


i

A Reader on Audience Development  
and Cultural Policy

This book brings together, for the first time, twenty-​two chapters on arts marketing and audience 
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dational arguments which have led to contemporary debates around everyday creativity and cultural 
democracy. By providing vital insights from both the theory and practice of arts marketing and audi-
ence development, the book will serve is an excellent reference work for researchers. Simultaneously, 
this book will also be an invaluable read for those working in cultural leadership and arts management 
roles. The chapters in this book were published in various Routledge journals.
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published work has focused on cultural democracy and audience engagement.
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larly data visualisation. He leads research on the Arts, Culture and Heritage sectors for the Creative 
Industries Policy and Evidence Centre.

Anne Torreggiani is founding CEO of The Audience Agency –​ a UK charity for research and develop-
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She is a specialist in audience research, data and trends with particular interest in human-​centred 
design and organisational change. She works as a facilitator and adviser.

James Trinder is a software engineer building applications to empower its users. Whilst at The 
Audience Agency, James worked as both an Engineer and Data Analyst, spearheading new initiatives 
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tools for their clients, and the arts and culture sector, culminating in the birth of Audience Finder 
Answers. During his tenure, James worked on many projects including: large-​scale customer seg-
mentation projects for Sadler’s Wells, Opera North and The National Archives; feasibility studies 
and market appraisals; and research for London Borough of Culture, UK City of Culture, and British 
Association of Concert Halls.

Ben Walmsley is Dean of Cultural Engagement at the University of Leeds (UK) and Director of the 
Centre for Cultural Value. Prior to his academic career, Ben worked as an arts manager for ten years, 
most recently as Producer at the National Theatre of Scotland. He is an Expert Advisor for the UK 
Government’s Department for Digital, Culture, Media and Sport (DCMS).
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