Eastern Europeans
for
Dummies

An evaluation of There There’s performance at Rich
Mix on 18th March 2016

Introduction
On Friday 18th of March, There There performed Eastern Europeans for Dummies at Rich
Mix. There were two performances (one at 16:30 and another at 19:30). The company
aimed to gather a diverse audience for the performances; a particular focus was placed on
engaging with Eastern European audiences, who are less likely to participate with
performing arts than British audiences. Furthermore, There There aimed to create a
performance that would facilitate alternative, integrated discussions on contemporary
immigration between audience members from Eastern Europe, the UK and other countries.
This evaluation looks at how successful the project was in engaging with Eastern European
audiences well as engaging with a diverse audience (Eastern European, other immigrant and
British). It also looks at how successful There There were in creating a performance that
offered their audiences an opportunity to share and express their views on immigration. It
does this through looking at the profile of audience at the performances, how they were
engaged with the performances and their attitudes towards the performances.
The evaluation is based on a paper questionnaire handed out at the end of each of the
performances at Rich Mix on Friday 18/3/2016. 83 out of a total of 146 audience members
completed the questionnaire. The paper questionnaire included questions on the audience
demographics, how they heard about the performance and their views and experiences of
the performance (the full paper questionnaire is included in the Appendix).
The report is structured around three sections:


The first section looks at the profile of the audience to describe the audience present at
the performances and assess how successful There There were in engaging with an
Eastern European audience, as well as non-Eastern European (British and other
immigrant) audiences. Engagement with Eastern European and overall diverse audience
was one of the project’s key aims.



The second section looks at how successful There There were in engaging with new
audiences, another key aim, and looks at how audience members heard about the
performance to try to provide learning for the company on engaging with their
audiences.



The third section looks at the audiences’ attitudes to the performance to understand
how successful There There were in creating a space to share and express different
views on immigration.
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Section 1: The audience
This section describes the profile of the audience, assessing how successful There There
were in engaging with an Eastern European audience. It also describes the nationality of
other audience members to understand how successful There There were in engaging with
a broader non-Eastern European audience. The age range that There There attracted to the
performance and their cultural habits are also examined. To do this, this section looks at
responses to questions asked in the paper questionnaire about audience members’
nationality, age and how often they attended theatre, live art or performance events and
shows. After the questionnaires were returned, audience members’ responses to the
nationality question were re-coded as 'Eastern European' and 'non-Eastern European'. This
was done to help distinguish the profile, views and experiences of these two groups in the
analysis.
The findings show that There There engaged with a large Eastern European audience, but
also engaged with a wider audience of non-Eastern Europeans. Figure 1 shows that the
audience was almost evenly split between members from Eastern European countries (52%)
and non-Eastern European countries (48%). The detailed responses from the nationality
question in the paper questionnaires show that audience members came from a wide range
of Eastern European countries (10), including Romania, Poland, Serbia and Ukraine.
Audience members also came from a wide range of non-Eastern European countries (13),
including the UK, Brazil, Denmark and South Africa. The findings show that There There
were successful in engaging with an Eastern European audience as well as a broader range
of nationalities.
Figure 1 Audience members’ nationality
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The findings also show that There There engaged with an audience from a wide age range.
As figure 2 shows the majority of the audience were aged between 25 and 44, with over half
of the audience aged 25-34 (54%), while just under a third were aged between 35 and 44
(30%). Just under a tenth (7%) were aged between 18 and 24; just under a tenth (9%) were
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aged 45 or older. This suggests that the performance had a broad appeal across different
age ranges, although the majority of participants were aged between 25 and 44.
Figure 2 Audience members’ age ranges
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The findings also show audiences with diverse cultural habits. As figure 3 shows, while just
over two fifths of the audience (44%) said that they attend a theatre, performance or live
art show or event at least once every month, a fifth (20%) also attended as frequently as
once a week. Just over a quarter (28%) attended at least once every two weeks, while just
under a tenth (9%) attended only around once every year. These finding show There There
engaged with audience members with broad cultural habits, ranging from members who
attended similar events and performances as frequently as once a week to only about once
a year.
Figure 3 Audience members’ cultural habits
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To help understand whether there were any differences in the cultural habits of Eastern
European audiences and other audience members, these responses were compared
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between audience members from Eastern European and non-Eastern European countries.
As figure 4 shows, audience members from non-Eastern European countries were more
likely to attend at least once a week (24% compared to 12%) while audience members from
Eastern European countries were more likely to attend at least once every two weeks (34%
compared to 24%). Both groups were about as likely to attend at least every month (46%
compared to 42%) and at least once a year (7% compared to 11%).
Figure 4 Eastern European and non-Eastern European audience members’ cultural habits
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The findings presented in this section show that There There were successful in engaging
with an Eastern European audience, a core aim of the performances. They were also
successful in attracting an audience from a broad range of nationalities and audience
members from Britain, another aim of the performances. The performances also attracted a
diverse age range and also attracted an audience with diverse cultural habits, suggesting
that the audiences for both performances had a broad and diverse profile.
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Section 2 Audiences’ sources of information about the performance
This section looks at how successful There There were in engaging with new audiences
through looking at the audiences’ past experience of There There and Rich Mix and
understanding how audiences heard about the event. It does this to try to assess how There
There engaged with their audiences to provide some insights for future performances.
The findings show that a majority of the audience had never been to a performance by
There There before, showing that There There were successful in engaging with a new
audience. As figure 5 shows just over four fifths of the audience (81%) had never been to a
performance by There There before, while just under one fifth had (19%). When looked at
by where audience members were from, the majority of both Eastern European (83%) and
non-Eastern European (79%) audience members had never seen There There perform
before.
Figure 5 Audience members’ experience of There There
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In comparison, as figure 6 shows, audience members were about as likely to have visited
Rich Mix before (49%) as they were not to have visited Rich Mix before (51%) for a similar
event. When looked at by where audience members were from, there was almost no
difference from the overall audience profile. About half of both Eastern European (50%) and
non-Eastern European (51%) audiences had been to Rich Mix before. Despite being more
likely to have visited Rich Mix before than to have seen There There before, the findings still
suggest that There There were also successful in introducing a significant proportion of the
audience to Rich Mix for the first time.

5

Figure 6 Audience members’ experience of Rich Mix
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A key element of There There’s approach to engaging with Eastern European and other
audience members interested in immigration, was their marketing and communication
strategy. The findings from the paper questionnaire show that audience members heard
about the performances from a wide variety of sources and primarily through word of
mouth and Facebook. As figure 7 shows, half of the audience members had heard about
Eastern Europeans for Dummies from a wide variety of sources (50%). Just under a third
(31%) of audience members had heard about the event from There There, while a tenth had
heard about it from Rich Mix (10%). Similarly just under a twentieth had heard about it from
the Romanian Cultural Centre (6%) and Counterpoints Arts (4%). When looked at by where
audience members were from, there was little difference between both groups, although
non-Eastern European members were slightly more likely to hear about the performance
from There There (36% compared to 21%) while Eastern European audiences were more
likely to hear about it from Rich Mix (14% compared to 5%).
Figure 7 Audience members’ sources of information about the performance
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Audience members were also asked how they heard about the performance. As figure 8
shows, just over two fifths of audience members (43%) had heard about the performance
through ‘word of mouth’, while just under a third (30%) had heard about the performance
through Facebook. Just under one fifth (18%) had heard about it through other sources,
while just under a tenth (8%) had heard about it through an email list or newsletter. When
looked at by where audience members were from, members from Eastern European
countries were more likely to hear about it through Facebook (39% compared to 21%),
while audience members from non-Eastern European countries were more likely to hear
about it through word of mouth (49% compared to 39%) and through other sources (23%
compared to 12%).
Figure 8 Audience members’ method of information about the performance
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The findings presented in this section show that There There were successful in engaging
with new audiences. While the majority of the audience heard of the performances from a
broad range of sources, making it difficult to identify key sources, this does suggest that it’s
important to target a wide range of sources to communicate and market the performance
to There There’s audiences.
However, the findings also show the role that migrant organisations like the Romanian
Cultural Centre and the Counterpoints Arts played. The findings show that word of mouth
was an important mechanism for communicating the event, as was Facebook.
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Section 3 Audience members’ attitudes to the performances
This final section looks at the audiences’ attitudes to the performance. It does this to
describe how the audience experienced the performance and assess how successful There
There were in creating a space to share and express different views on immigration. It does
this through using the responses to four sliding scale questions. These questions aim to
understand audience members' views towards how challenging they found the
performance, whether it made them think differently about any of the performance's
themes, how much interaction they had with other audience members and whether they
felt the performance reflected their life.
The findings show that audience members were more likely to feel within their comfort
zone. As figure 9 shows, just under two thirds of the audience (60%), two thirds of the
Eastern European audience members (66%) and just under half of non-Eastern European
audience members (55%) said they felt closest to being within their comfort zone. NonEastern European audience members were more likely to say they felt challenged and
provoked by the performance (26%), while Eastern European audience members were most
likely to feel neither in their comfort zone nor challenged and provoked (24%).
Figure 9 I was mostly in my comfort zone / I felt challenged and provoked
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Looking at whether the audience felt there was nothing much new for them in the show or
whether the show got them thinking about things differently, figure 10 shows that the
audience was most likely to feel that the performance got them thinking about things
differently (42%), with very little difference between Eastern European (41%) and nonEastern European audience members. The findings also show that Eastern European
audience members were more likely to feel that there was nothing much new for them
(32% compared to 24%). Non-Eastern European audience members were more likely to feel
that neither that there was nothing new for them nor that the performance got them
thinking about things differently (33% compared to 27%).
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Figure 10 There was nothing much new for me / It got me thinking about things differently
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When asked whether they didn’t have much interaction with other audience members or
whether it felt good to be sharing experiences with other audience members, figure 11
shows that the majority of the audience felt they were sharing with other audience
members (41%), although about one in three felt that they didn’t have much interaction
with other audience members (32%). Eastern European audience members were more likely
to say that they had no interaction with other audience members (38% compared to 26%).
Non-Eastern European audience members were most likely to feel neither that they didn’t
have much interaction nor that it felt good to be sharing (31% compared to 23%).
Figure 11 I didn't have much interaction / It felt good to be sharing
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When asked whether the performance didn’t say much about their life or whether it
resonated with their life, figure 12 shows that the majority of the audience felt that the
performance resonated with their life (57%), while just under a fourth felt it didn’t say much
about their life (23%). Eastern European audience members were most likely to feel that the
performance resonated with their life (63% compared to 52%), while non-Eastern European
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audience members were more likely to feel that the performance didn’t say much about
their life (26% compared to 20%).
Figure 12 It didn't say much about my life / It resonated with my life
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Finally, audience members were asked whether they would recommend the performance to
a friend as an indication of how they rated the performance. As figure 13 shows, when
asked whether they would recommend Eastern Europeans for Dummies to a friend, almost
all audience members said that they would (99%), indicating that the vast majority of the
audience highly rated the performance.
Figure 13 Whether audience members would recommend the performance to a friend
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This section has shown that while the majority of the audience felt within their comfort
zone, they were more likely to think differently about some of the performances themes,
feel that they had the opportunity to share with other audience members and that the
performance spoke to their life experiences.
There were also some important differences between Eastern European and non-Eastern
European audiences. Eastern European audience members were more likely to feel in their
comfort zone and feel the performance spoke to their lives, while non-Eastern European
audience members were more likely to feel they had a chance to share with others and
think about the themes of the performance differently.
These findings suggest that There There were successful in their aims of creating a space
where audience members could share and express different views on immigration.
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Conclusion
This report has looked at how successful There There were in engaging with an Eastern
European audience and other audiences interested in immigration, highlighted the key
sources of information audiences used to hear about the performances and assessed how
successful There There were in creating a space to share and express different views on
immigration through examining audiences’ attitudes towards the performance.
The findings, based on responses to a paper questionnaire collected after the performances,
show that There There succeeded in engaging with a significant Eastern European
audience, a key aim of the performances. The responses also showed that a significant
proportion of the audiences came from other countries, showing that There There
succeeded in engaging not just with an Eastern European audience, but also with a wider
audience, with a varied age range and cultural habits, also a key aim of the performances.
The findings also showed the importance of targeting a wide range of sources with
marketing and communicating strategies. The findings show that a majority of the audience
had never seen There There before, while about half of the audiences had never been to
Rich Mix for a similar event before, showing that There There were successful in engaging
with a new audience. The findings show that the majority of the audience heard about the
performance from a variety of sources, making it difficult to assess how There There
achieved this. However, the findings also showed that a significant proportion of the
audience heard about the performance from There There and through migrant focused
organisations like the Romanian Cultural Centre or Counterpoints Arts. Word of mouth was
an important mechanism for communicating the event, but the findings also suggest that
There There’s activities on Facebook played an important role.
The findings show that the majority of the audiences felt that the performance gave them a
chance to share their experiences with others, it got them thinking about things in the
performances differently and that it resonated with their own life experiences. This suggests
that There There were successful in creating a space for audience members where they
could express and share their experiences of immigration. The findings also showed
important differences between Eastern European and non-Eastern European audience
members. Finally, when asked, almost all audience members said that they would
recommend the show to a friend.
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Appendix – Eastern Europeans for Dummies feedback form
Please take a moment to provide us with some feedback – it helps us understand our audiences better and develop our work
1. Have you been to a performance by There There before?

Yes

No

2. Have you been to a performance at Rich Mix before?

Yes

No

3. Would you recommend Eastern Europeans for Dummies to a friend?

Yes

No

4. Who did you hear
about Eastern
Europeans for
Dummies from?

Rich Mix

There There

Counterpoints
Arts

Romanian
Cultural Centre

Other

5. And how did you
hear about Eastern
Europeans for
Dummies?

Facebook

Twitter

Email list /
Newsletter

Word of mouth

Other

6. Here are some statements that people might use to describe Eastern Europeans for Dummies. For each pair,
please mark a point on the scale towards whichever is closest to your experience of watching the performance
today.

I was mostly in my comfort
zone











I felt challenged and
provoked

There was nothing much new
for me











It got me thinking about
things differently

I didn’t have much interaction
with other audience members











It felt good to be sharing the
experience with other
people

It didn’t say much about my
life or experiences











It resonated with my life or
experiences

7. How often do you go to
theatre, performance or live
art shows and events?

About once a
week

8. What age are you?

18 – 24

25 – 34

About once every
two weeks

35 – 44

About once every
month

45 – 54

55 – 64

About once every
year

65 years or
older

9. Where are you from (please specify):
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