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A Descriptive Study on Audience Development
for the Performing Arts and its Related Theories

L

Ya-Ping Chen Jerry H. Hsia "

Abstract

The development of performing arts is pulsating with thriving prosperity in today’s
Taiwan. As a result, & sustainable management has become a vital instrument for the
performiing arts groups to find a niche and to survive in the long run.

The essence of a sustainable management Hes far beyond enhancing the essence of
the arts per se, but what a performing arts group needs is the unrelenting, dichard
support from its loyal followers amid the far and in between cultural endowment grants
available today,

One of the fundamental missions of the arts adtninistrators for the performing arts
15 fo help enhancing the communication effects in between the artists and their audiences.
To facilitate such real-time interactive communication process, it is imperative that the
arts administrators should always examine the genuine nature of their audiences,

In view of such, this study chose to take the deseriptive research approach in order
ta solidify the growing ground of the performing arts in today's Taiwan. And through the
examining of audience development and its related theories, this study found some
useful techniques and hoped to effectively assist the performing arts groups in Taiwan

developing their loyal followers,

Key Words : Performing Arts, Performing Arts Groups, Audience, Audience Development

* M.A_, Graduate Institute of the Arty, Mational Central University,

** Dn.P.AL, Associate Professor, Department of Public Administration, National Open University.
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£ Webster's New World Dictionary (1944 ) &7 » FEEEHTE TRABA ~ £
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serErt iRt o BUERYR R R FRHEBITAVAE A - RIRIE—B8E5 - David P.
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HELEHRRYSTE » David P. Hirvela sERERIFEEIN (04 -

1. 8% 18]

254

3885
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? “making or doing of things that display form, beauty, or unususl perception."# 3] & David P. Hirvela,
The Performing Arts —dn audience’s Perspective, p.d.
* £ B David P. Hirvela, The Performing Arts —An audience's Ferspective. p.3-4.
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7 2] g Adler, Alfred, Linderstanding Human Nature, p.76.

¥ % R, Kelly, George A. The Psvehology of Personal Constricts, p.145.

¥ % B Well, W. D., Life Stvle and Psychographics. Definitions, Users and Problems, p.325-363.
" 2l & Lazer, W., Life Stvic Concepis and Marketing, p.455-459,

*' 21 @ Andreasen, A. R., Leisure, Mobility and Life Style Pattern, p.55-62.
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