








 

DETAILED FINDINGS SECTION 3:  
WHAT WAS THEIR EXPERIENCE LIKE?

Most audiences saw their first 
post-pandemic opera at the  
company’s main venue. But a small  
number of Ongoing attenders (who were 
more likely to have attended in 2020 and 
2021) went to an opera at an outdoor  
venue, likely because this was the only way 
that opera was being offered at the time.

VENUE OF THE FIRST LIVE OPERA ATTENDED SINCE MARCH 2020
Q19: �Thinking about the first live performance or event you attended in person put on by your opera company 

since March 2020, which of the following best describes where you saw the performance?

At the opera company's 
main venue

At an outdoor venue At a community space 
(library, church, etc.)

At some other location

  New to Opera (n=1,117)   |     New to Company (n=1,783)  |     Ongoing (n=7,773)
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DETAILED FINDINGS SECTION 3:  
WHAT WAS THEIR EXPERIENCE LIKE?

In terms of format, nearly all opera  
audiences attended a fully staged  
opera with sets and costumes. Concert  
performances ranked in a far second place.

FORMAT OF THE FIRST LIVE OPERA ATTENDED SINCE MARCH 2020

Q20: �Which best describes the format of that performance? Please select all that apply.

  New to Opera (n=1,112)   |     New to Company (n=1,773)  |     Ongoing (n=7,730)

A full opera 
with sets and 
costumes

A concert 
performance

A family- 
friendly  
performance

A non-opera 
performance 
(e.g., musical, 
orchestra, 
ballet)

An immersive 
performance

An abbreviated 
performance, 
like opera 
scenes

An in-person 
opera film 
showing (e.g. 
drive-in movie, 
group movie 
showing)

A recital

87% 86% 86%

9% 9% 8% 6% 5% 4% 4% 3% 4% 4% 3% 3% 3% 3% 3% 2% 1% 3% 1% 2% 2%
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DETAILED FINDINGS SECTION 3:  
WHAT WAS THEIR EXPERIENCE LIKE?

Anchor companies and Alternative companies drive New-to-Opera attenders with different offerings. Anchor companies attract those 
who are New to Opera to their main venue for full operas with sets and costumes. Alternative companies engage them in a broader array of 
programming, at a variety of venues. Solitary companies offer a variety of programming, predominantly at their main venue. 

VENUE OF THE FIRST LIVE OPERA ATTENDED  
SINCE MARCH 2020 – FOR NEW-TO-OPERA ATTENDERS

Q19: Which of the following best describes where you saw the performance?
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At the opera 
company's 
main venue

At an out-
door venue

At a  
community 
space (library, 
church, etc.)

At some  
other location

A full 
opera with 
sets and 
costumes

A concert 
performance

A family- 
friendly  
performance

A non-opera  
performance

An immersive 
performance

An abbreviated 
performance, 
like opera 
scenes

An in-person  
opera film 
showing

A recital

FORMAT OF THE FIRST LIVE OPERA ATTENDED SINCE  
MARCH 2020 – FOR NEW-TO-OPERA ATTENDERS

Q20: Which best describes the format of that performance? Please select all that apply.

  Anchor (n=732)

  Solitary (n=251)

  Alternative (n=134)

  Anchor (n=729)

  Solitary (n=250)

  Alternative (n=133)
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95%
88%

66%

90%
81%

73%

2% 5% 8%
4% 4% 6%

1% 1% 5%
1% 1%

8%
3% 5% 6%7%

12% 16%

4%
12% 11%

2% 3%
9%

1% 2%
10%

2%
7%

14%



UNDERSTANDING  OPERA’S NEW AUDIENCES

Newcomers are taking the time to educate themselves about opera, beyond just attending the performance. They are just as likely as 
Ongoing attenders — and sometimes more likely — to read descriptions, synopses, and program books. Interestingly, all audiences are more 
likely to read something brief than something detailed.

DETAILED FINDINGS SECTION 3:  
WHAT WAS THEIR EXPERIENCE LIKE?
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Read the  
program book

New to Opera (n=1,036)
New to Company (n=1,655) 

Ongoing (n=6,956)

Before Attending While Attending After Attending

New to Opera (n=1,022)
New to Company (n=1,636) 

Ongoing (n=6,782)

New to Opera (n=1,014)
New to Company (n=1,626) 

Ongoing (n=6,802)

Read a brief  
description  

of the opera

Read a detailed  
synopsis of the  

opera’s plot

19% 75% 13%

10%

14%

5%

4%

3%

13%

9%

7%

73%

66%

31%

29%

29%

32%

28%

32%

21%

20%

60%

59%

52%

27%

30%

32%

Q29: �Thinking about that performance by your opera company  
which of the following best describes any actions you took  
before, during, or after the performance.Select all that apply.

OPERAAMERICA



UNDERSTANDING  OPERA’S NEW AUDIENCES

All audiences listen to the opera they are planning to see at similar rates before attending, but New-to-Opera audiences  
are more likely to re-listen afterwards. Newcomers are more likely than Ongoing attenders also to have watched a video of the  
opera before attending — and New-to-Opera audiences again are more likely to re-watch afterwards.

DETAILED FINDINGS SECTION 3:  
WHAT WAS THEIR EXPERIENCE LIKE?
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Listened to music  
from the opera

New to Opera (n=1,008)
New to Company (n=1,599) 

Ongoing (n=6,677)

Before Attending After Attending

New to Opera (n=984)
New to Company (n=1,573) 

Ongoing (n=6,365)

Watched a video  
online of the opera

34% 23%

11%21%

6%19%

5%13%

39% 19%

37% 16%

Q29: �Thinking about that performance by your opera company, which of the following best describes  
any actions you took before, during, or after the performance. Select all that apply.

OPERAAMERICA



UNDERSTANDING  OPERA’S NEW AUDIENCES

Having a meal or getting drinks is a common part of the opera-going experience. Two-fifths of all audiences have a meal or drinks before 
the performance. New-to-Opera attenders are more likely than others to partake in refreshments during the event. When it comes to ancillary 
activities around a performance, only a small percentage of audiences — and even fewer New-to-Opera attenders — participate. 

DETAILED FINDINGS SECTION 3:  
WHAT WAS THEIR EXPERIENCE LIKE?
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Got a meal  
or drinks

Before Attending While Attending After Attending

Attended a related 
event put on by the  

opera company (lecture,  
social event, etc.)

19%

6% 6%

6% 4%

6% 2%

37%

40%

44%

9%

11%

12%

Q29: � Which of the following best describes any actions you took  
before, during, or after the performance at your opera company. 
Select all that apply.

OPERAAMERICA

29% 13%

24% 12%

21% 12%

New to Opera (n=980)

New to Company (n=1,580) 

Ongoing (n=6,488)

New to Opera (n=1,012)

New to Company (n=1,633) 

Ongoing (n=6,778)



DETAILED FINDINGS SECTION 3:  
WHAT WAS THEIR EXPERIENCE LIKE?

UNDERSTANDING  OPERA’S NEW AUDIENCES

Newcomers have positive impressions of their recent performance experiences. In fact, their reviews of the musicality, theatricality, and 
production design are slightly more enthusiastic than Ongoing audiences. Although not a majority, more New-to-Opera attenders than  
Ongoing audiences express difficulty following the story and reservations about the length.

IMPRESSION OF MOST RECENT PERFORMANCE

Q30: �To what extent do you agree or disagree with the following statements about your most recent experience at your opera company 

I found the musical 
performances  
(singing, orchestra) 
to be outstanding.

I found the theat-
rical performances 
(acting, staging) to 
be outstanding.

The performance 
was worth what I 
paid for it.

I felt welcome at 
the performance.

I found the  
production value 
(sets, costumes, 
lighting) to be  
outstanding.

I felt like I fit in  
at the performance 
(knew what to 
wear, when to  
clap, etc.).

It wasn't difficult to 
follow the story.

The performance 
wasn't too long.

  New to Opera (n=1,040)

  New to Company (n=1,689)

  Ongoing (n=7,212)
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Chart presents those who selected 
"agree" or "strongly agree."

OPERAAMERICA

93% 91%91% 91% 87%88% 88% 85% 85% 85% 91% 92%

72%
78% 77%

88% 91% 89%90% 89% 87%
76%

82% 85%



DETAILED FINDINGS SECTION 3:  
WHAT WAS THEIR EXPERIENCE LIKE?

UNDERSTANDING  OPERA’S NEW AUDIENCES

Both Newcomers and Ongoing audiences are likely to be opera promoters for the opera company they attended, suggesting that 
Newcomers already consider themselves advocates. Generally, we expect established audiences to have a higher net promoter score 
than less affiliated groups, but in this case, New-to-Opera, New-to-Company, and Ongoing attenders have almost equal ratings.

NET PROMOTER SCORE

A net promoter score (NPS) is a measure of audience loyalty.  
Survey respondents were asked how likely they were to  
recommend their companies to others on a scale from 0 to 10.

The NPS is calculated by subtracting the percentage of  
those least likely to recommend their companies (0–6)  
from the percentage of those most likely to recommend  
their companies (9–10).

An NPS of zero would mean that there are an equal number 
of promoters and detractors. A good NPS score is one  
greater than zero, meaning more people are willing to  
promote than to detract.
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NEW TO OPERA

+67
NEW TO COMPANY

+65
ONGOING

+66

Q13: �First, how likely are you to recommend your opera company to a friend or colleague?

-100 +100

0

OPERAAMERICA



UNDERSTANDING  OPERA’S NEW AUDIENCES

DETAILED FINDINGS SECTION 4:  
WHAT WOULD BRING THEM BACK?
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Most attenders who responded to the 
survey indicate they are likely to come 
back at some point in the future.  

LIKELIHOOD TO ATTEND ANOTHER PERFORMANCE AT THE OPERA COMPANY

Q31: How likely are you to attend another opera performance at your opera company in the future?

87%

New to Opera 
(n=1,077) 92%6%

New to Company 
(n=1,727) 4% 94%

Ongoing Attenders 
(n=7,520) 96%

DETAILED FINDINGS SECTION 4:  
WHAT WOULD BRING THEM BACK?
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Pittsburgh Opera's Moby-Dick  

NOT LIKELY  
(SELECTED 1 OR 2 OUT OF 5) 

LIKELY  
(SELECTED 4 OR 5 OUT OF 5)
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DETAILED FINDINGS SECTION 4:  
WHAT WOULD BRING THEM BACK?

UNDERSTANDING  OPERA’S NEW AUDIENCES

Many attendees are gradually fitting  
opera into their lives as an ongoing  
habit — but this takes time. Many 
New-to-Opera attenders who took the  
survey have already returned at least  
once beyond their first visit. Nearly a  
third of Newcomers in 2024 have already  
returned. With each year that passes, the 
number of performances attended by  
those New-to-Opera attenders increases.
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Pacific Opera Project's Madama Butterfly

AVERAGE NUMBER OF ADDITIONAL PERFORMANCES BY NUMBER OF YEARS SINCE FIRST VISIT
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4 years
Attended in 2020

(n=33)

3 years
Attended in 2021
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DETAILED FINDINGS SECTION 4:  
WHAT WOULD BRING THEM BACK?

UNDERSTANDING  OPERA’S NEW AUDIENCES

New-to-Opera attenders who have returned show stronger affinity for classical music and the performing arts than  
those who haven't. They are more likely to listen weekly to classical music or opera, or to attend performances each month.

Listen to classical music at least once a week Listen to opera at least once a week Attend performing arts at least once a month

Returned
New to Opera

(n=651)

60%

Not Returned
New to Opera

(n=369)

52%

Returned
New to Opera

(n=651)

37%

Not Returned
New to Opera

(n=369)

24%

Returned
New to Opera

(n=668)

48%

Not Returned
New to Opera

(n=378)

30%
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DETAILED FINDINGS SECTION 4:  
WHAT WOULD BRING THEM BACK?

UNDERSTANDING  OPERA’S NEW AUDIENCES

The expense of tickets is the main barrier to attendance across all audiences. Many attenders are held back also by a desire  
to spread their arts attendance across multiple organizations. Although other barriers rank lower, the differences between  
New-to-Opera and Ongoing attenders in several categories reveal other factors that opera companies should consider addressing.

BARRIERS TO ATTENDANCE

Q32: �What prevents you from attending your opera company or from attending more frequently? Please select all that apply.

Opera tickets are 
too expensive.

I prefer to spread 
my attendance 
across multiple  
arts and cultural  
activities.

I have difficulty 
finding someone  
to attend with.

I don't have 
enough time.

The location is  
not convenient.

I don’t understand 
enough about 
opera.

The performances 
are too long.

I can’t understand 
the languages  
of most operas.

The operas  
that this company  
offers do not  
appeal to me.

  New to Opera (n=1,086)

  New to Company (n=1,751)

  Ongoing (n=7,950)
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14% 14%
9%

52%

39%
36%

22% 24%
19%

8%
3% 2%

6% 5% 4% 6%
2% 2%

14% 14%
11% 11%

14%
9%

5%
9% 9%



UNDERSTANDING  OPERA’S NEW AUDIENCES

New-to-Opera attenders who have not returned are more likely to cite barriers related to  
feeling disoriented at performances. They are more likely to say that they don’t understand enough  
about opera, can’t understand the language, or that it feels too foreign to them.

BIGGEST BARRIERS TO ATTENDING

Q32: �What prevents you from attending your opera company or from attending more frequently? Please select all that apply.

  New-to-Opera Returnees (n=658)

  New-to-Opera Non-Returnees (n=373)
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LA Opera’s Moses 

Opera tickets 
are too  
expensive.

53%

25%

15%14% 17% 14% 14%13%
9%

5%
11%

4% 7%5% 6%5%

51%

21%

I prefer to spread 
my attendance 
across multiple 
arts and cultural 
activities.

I don’t have 
enough time 
to attend 
opera.

I have difficulty  
finding someone 
to attend with.

The location is 
not convenient.

I don’t understand 
enough about 
opera.

I can’t understand  
the languages of 
most operas.

The performances 
are too long.

The operas that 
this company 
offers do not 
appeal to me.

OPERAAMERICA
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BARRIERS BY COMPANY ECOSYSTEM ROLE

Q32: What prevents you from attending your opera company or from attending more frequently? Please select all that apply.

When viewed through the lens of opera company type, there are more nuances to what prevents audiences from attending.  
Price sensitivity is more acute for Anchor and Solitary companies, while Alternative companies struggle with perceived issues of location, 
programming choices, and advertising reach.

The opera that this 
company offers do 
not appeal to me.

I don’t see enough 
advertising about or 
from this company.

The performances 
are too long.

Opera tickets are too 
expensive.

I prefer to spread 
my attendace across 
multiple arts and 
cultural activites.

I have difficulty 
finding someone to 
attend with.

I don’t have enough 
time to attend opera.

The location is not 
convenient.

UNDERSTANDING  OPERA’S NEW AUDIENCES
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43%

29%

16%
21% 19% 17%

12% 11% 9% 9% 10%
16%

8% 9%
12%

1% 3% 5%5%
1%3%

11% 9% 8%

DETAILED FINDINGS SECTION 4:  
WHAT WOULD BRING THEM BACK?

  Anchor (n=6,762)

  Solitary (n=2,243

  Alternative (n=1,981)



UNDERSTANDING  OPERA’S NEW AUDIENCES

REFLECTIONS & NEXT STEPS
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FOR QUESTIONS ABOUT THE REPORT, CONTACT US AT MARKETING@OPERAAMERICA.ORG. RESEARCH TEAMS  
INTERESTED IN PERFORMING THEIR OWN ANALYSIS OF THE DATA COLLECTED FOR THIS REPORT MAY REQUEST ACCESS.


