niversity of Sheffield Concerts

QUESTIONNAIRE
REPORT




Total

1216

344

324

274

185

93

82

38

15

2576

|
CoNCert cn Ere

ST

I
S
apra i
Sy

e

Pt

(EFE g
Frochireintthe

1%

oh INETanram

| Feceive your
crriil 1
13%

:il": N 'I
brochure apostard
1%
L
(DR ] e o e
e e ERathEs




| HEARD ABOUT THE CONCERT ANOTHER
WAY

Someone told me about the event

T taaght vtk

| know someone in the event
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Flyer / Brochure at a venue

SRRt

Email

Websites

sorkonsohd e
salibrat g
i fer

. H M anENer
Social Media it

Attended a previous event

Through work (staff)

Newspapers/Magazine

Google

Miscellaneous

Total




IS THIS YOUR FIRST TIME AT SHEFFIELD
CONCERTS?

No

Blank

Total




DISCOUNTS




Discount Code
STAFF10
RETURN FARE TICKE
ALUMNITO
SNOWMAN1T0
ETOCHOIRS
STUDENTSTREAM
SOUNDLAB2632
ETOCHOIR
SAMLEE_WOW
SALT_HOUSE 5
MISHRAMAIL
MAKINGTRKS
STEINWAY3
|_COOPER
PIOMEER10
GLOBAL34

NUMBER OF TIMES DISCOUNT WAS USED

NUMBER OF TIMES DISCOUNT WAS USED

LI OF TIMES WAS LUEED
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POSTCODES




Ticket Buyers Location in Sheffield

poencode Toul
212 422

The top three areas were most
ticket buyers came from were
Sheffield 10,3 and 1.




TICKET

SALES
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LINE CHART OF

number of dekets sold
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TOTAL SALES

Timetable YWeek

Calendar Dates
September

Semester Week

Total Money Earned

Total Tickets Sold

12021 Wacation £ 32,50
2 Monday 13 VYacation £ T67.33
3| Manday 20 Intro bfeek £ 3611
4 |Monday 27 1 € 56926
October
5 Manday 4 2 £ 1.000.41
6| Manday 11 3£ 955.44
| Manday 15 4 £ 101272
g Monday 25 3£ F55.03
November
3 Manday 1 B £ 1,0M.60
10| Manday & S 102657
11| Manday 13 g £ 1.655. 71
12| Monday 22 3£ 152272
13| Monday 23 1o £ 1.466.67
December
14| Manday & £ 1.651.03
15| Monday 15 12 £ 5362
16| Monday 20 \acation £ 132.03
17| Manday 27 Vacation
January 2022
15| Monday 3 \acation
13| Monday 10 Graduation £ 434.54
20 Manday 17 Exams £ 504.10
21| Manday 24 Exams £ 925.26
22| Manday 31 Exams £ 1,771.71
February
23| Monday 7 1| £ 1.136.56
24| Manday 14 2 £ 1.010.18
25| Manday 21 3£ 1.267.45
26| Monday 25 4 £ 1.109.65
March
27| Monday 7 5 £ F62.27
25| Monday 14 B £ 1.5346.02
23| Manday 21 T £ 1.280.97
30| Monday 25 g £ I7zd1
April
31| Mondav d VYacation £ 213.61
52| Monday 11 Wacation t 347 66 Autumn Brochure
33| Monday 18 Wacation £ 366.72 Sep-08 and season launch 386,62 33
34| Monday 25 3 ¢ 1.501.76 Qct-01 Start of season 25207 28
35 was‘; 2 10 £ 34215 Autumn Srochure
onday .
36| Monday 3 1 ¢ 3726 Qet-11 Tap up 261.20 20
37| Manday 16 R 433.23 Spring Brochure
38| Monday 23 Exams £ 153.09 Jarn-28 and 2eason launch 20045 a0
33 [‘J"Ondav Ell Exams £ 27360 Feb-08 Start of season 165.48 12
une .
40 Menday Exams £ 16,65 Spring Brochure
1| Menday 13 Vacation € 52,50 Apr-04_top up 1387 3
Monday 20 \acation -f 206.64

230 750 18
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OVERALL ( All Other Platforms (Orgonic))

: #ofPosts : : : . . . o .
Channel Followers . Published Engagement Impressions Link Clicks Video Views

Instagram
Facebook § : © 155.812
Twitter . 100.835

162.800 100.835



Progress at the end of the season compared to the )
beginning

May vs Septem

Reach

+81%

Compared to September

Follower Growth

+6%
o
Compared to September

M h 300 foll 100+ more engagement due to
L Oer::trnedo owers Almost 10k more due to more more posts published
student related events

Engagement Rate

+38%

Compared to September




The best performing post of the year )

Top Performin

Highest Reach &
Engagement
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With 842 reach and 2% engagement, it is the
highest post compared to September that
could be because of the picture.

More shareable pictures = more reach ?




Followers Demographic

Facebeoi Fage ks O

2,905

age & gordzr

-  More than 50% of followers are women with nearly 24% being 25-34.
-  Men are 43% with 19% of them being between 25-34.
The lowest percentage for women is 3% being over 65 and men is 2% who are 18-24.

o -  Majority of Facebook followers are 25-34 years old followed by 35-44.
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There are more women than men on Instagram standing at 55%.

The highest percentage for women'’s age range is 18-24 at 23% while
men is 25-34 at 16%. o

There are 5% in total of men and women who are over 55.
Followers are most active on Wednesdays between 3pm and 6pm.

Peak time throughout the week is from 12pm onward. e I
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Monthly Performance

Breakdowns




September

Channel

Instagram
Facebook

Twitter

Followers

# of Posts
Published

Engagement

Reach
based on
general
reach on
FB suite

Impressions

( All Other Platforms (Organic) )

Video Views



OCtOber (AIIOtherPIatforms(Organic) >

: #of Posts : Link
Channel Followers Published MoM % Engagement Clicks

Instagram
Facebook : § § 18,706

Twitter



Top Performing

Highest Reach & Engagement
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Notes

Collab with another organisation = more reach

The best performing post of the month

Looking through the posts of this
month, | believe that this post had
more success because it was
linked with another page, Making
Tracks, that even without tagging
them, Making Tracks'’ followers
might have received this post on
their feed because of the key words




November (AIIOtherPIatforms(Organic) >

: # of Posts 9 : : Link
Channel Followers Published MoM % Engagement Clicks MoM %

Instagram
Facebook 15194

Twitter



C The best performing posts of the month. )

Top Performing Posts

we're delighted to welcome the intermationally award-winning Fournier Trio on 2nd December
who will present a varied programme of trios by Haydn, Mendelssohn and Brahms.

In November, two
different events with
known artists on
different social media
platforms got more likes
and retweets. It made
me think that perhaps

Tickets available here: https:/fparformancevenues group.shef.acuk/_fournier../

artists that have over
500 followers means
that the possibility of
getting more reach and
engagement increases.

Notes

N
Artist with overall around 900 followers on social media = otes
K artist with a good following = high reach Known pianist on Twitter = more retweets




December (AIIOtherPIatforms(Organic) >

# of Posts : o Link
Channel Followers Published Engagement MoM % Clicks MoM %

Instagram

Facebook

Twitter



The best performing post of the month )

Top Performing Post

Highest Reach & Engagement Top Tweet
In December, a student

event got more attention,
TERTRRRL e is it because of the picture
' showing two of them? It
could be linked to parents
and friends engaging with
the post.

Meanwhile, on Twitter an artist
that has over 1k followers
became the top tweet of the
month which could happen if Ella
Taylor retweeted the post. | also
think that an event that also was
described as having more than
Notes Notes just a concert could have brought

more reach as well.

Student shown on picture = parents and friends Known artist / summary of the evening with more
k sharing ? than just a performance = higher engagement




January (AIIOtherPIatforms(Organic) >

o #of Posts Link
Channel Followers MoM% Published Engagement Clicks

Instagram
Facebook 23,164

Twitter



The best performing posts of the month )

Top Performing Po

Highest Reach & Engagement & Top
Tweet
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For this month | was a bit confused
as to why this particular post got
more attention. The duo doesn't have
a strong social media following,
they're not students and the concert
isn't related with another company. |
thought perhaps it's because it was a
Jazz concert and the only Jazz event
of the month, which could mean that
a good percentage of our audience

are into Jazz.

Notes
Concert related to Jazz




February (AIIOtherPIatforms(Organic) >

@ # of Posts o : Link o
Channel Followers MoM% Published Engagement MoM % Clicks MoM %

Instagram
Facebook : § § 13,687

Twitter



The best performing posts of the month. )

Top Performing Post

Highest Reach Highest Engagement Top Tweet
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Notes

Another example of high reach when partnering with

K another company

With over 2000 reach and 9 retweets,
Another example of artists that already have a good Leveret could be another example of

following artists and good following




MarCh (AIIOtherPIatforms(Organic) >

Channel Followers ﬁggli‘fgg Engagement CIIII(r:l|I((S MoM %
Instagram
Facebook +314% +419% 24,508
Twitter +218% +147%




Top Performing Po The best performing posts of the month.

Highest Reach Highest Engagement Top Tweet
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Notes
Notes
A great example of a student post ) . . )
gaining high reach, especially since it It's a picture showing students’ faces so

that could be the reason why they My theory here is that our audience like
received more engagement than the watching performances of classic pieces
other post that got high reach

was SUSO, which I'm guessing are well
known within the university. | also think
the key word Orchestra might have made
the post show up more on people’s feed.

N




April (AIIOtherPIatforms(Organic) >

# of Posts

Channel Followers : Published : MoM % Engagement : MoM % Link

_ Clicks Al Views
Instagram -
Facebook
Twitter




Top Performing P

Highest Reach &
Engagement & Top Tweet
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Martin Simpson is a very well known
artist + post shared on multiple
Facebook groups

The best performing post of the month

)

This is another great example
of a well-known artist but it's
also worth mentioning that it
is also the only post |
managed to share on multiple
Facebook groups, so perhaps
that helped too?




May (AIIOtherPIatforms(Organlc) >

# of Posts

Channel Followers : bublished : MoM % Engagement il

: Clicks il Views
Instagram -
Facebook 23,810
Twitter




Top Performing Posts

-

Highest Reach &
Engagement
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Notes

Another success because of a student
related event

Notes

Eye-catching video

The best performing posts of the month

)

Overall, there were three
types of posts that did
well: student events,
artists that already had
followers and
collaborating with other
companies.

I'm assuming Twitter
audience particularly like

video content, which makes

sense since caption is

limited, so perhaps for the

future having more video-

format announcements for
Twitter would attract more

followers?

[~




& concerts

IMSTAGRAM
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INSTAGREAM FOLLCWERS GROWTH

Soplenber 21 Lefeidd o g [ T [ECSe ey Jarsiy Folaary Marci Agtil My

Dvera“, |nstagram gmmh has been Movenber gained the most followers with 31 while the

lowest was December with 10 followers. The first three
consistent with an increase of a minimum menths had a constant growth of 30 followers per month

of 10 followers per month hefare decreasing to 20, excluding December and
February that had an average of 10.




FACEBOOK
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Overall, a slow consistent growth except v & toral growth of 101 followers, the increase has besn
for December who only gained 2 followers  gradual with a manthly gain of 10 or 20 every ather month
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Overall, a constant growth that went down in December by
losing 2 followers followed by an increase of nearly 10 in
January and the remaining months.




Use more reel function on
Instagram instead of video

Have more pictures per post to
create carousels since
Instagram prioritises them
over single posts

Try to spend at least 10-15min
on each social media platform,
engaging with other accounts
and followers

Engaging with other accounts
at least 10min before and after
posting increases engagement
and reach




NOTES RELAT

Accomplishment

Challenges

With a total of 316 tickets bought for Sound
Junction, it is possible that the marketing was a
success

There has been 55 return fare tickets this season
so audience has come back to attend more than
one event successfully

Instagram engagement had ups and downs so it
could definitely improve

Instagram reached the goal by having more than
400 followers

(I dont have access to mailchimp from my laptop
yet but I'm assuming the subscribers goal has been
reached since we have more than 5,000? With an
open rate of around 48%, last time | remember)

Target audience had ups and downs depending on
the event so it's an accomplishment but also a
challenge

| don't think | focused on accessibility enough,
if not at all

| think Lunchtime and Rush-hour events could
have gotten a better marketing so that more
students would have shown up

Facebook is 100 followers away to reach the
3,000 goal




