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ARTICLE INFO ABSTRACT

The Indian performing-arts sector entailing Dance, Music and Theatre has
expanded rapidly over the past years, driven by rising disposable incomes, digital
connectivity, and a renewed yet rising interest in both traditional and
contemporary forms. Despite this growth, artists and organisations continue to
struggle with limited marketing expertise, scarce financial resources, and
fragmented audience bases. This paper investigates the marketing practices of
performing-arts entities across India, with a particular focus on digital media,
content creation, and partnership strategies. Using a mixed-methods design that
combines an online survey of 212 artists and managers, semi-structured
interviews with 28 industry experts, and two in-depth case studies (Vasanth
Kiran’s Dance Bharata Kala Grama Gurukulam and the National Centre for the
Performing Arts), the study identifies key drivers of audience engagement, the
role of cultural capital, and the impact of government policies. Findings reveal
that a hybrid approach—integrating social-media storytelling, data-driven
audience segmentation, and cross-sector collaborations—significantly enhances
ticket sales and donor support. The paper concludes with actionable
recommendations for practitioners and outlines a research agenda for scholars
interested in the intersection of culture, technology, and marketing in emerging
economies.

Keywords: Performing arts, Marketing, India, Digital Media, Audience
development, Social Media

1. Introduction

India’s cultural landscape is extraordinarily diverse, encompassing classical dance forms such as
Bharatanatyam, Kuchipudi and Kathak, folk traditions like Bhangra and Garba, theatre movements ranging
from street plays to experimental avant-garde, and a burgeoning music scene that blends Hindustani,
Carnatic, and popular genres (Mishra, 2019). In 2018, the Ministry of Culture reported that the
performing-arts sector contributed INR 1.2 trillion to the national GDP, a figure that rose to INR 1.6 trillion
by 2022 (Government of India report, 2022). This growth is mirrored by an expanding middle class,
increased internet penetration (over 650 million users in 2023), and a surge in streaming platforms that have
made live performances more accessible (Singh & Rao, 2021).

Nevertheless, many artists and organisations operate on tight budgets, rely heavily on word-of-mouth
promotion, and lack formal marketing training (Desai, 2020). The disconnect between artistic production
and audience reach creates a “marketing gap” that threatens the sustainability of the sector. This paper
addresses the following research questions:
1. What marketing channels are most effective for Indian performing-arts organisations?
2. How do cultural and social capital influence audience engagement?
3. What role do government policies and digital platforms play in shaping marketing outcomes?
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By answering these questions, the study contributes to the limited but growing body of literature on arts
marketing in emerging economies and offers practical insights for practitioners.
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2. Literature Review

2.1. Arts Marketing: Theoretical Foundations
Arts marketing scholarship draws primarily on the service-dominant logic (Vargo & Lusch, 2004) and the
experience economy (Pine & Gilmore, 1999). In these frameworks, the audience is co-creator of value, and
the marketing task is to design experiences that resonate with cultural meanings (Colbert, 2017). The concept
of “cultural capital” (Bourdieu, 1986) is especially relevant in the Indian context, where attendance at a
classical concert may signal social status and reinforce identity (Mukherjee, 2018).

2.2. Digital Transformation of Arts Marketing
The rise of social media has revolutionised audience development. Studies in Western markets demonstrate
that platforms such as Instagram and TikTok enable artists to build personal brands, bypass traditional
gatekeepers, and gather real-time feedback (Kumar & Petersen, 2020). In India, YouTube has emerged as a
dominant channel for dance tutorials and performance excerpts, with some channels amassing millions of
subscribers (Patel, 2021). However, research on the effectiveness of these platforms for ticket sales remains
scarce.

2.3. Audience Development in India
Indian audiences are heterogeneous, ranging from urban elites who attend West End-style productions to
rural communities whose primary exposure to live arts is through festivals (Ranjan, 2019). A 2020 survey by
the Indian Council for Cultural Relations found that 62 % of respondents cited “lack of awareness” as the
primary barrier to attendance (ICCR, 2020). This suggests that awareness-building, rather than merely
persuasion, should be a central marketing objective.

2.4. Government Support and Policy
The Indian government’s “Arts and Culture” schemes, such as the National Cultural Fund and the scheme for
Promotion of Art and Culture (SPAC), provide grants that often require a marketing component (Ministry of
Culture, 2021). However, the bureaucratic processes involved can deter small organisations from applying
(Sharma, 2022).

2.5. Case Studies of Successful Arts Marketing in India
Two notable examples illustrate divergent strategies:
- The Mughal-e-Azam Dance Company leveraged Instagram reels and a YouTube series titled “Behind the
Curtain,” resulting in a 35 % increase in ticket sales for their 2021 season (Kumar, 2021).
- Vasanth Kiran’s Bharata Kala Grama Gurukulam, a Bangalore-based institution, combined local community
workshops with targeted Facebook advertising, achieving a 48 % rise in enrolments for its summer
programme (Vasanth Kiran, 2020).

These cases provide a foundation for the present study’s comparative analysis.

3. Theoretical Framework

The research adopts a mixed-methods approach grounded in the Technology-Acceptance Model (TAM)
(Davis, 1989) to explain how perceived usefulness and ease of use of digital marketing tools influence their
adoption by arts organisations. Additionally, Cultural Capital Theory (Bourdieu, 1986) informs the analysis of
how social networks and prestige affect audience behaviour.

4. Methodology

4.1. Research Design
A sequential explanatory design was employed:
1. Quantitative phase – Online survey of performing-arts professionals.
2. Qualitative phase – Semi-structured interviews with a subset of survey respondents and external experts.

4.2. Sampling
- Survey: 212 valid responses were collected using stratified random sampling across five regions (North,
South, East, West, Central). Participants included dancers, musicians, theatre directors, and managers.

- Interviews: 28 interviewees were purposively selected, comprising 12 artists, 8 marketers, and 8
policymakers.

4.3. Instruments
- Survey questionnaire: Adapted from Colbert’s (2017) arts-marketing scale, with added items on digital
platform usage (Cronbach’s α = .89).
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- Interview guide: Developed based on preliminary survey findings, focusing on challenges, successes, and
perceptions of government support.

4.4. Data Collection
Survey data were gathered via Google Forms between March and May 2023. Interviews were conducted via
Zoom, recorded, and transcribed verbatim.

4.5. Data Analysis
Quantitative data were analysed using SPSS 28, employing descriptive statistics, chi-square tests, and
multiple regression to identify predictors of ticket sales. Qualitative data were coded using NVivo 14, applying
thematic analysis (Braun & Clarke, 2006).

5. Results

5.1. Demographic Profile
- Organisation type: 38 % dance schools, 27 % music ensembles, 20 % theatre groups, 15 % multidisciplinary
centres.
- Annual budget: 42 % under INR 5 lakh, 34 % INR 5–20 lakh, 24 % over INR 20 lakh.

5.2.Marketing Channels and Effectiveness
Table 1 summarises the perceived effectiveness of various channels on a 5-point Likert scale (1 = not effective,
5 = highly effective).
Channel Mean Effectiveness Std. Deviation
Instagram 4.12 0.68
Facebook 3.85 0.71
YouTube 4.05 0.62
Email newsletters 3.31 0.79
Print advertisements 2.47 0.73
Radio spots 2.58 0.76
Word-of-mouth 4.38 0.55
Note: Higher mean indicates greater perceived effectiveness.
Regression analysis revealed that Instagram engagement (β = .27, p < .01) and word-of-mouth referrals (β
= .31, p < .001) were the strongest predictors of ticket sales, accounting for 38 % of variance (R² = .38).

5.3. Digital Content Strategies
Qualitative interviews highlighted three recurring themes:
1. Storytelling through short videos – Artists who posted “behind- the-scenes” clips reported a 22 % increase
in follower growth within three months.
2. Live streaming of performances – 68 % of respondents indicated that streaming on YouTube or Instagram
Live helped reach audiences outside urban centres, though monetisation remained a challenge.
3. User-generated content – Encouraging audience members to share clips using a branded hashtag
amplified reach; one theatre group saw a 45 % boost in ticket inquiries after a viral audience clip.

5.4. Partnerships and Sponsorship
- Corporate collaborations: 54 % of organisations had partnered with brands (e.g., telecom companies) for
co-branded events, yielding an average ROI of 1.8× the investment.
- Academic tie-ups: Dance academies that offered workshops in universities reported higher enrolment rates
(mean increase = 31 %).

5.5. Government Support
Only 19 % of respondents had successfully accessed government grants. The primary obstacles cited were
complex application procedures and delayed disbursements. However, organisations that received funding
reported a 27 % increase in marketing spend, suggesting a positive catalytic effect.

5.6. Case Study Insights
5.6.1. Vasanth Kiran’s Dance Bharata Kala Grama Gurukulam
Vasanth Kiran’s Bharata Kala Grama Gurukulam, founded in 2015, serves over 300 students across
Bangalore.

The institute’s marketing mix includes:
- Instagram reels showcasing student performances (average 15 k views per reel).
- Targeted Facebook ads using look-alike audiences based on interests in yoga and wellness.
- Community outreach through free workshops in local schools.
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Since implementing these tactics, enrolment in the flagship summer programme rose from 45 to 78
participants (73 % increase). Bharata Kala Grama Gurukulam also secured a INR 3 lakh grant from the State
Arts Council, which was used to produce a promotional documentary aired on regional television.

5.6.2. National Centre for the Performing Arts (NCPA)
NCPA, based in Mumbai, adopted a data-driven audience segmentation approach. By analysing
ticket-purchase history and social-media interactions, NCPA identified three audience personas: “Cultural
Connoisseurs,” “Social Seekers,” and “Young Explorers.” Tailored email campaigns and Instagram stories
were crafted for each segment, resulting in a 19 % rise in overall attendance and a 12 % increase in
membership renewals.

6. Discussion

6.1. The Power of Digital Storytelling
The findings corroborate earlier research (Kumar & Petersen, 2020) that visual, short- form content on
Instagram and YouTube significantly enhances audience engagement. The strong predictive power of
Instagram engagement underscores the platform’s role as a *primary discovery channel* for Indian
performing-arts audiences.
6.2.Word-of-Mouth as a Digital-Era Phenomenon
While traditional word-of-mouth remains potent, its effectiveness is amplified in the digital age through
online reviews, social-media shares, and influencer endorsements. This hybrid form of “e-word-of-mouth”
should be cultivated via incentivised referral programmes and community-building initiatives.
6.3. Cultural Capital and Audience Segmentation
Bourdieu’s notion of cultural capital helps explain why certain audience segments (e.g., urban, educated
professionals) are more responsive to high-art forms. Marketing messages that highlight *social prestige*,
*educational value*, and *exclusive experiences* resonate strongly with these groups, as observed in NCPA’s
segmentation strategy.
6.4. Government Grants as Catalysts
Although the application process is cumbersome, the positive correlation between grant receipt and increased
marketing spend suggests that *targeted subsidies* could yield disproportionate returns for the sector.
Streamlining the application process and providing mentorship on marketing utilisation could enhance
impact.
6.5. Challenges in Monetising Digital Content
Live streaming offers reach but struggles with monetisation. The study identified *ticket- linked virtual
experiences* (e.g., pay-per-view workshops) and sponsored content as viable revenue streams that require
further exploration.

7. Implications and Recommendations

7.1. For Practitioners
1. Develop a cohesive digital content calendar that prioritises short, story-driven videos on Instagram and
YouTube.
2. Leverage data analytics to create audience personas and tailor messaging accordingly.
3. Invest in referral programmes* that reward both the referrer and the new attendee (e.g., discount codes).
4. Pursue hybrid funding by combining government grants with corporate sponsorships, ensuring that
marketing budgets are earmarked for digital outreach.
5. Create community platforms (e.g., WhatsApp groups, Discord servers) to foster ongoing engagement and
gather feedback.

7.2. For Policy Makers
- Simplify grant application forms and provide pre-application workshops on marketing plan development.
- Establish a matching-grant scheme where government funds are matched by corporate sponsors,
encouraging private sector involvement.
- Encourage public broadcasters to allocate prime-time slots for cultural programming, thereby increasing
visibility.

7.3. For Researchers
- Conduct longitudinal studies to assess the long- term impact of digital marketing on audience loyalty.
- Explore the role of emerging technologies (e.g., augmented reality backstage tours) in enhancing the
performing-arts experience.
- Investigate regional variations in marketing effectiveness, particularly in less-studied areas such as
Northeast India.
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8. Limitations

The study’s cross-sectional design limits causal inference. Moreover, the sample is skewed toward urban
organisations, potentially under-representing rural practitioners. Self-reported data may be subject to social
desirability bias, especially regarding the use of digital tools.

9. Conclusion

Performing-arts marketing in India stands at a pivotal juncture where digital innovation, cultural capital, and
government support intersect. By embracing a hybrid strategy that blends compelling visual storytelling,
data-driven audience segmentation, and strategic partnerships, arts organisations can broaden their reach,
increase ticket sales, and build sustainable audiences. The case of Vasanth Kiran’s Bharata Kala Grama
Gurukulam illustrates how modest investments in targeted social-media advertising and community
outreach can yield substantial enrolment growth, while NCPA’s data-centric approach demonstrates the
value of sophisticated audience insights. Future success will depend on the sector’s ability to translate digital
engagement into tangible economic outcomes, a challenge that both practitioners and policymakers must
address collaboratively.
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Appendices

Appendix A: Survey Questionnaire (selected items)
1. Which of the following best describes your organisation? (Dance school, Music ensemble, Theatre group,
Multidisciplinary centre, Other)
2. On a scale of 1–5, how effective do you find Instagram for promoting your performances?
3. Please indicate the average monthly budget allocated to marketing (in INR).

Appendix B: Interview Guide
- Can you describe a recent marketing campaign that you considered successful?
- What challenges do you face when trying to reach new audiences?
- How has government funding influenced your marketing activities?
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Appendix C: Case Study – Vasanth Kiran’s Dance Bharata Kala Grama Gurukulam (Detailed)
Background: Established 2015, 12 faculty members, 300+ students.
Marketing mix: Instagram reels (15 k avg. views), Facebook look-alike ads, community workshops.
Results: Summer programme enrolment ↑73 %; grant utilisation → promotional documentary.

Appendix D: Case Study – National Centre for the Performing Arts (Detailed)
Background: Major urban venue, 1,200-seat theatre, 150+ annual productions.
Strategy: Data-driven audience segmentation; targeted email & Instagram campaigns.
Outcomes: Overall attendance ↑19 %; membership renewals ↑12 %.


