to 20-25 minutes.
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A typical Belfast catchment area:  
A standard 30 minute off-peak drive time from Belfast city 
centre extends as far as Larne, Antrim, Crumlin, Dromore, 
Ballynahinch, Newtownards and Groomsport.
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A typical Derry/Londonderry catchment area: 
A standard 30 minute off-peak drive time from Derry/Londonderry 
city centre extends as far as Limavady, Dungiven and Douglas 
Bridge and across the border into the Republic of Ireland.

IF ALL OF THE HOUSEHOLD BOOKERS FOR THE ARTS IN 2010 
WERE SEATED IN ONE BIG AUDITORIUM, 55% OF THE SEATS 
WOULD BE FILLED WITH BOOKERS RETAINED FROM 2008 
AND/OR 2009.

OF BOOKERS EACH 
YEAR ONLY ATTEND 

ONE SHOW PER YEAR.

66%

Around 10% of people in Northern Ireland use newspapers as their main 
source of local news.12  The Belfast Telegraph has the highest circulation  
per issue in Northern Ireland.

If you’re interested in finding out the circulation for your local paper, visit www.abc.org.uk

Publication Circulation Per Issue13 

Belfast Telegraph 59,139 copies

Belfast News 42,673 copies

Irish News 43,647 copies

News Letter 23,492 copies

Derry Journal (Fri) 16,997 copies

Derry Journal (Tue) 14,987 copies

Derry News (Mon) 5,964 copies

Derry News (Thu) 5,770 copies

Londonderry Sentinel 4,134 copies

Typical Campaign Response Rates
Audiences NI  

(2011) 15 

Average Open Rate 27%

Average Click Through Rate 3%
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BALLYMONEY
(32,005 PEOPLE)

COLERAINE
(55,745 PEOPLE)

LIMAVADY
(34,757 PEOPLE)

DERRY
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(54,409 PEOPLE)
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LISBURN
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NEWTOWNABBEY  
(81,696 PEOPLE)
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(41,631 PEOPLE) 
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ARDS
(80,434 PEOPLE) 

CRAIGAVON
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MOYLE
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ESTIMATED POPULATION BY LOCAL GOVERNEMENT DISTRICT2 (2012)

A POPULATION OVERVIEW

CUSTOMER BEHAVIOUR
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Northern Ireland ranks 4th out 
of the 12 UK regions for average 
weekly household spend overall 

between 2008 and 2010.5 

Northern Ireland ranks 7th out of 
the 12 UK regions for average weekly 
household spend on recreation and 
culture between 2008 and 2010.5 

THE AVERAGE WEEKLY WAGE OF A FULL TIME EMPLOYEE IN  

NORTHERN IRELAND IS  £451                        THIS IS THE LOWEST  

OF THE 12 UK REGIONS AND 10% BELOW THE NATIONAL MEDIAN.3

OF THE ADULT POPULATION (16 TO 64) OVERALL  

ARE ESTIMATED TO BE IN EMPLOYMENT.4  67%

ECONOMY & SPENDING MARITAL STATUS7 

50% OF TICKETS PURCHASED 
IN 2010 WERE SOLD MORE 
THAN 4 WEEKS IN ADVANCE 
OF THE EVENT.

ON AVERAGE, ARTS ORGANISATIONS SHARE 
40% OF THEIR OWN BOOKERS WITH OTHER 

ARTS ORGANISATIONS.

Direct mail remains one of the most popular methods for 
an arts organisation to communicate with their audiences. 
Royal Mail figures indicate that 55% of theatre goers and 
54% of art gallery visitors are responsive to direct mail.10 

However, the benchmark for average response rates to a 
direct mail campaign in the UK across a 10 year period was 
5%.11 

46% of people read general advertising mail thoroughly or 
glance at it out of interest, but only 6% take action/plan to 
take action while 19% set it aside for future reference.9

Social Networking allows organisations to have an ongoing dialogue 
with their customers and helps generate word of mouth. 47% of 
adults (aged 16+) in Northern Ireland use a social networking site. 

Facebook remains the dominant force in social networking in the 
UK. 91% of time spent on social networks in the UK is on Facebook, 
with six times as many visits to Facebook in April 2011 as its nearest 
rival, Twitter. 

92% of adults (aged  16+) in Northern Ireland own a mobile phone, 
and 23% of mobile phone owners in Northern Ireland currently 
have a smartphone. Those aged 16-34 (37%) and/or in the ABC1 
socio-economic group (29%) are most likely to have smartphones.

29% of consumers in Northern now say that somebody in their 
home uses their mobile phone to access data services (including 
internet, emails and web-enabled apps), but using phones to email 
(16%) or visit social networking sites (15%) is lower in Northern 
Ireland than in the UK generally by 7%.

On average, people in Northern Ireland watch the TV for 4.2 
hours per day, and 57% of adults indicated that TV is their 
main source of local news.

The five main public service broadcasters (BBC1, BBC2, ITV1, 
C4 and Five) have a combined daily audience share of 53% 
in Northern Ireland, which represents a 13% loss in audience 
share since 2005 as non-terrestrial channels and online 
viewing increase in popularity. In that same time period, BBC 
NI’s and UTV’s spend on local programming has declined by 
43%, the highest proportionate decrease of any UK region. 

92% of the adult population of Northern Ireland listen to the 
radio each week, for an average of 22 hours per week. 22% of 
adults indicated that radio is their main source of local news.

Just over a third of adults (37%)  
listened to BBC Ulster/ Foyle in an average week.

CHANNEL	 	 	 %  OF LISTENING HOURS

BBC NETWORK RADIO		  27%

BBC RADIO ULSTER/FOYLE		  22%

LOCAL COMMERCIAL STATIONS17	 34%

NATIONAL COMMERCIAL STATIONS	 8%

OTHER (ROI STATIONS,		  9%  
COMMUNITY STATIONS ETC)

Email marketing is a cost-effective way of driving traffic to  
your website, sharing online media and growing online sales.

If you’re interested in getting started with e-marketing, Audiences 
NI’s membership packages, beginning at the no cost Entry level, 
all include an individual branded e-marketing account allowing 
you to send out up to 10,000 emails a month at no extra cost.

Every residence and businesss in Northern Ireland can access 
high speed broadband and 75% of households in Northern 
have a broadband connection (up 5% on last year).

In Northern Ireland, the average person spends 12 hours 
online per week: 

70% of Northern Irish households in 2011 used the internet to 
purchase goods and services online. 

AT LEAST 17% OF HOUSEHOLDS  
IN NORTHERN IRELAND BOOKED 
TICKETS FOR THE ARTS IN 2010.

AT LEAST 31% OF HOUSEHOLDS 
IN NORTHERN IRELAND BOOKED 
TICKETS FOR ARTS EVENTS BETWEEN 
2008 AND 2010. 

HOUSEHOLDS BOOKING 
FOR MORE THAN 1 EVENT PER 

YEAR ARE MOST LIKELY TO 
BE RETURNING TO THE SAME 
VENUE, BUT GOING TO SEE A 
DIFFERENT GENRE OF EVENT.
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£416.70 £56.30 

£14.77

AN AVERAGE TICKET 
FOR THE ARTS 

DURING 2010 COST

1,823,478
people in  
Northern Ireland  
in 2012 

729,700 
households in 
Northern Ireland 
in 2012

Belfast audiences are typically drawn in higher volumes from 
Wealth and Wisdom, Better Off Families, Ageing Suburbanites and 
Students & Singles households. 

Derry/Londonderry audiences are typically drawn in higher  
volumes from Housing Exec Tenants, Farming Communities,  
Ageing Suburbanites and Younger Nestmaker households.

9 hours on their home PC or laptop

2 hours in work

1 hour anywhere else

ENGAGING WITH NEW CUSTOMERS 
Getting any customer to attend your event will 
likely involve first generating an interest in 
what you’re doing, and then overcoming the 
numerous barriers which might be preventing 
them from acting on that interest. With 
someone who has never engaged with your 
organisation before, or maybe even the arts at 
all, it can be even harder to get them to attend.

Test Drive The Arts NI is a quick and successful way of 
bringing new audiences into your organisation. 

A positive experience is the foundation for building an ongoing relationship with that new customer, encouraging them to 
become a frequent and loyal paying customer.

10,000 new attenders, from a mix of typical and non-typical demographic groups, have attended using Test Drive The Arts 
NI in the first two years of the project. 

of Test Drivers indicated that they had a good or excellent experience.

of Test Drivers indicated immediately after the event that they would visit the arts again.

indicated that they have actually attended the arts again at least once in the year since they attended.

Some of the potential barriers you may need to consider include8:

Some potential customers will also have more specific barriers  
such as access, language or family friendly facilities.8

85%

87%

72%

By removing one of the key barriers to attendance from the decision making process  
(the cost of the tickets), customers are more inclined to overcome their other barriers  
as they take a risk and try something new. 

Lack of time Location of the 
performance

Lack of public 
transport

Poor  
previous 

experiences
Lack of 

information 
about eventsLack of suitable 

events or choice  
of events

Feeling 
uncomfortable  
or out of place

Lack of 
understanding  

or awareness of  
the artsLack of participation in the arts

Cost

WHERE’S YOUR AUDIENCE IN 2012? FOR ADVICE AND PRACTICAL HELP WITH UNDERSTANDING, FINDING AND EFFECTIVELY COMMUNICATING 

WITH YOUR AUDIENCE, EMAIL RESEARCH@AUDIENCESNI.COM OR PHONE 028 9043 6480


