
A Guide to Growing Creative Markets

Worksheet



1. Introduction
 
This worksheet has been developed in conjunction with the Audience Development eLearning Module. 
There are various exercises included in the eLearning module designed to get you thinking about your 
own audience development plan.

By completing all of these exercises, as you progress through the eLearning module, you should end up 
with a completed document, which can form the basis of your own audience development plan.

2. Exercise One - Define Your Mission

The purpose of this exercise is to get you thinking about your mission and to assist you in defining your 
mission statement.

You need to complete three sections in this exercise:
• Section 1.1: Analyse your core arts product and audience
• Section 1.2: Differentiate your core arts products
• Section 1.3: Write your mission statement

Here is a link to a resource that might be useful to you:
http://www.kinesisinc.com/how-to-write-a-powerful-mission-statement/#

Section 1.1 – Analyse your core arts product and audience1 

Note: The term “product” could refer to a tangible product or an intangible service.

What makes up your core product? Be as specific and detailed as possible

Who “buys” your core product? How many people attend, participate, or are touched by your core prod-
uct? Who are these people typically?

What benefits do these audiences receive from “buying” your core product?
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Section 1.2 – Differentiate your arts product1

Differentiator How is/can my arts product be different from others?
Physical size, shape or 
structure

Features

Customisation

Quality

Style and aesthetics

Convenience

Experience

Section 1.3 – Write your mission statement

Based on the above resources and activities, write up your mission statement

My mission statement
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3. Exercise Two - Identify Your Audience And Objectives

The purpose of this exercise is to get you thinking about your objectives and to evaluate them in terms 
of the five SMART criteria.

You need to complete one section in this exercise:
• Section 2.1: Craft your audience development objectives

Section 2.1 – Craft your audience development objectives1

Write your audience development objectives in the table below and evaluate each one in terms of the 
five SMART criteria.

Objectives S M A R T
E.g Within the next 6 months, increase our audience database by 30% 

through targeted marketing strategies
a a a a a

1.
2.
3.
4.
How can you make your objectives more quantifiable using the SMART model?

What would your revised list of objectives be?
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4. Exercise Three - Understand Your Audience (Part one)

The purpose of this exercise is to get you thinking about your competitors and how you can position 
your art product more competitively to attract the audience you want.

You need to complete three sections in this exercise:
• Section 3.1: Analyse the competition
• Section 3.2: Define your frame of reference
• Section 3.3: Enhance your arts product

Section 3.1 – Analyse the competition1

My main competitors Their main strengths and 
weaknesses

My advantages over them

My main first level competitors (direct competitors providing similar art forms/projects)
e.g Another opera company Good political network and 

reliance on international 
funding

Homegrown SA opera talent

1
2
3

My main second level competitors (providing other art forms, which are competing for broader 
arts audiences or funders)

e.g A Grand Masters art exhibi-
tion

Corporate sponsorship and 
exclusive collection

Youthful and interactive

1
2
3

My main third level competitors (indirect competition from those providing any other form of 
leisure or entertainment product, including blockbuster films or sporting events, which could 
compete for audiences or funders)

e.g International 20-overs cricket 
series

Media exposure and weather 
dependent

Family connection of singers

1
2
3
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Section 3.2 – Define your frame of reference1

How would you define the arts category in which you operate?

Reflect on your main first level competitors. If you could choose who your audiences evaluate you 
against, which competitors would you want to be seen as similar to?

Section 3.3 – Enhance your arts product1

Which category do you want audiences to see your arts product in?

Category competitors How can I differentiate my arts 
product from theirs in a substantial 
way?

Do audiences care about 
these differences? Are these 
differences desirable?

1st level 1

2

3

2nd level 1

2

3

3rd level 1

2

3
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5. Exercise Four - Understand Your Audience (Part two)

The purpose of this exercise is to get you thinking about the type of data you would need to collect and 
to answer the four W’s (why, where, when and who) of data collection.

You need to complete one section in this exercise:
• Section 4.1: Your data collection plan

Section 4.1 – Your data collection plan

What data needs 
to be collected?

Why is it needed? Who will it be col-
lected from? Where 
and how will it be 
collected?

When? Timeframes 
for developing 
tools, collecting 
data and analysing 
it...

Who is responsible 
for collecting it?

Once the market research has been completed, you will be able to segment the market and define your 
target audience and potential barriers, which will then inform your creative growth market strategies and 
activities as per Step 4 in the eLearning module.
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6. Exercise Five - Identify Creative Market Growth Activities

The purpose of this exercise is to get you thinking about your audience development activities and how 
you plan to implement these activities.

You need to complete four sections in this exercise:
• Section 5.1: Craft your value proposition
• Section 5.2: Art Experience
• Section 5.3: Marketing and communication (and programming)
• Section 5.4: Audience development action/Implementation plan

Section 5.1 – Craft your value proposition1

Target Target Audience

Needs Most important needs they have that I am meeting

Benefits Main benefits they will receive from engaging with you

Evidence The skills, capabilities, resources, or features that you have that allow you to 
deliver these benefits

Complete your value proposition by filling in the blank areas below:

For__________________________ (description of target) who have the important need to
__________________________________________________ (description of their most important 
needs), I/we will demonstrate that by engaging with me/us they will receive the main benefits of
__________________________________________________ (listing main benefits provided to them by 
you), because relative to other competing organisations/artists, I/we have a proven track record 
of
_____________________________________________________________________________________
(why the target audience should believe that you can deliver on the promised benefits and value).
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Section 5.2 – Art experience2

Complete the diagram, filling in your core product/service offering, as well as the product surround 
(overall experience for your audience and what aspects contribute to this. For example: atmosphere, 
food and drink available, accessibility, signage, parking, proximity to public transport, customer service, 
ticketing processes, etc.)
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Section 5.3 – Marketing and communication (and programming)2

Complete the table identifying which marketing/communication methods you use (or plan to use) to 
reach your target groups.

Marketing methods
e.g. direct 
mail

e.g. 
facebook

e.g. word of 
mouth

e.g. flyers etc. etc.

Matric students 
in central 
Johannesburg 
government schools
Teachers in central 
Johannesburg 
government schools
etc.
etc.

Note: this table can also be adjusted for programming activity, to identify which of your existing and 
potential new programmes are relevant to particular target groups (replace the marketing and commu-
nication methods with programmes).  This will also help to identify which target groups are not being 
adequately catered for and could inform new programming possibilities, or whether to focus on other 
target groups you’re more suited to engage with.

Section 5.4 – Audience development action/implementation plan

Activity Notes and/
or resources 
needed

Person 
responsible

Start date Deadline Status (complete, 
pending, in pro-
cess etc.)

Note: You should include step 5 (Involve the organization), in your implementation plan. For this step you 
would include timelines for developing the plan, who you are going to involve and how you are going to 
share the plan with the rest of the team (try to think of means of sharing other than simply emailing the 
document through).

1. This table is taken from the Business and Arts South Africa, Arts Sponsorship Toolkit.

2. This diagram and table belongs to Heather Maitland. Marketing Manual.
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