
It is often the case that organizations utilize 
increasingly specific types of data only as they 
grow their own budgets or staff skills. Those with 
more limited resources stick to Super-Macro data, 
moving into Macro data once they obtain greater 
resources. Only those with extensive tools and 
expertise effectively utilize Micro data.

But while this may be the path for many, it is not 
necessarily the only path...

There is a growing number of tools available to 
collect and utilize all types of data, many of them 
more and more user-friendly and affordable.

What is more important than your level of 
resources is how thoughtfully and methodically you 
integrate these types of data into your decision-
making and planning process.

Micro data is personal, very personal. Instead 
of aggregating group behavior or feedback, this 
type of data allows an organization to analyze and 
respond to individual behavior, creating a deeper and 
more personal relationship, even when many of the 
engagements are automated.

Examples of Micro Data: Individual ticket buying or 
donation history, specific geographic, demographic, 
or psychographic data appended to an individual 
audience member’s records.

The key difference between Super-Macro and 
Macro data is the specificity of the latter. While both 
sets of data may be generalized, Macro data is tied 
to a single group. While it takes more investment 
to acquire this data, it’s much easier to apply to the 
specific group’s decision making.

Examples of Macro Data: Audience satisfaction 
surveys after a specific program or event, year-over-
year trends in the volume of ticket sales, percentages 
of support at various dollar amounts.

This type of data is generalized and non-specific 
to any particular organization or audience. While 
limited in its ability to predict specifically for a single 
group or institution, it is valuable in surveying overall 
market trends, and is often relatively easy (and 
inexpensive) to access.

Examples of Super-Macro Data: An NEA Report 
on arts consumers in the United States, or a survey 
of ticket prices across multiple theater venues in a 
specific region.
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For Audience Building and the Design-Thinking Process
Understanding the Three Types of Data



Everybody likes to go somewhere “everybody 
knows your name,” as the Cheers theme song said. 
But with large audiences that can be inconsistent, 
this may feel impossible. It’s not.

It does require investment, planning, and training, 
but it is possible to keep track of individual audience 
information, historical behaviors, and preferences.

Integrate with third-party marketing tools, and 
you can create automated triggers and custom 
communications. Stay personally connected without 
having to “know everybody’s name.”

Once you’ve squared yourself with industry trends 
and best practices, you’ll still have to keep an eye on 
what your own audience and organization is facing. 
Of course, that will change over time.

By keeping track of aggregated data – ticket 
buying behaviors, cost margins, survey feedback 
– you can spot trends specific to your group, and 
respond accordingly.

Adapt before a nascent problem becomes a 
pervasive one, identify expenses your audience 
doesn’t care about and save money, etc.

It is important to maintain a firm understanding of 
the marketplace within which you operate. If ticket 
prices are growing, audiences will be more amenable 
to you increasing your rates, or they may be more 
responsive to you presenting yourself as the more 
affordable value.

Super-Macro data can be used for a variety of 
things, but perhaps most of all, it’s a way to ensure 
you’re maintaining best practices and positioning 
yourself most effectively in your market.
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For Audience Building and the Design-Thinking Process
Utilizing the Three Types of Data

1. Position Yourself 
Within the Market

2. Respond to Evolving 
Circumstances

3. Engage With Your 
Audience, Individually


