Digital arts consumption

during COVID-19

This study seeks to understand the behaviour and sentiments
of the Singapore public and arts audiences, informing how
the Singapore arts community can respond to the COVID-19
crisis fo emerge stronger and grow new audiences.

Methodology: Full survey of n=500 online every 2 months, dipstick survey of n=200 online

every two weeks. For this infographic, data was from the first wave of the full survey and dipstick

combined (n=702). Data collection: 31st Aug to 08 Sep 2020 - before live events resumed.
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Digital content consumed tended to Audiences also tended to consume
be from foreign artists ree content
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Visual Arts and Theatre had highest proportion of local content being consumed
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Base: Digital arts consumers: Theatre n = 139 | Music n = 215 | Dance n = 141 | Literary n = 140 | Craft n = 140 | Film n = 145 | Visual n = 139

Over half consumed free digital content. However, almost 3 in 10 were willing to
pay over $20 for digital content.
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Base: Consumed content by local artists: n = 490 Base: Consumed content by foreign artists: n = 558
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Digital arts consumers tend to be younger,
and are more likely to hold a PMEB job
compared to non-digital arts consumers

op 3 reasons for
digital arts consumption
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Experiencing digital arts has a positive impact on perception of the arts, with at
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variety of arts content that appeal @ of the arts in improving
content available to them well-being
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Base: Agreed that digital arts consumption impacted their views on the arts: n = 225

of digital arts consumers say that they would continue online
consumption after the pandemic

81%

Base: Digital arts consumers: n = 442

Intention to attend live events post-pandemic
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Some existing arts
audiences intend to scale
back on attending live arts
events post-pandemic
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Encouragingly, only 8-11% feel uncomfortable visiting venues with more
Base: Total respondents (full survey only): n=501 transient contact, such as museums, gulleries, community arts spaces or studios.
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