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Abstract
In 2011, the South Miami-Dade Cultural Arts Center  

(SMDCAC) opened its doors in a community that had been 
devastated almost twenty years earlier by Hurricane Andrew. 
Built in the southern part of Miami-Dade County, this brand 
new, state-of-the-art venue plays a key role in the econom-
ic and cultural development of the area. The venue serves 
a predominantly African-American and Hispanic commu-
nity, including a large Caribbean population. The venue is 
a county-managed building that serves a multidisciplinary 
and community-gathering role, and it acts as a presenting 
organization, with performances taking place weekly that 
range from jazz acts in its multipurpose black box theater to 
ballet and theater performances in its 961-seat main-stage 
auditorium. To better understand SMDCAC’s patrons and 
their purchase behavior, an online survey was sent to all 
active patrons (i.e., those who had bought tickets online and 
supplied an email address in recent years). Of those who 
responded (n=829), email marketing led as patrons’ most 
preferred marketing methods (83.2%). Further research is 
necessary to determine bias levels from a strictly online sur-
vey, however, those who responded provided a substantial 
base in determining popularity and patron willingness to 
spend on various live entertainment program options.
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In 2011, the South Miami-Dade Cultural Arts Center  
(SMDCAC) opened its doors in a community that had 
been devastated almost twenty years earlier by Hurricane 
Andrew. Built in the southern part of Miami-Dade County, 
this brand new, state-of-the-art venue plays a key role in the 
economic and cultural development of the surrounding area. 
The venue serves a predominantly African-American and 
Hispanic community, including a large Caribbean popula-
tion. The venue is a county-managed building that serves a 
multidisciplinary capacity and a community-gathering role, 
and it acts as a presenting organization, with performances 
taking place weekly that range from jazz acts in its multi-
purpose black box theater to ballet and theater performances 
in its 961-seat main-stage auditorium. To better understand 
SMDCAC’s patrons and their purchase behavior, an online 
survey was sent to all active patrons (i.e., those who had 
bought tickets online and supplied an email address in re-
cent years). The survey rubric asked respondents to answer 
questions centered around five key areas: 1) attendance fre-
quency, 2) amount spent at the venue, 3) advertising and 
media consumption, 4) commute time, and 5) which shows 
were most enjoyed. The intent of these questions was three-
fold. First, they were intended to provide a complete pa-
tron overview by providing insight into who comes to the 
shows. Second, they reveal consumer perception, or what 
they think of the venue, shows, production, etc. Finally, 
they illuminate potential next steps by revealing consumer 
needs and wants, and provide a foundation of ideas for new 
opportunities.

After gathering a significant amount of data from a sam-
ple comprising 829 survey participants, we were able to 
determine that this venue attracts a very diverse range of 
consumers. Based on our data, this is an educated consumer 
base who appreciates learning and culture, even though over 
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twenty-five percent of them have no background in music 
or arts education (see Figures 1 and 2). Looking at hard ev-
idence from survey responses, it can be seen that the large 
majority of participants prefer to receive correspondence 
from the venue via email. More than half of the respondents 
use Facebook, and the median time spent on TV/Radio/
Magazines/Internet consumption was roughly twenty-five 
hours per week (see Figure 2). Lastly, over three-fourths of 
the venue’s consumers live within a thirty-minute commute 
to the theater (Figure 2).

Figure 1.  Survey of consumers.

Figure 2.  Survey of consumer behavior.

Looking at customer perception, the sentiments of the 
local community towards SMDCAC are overwhelmingly 
positive. Customers experience joy and anticipation when 
engaging with the venue, and they trust that they will always 
have positive experience when in attendance (see Figure 3).

To determine next steps, we first analyzed consumer at-
tendance and spending. Almost seventy-five percent of sur-
vey participants attended an event last year, and roughly 
forty-four percent attended at least three times (Figure 4). 
While these are excellent statistics, our goal is to find ways 
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Figure 3.  Customer perception.

to continue boosting engagement and attendance by the lo-
cal community, as this is a demographic that is willing to 
spend on entertainment—over sixty percent of participants 
spend more than two hundred dollars per year on entertain-
ment. The survey data will also help us determine potential 
price points for new shows and ticketing. Participants also 

Figure 4.  Event attendance.

Figure 5.  Preferred program/entertainment options.

indicated what type of program or entertainment options 
they prefer when attending venue events, and of those types 
of events, the categories were broken down even further to 
distinguish which shows specific to each variety were most 
preferred by consumers (Figure 5). This information will 
have a great impact on future programming decisions, as 
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taking consumer preference into account when engaging 
artists will likely boost attendance and spending at the ven-
ue. Further research is necessary to determine bias levels 
from a strictly online survey, however, those who responded 
provided a substantial base in determining who SMDCAC’s 
consumers are, what attracts them to certain events and gets 
them excited about going to the venue, how much they are 
willing to spend on various live entertainment program op-
tions, and which options they are more willing to engage 
with in the future
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