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FOREWORD

In this Conference Proceedings, we bring papers from the International
Scientific Conference European Realities — Movements, the fourth one in
continuation that started in 2013. The conference is engaged in interdisci-
plinary research and analysis of cultural, educational, artistic and scientific
policies in the European environment, as well as their consequences on
specific aspects of contemporary social and cultural context. The theme
of this year’s meeting organized by the Academy of Arts and Culture in
Osijek is MOVEMENTS, in a broadest sense, and related to inevitable
adjustments of culture, management, creative industries, media and public
communications in general to digital environment.

In other words, the questions that were tried to be answered at the con-
ference were no longer whether we would adapt to new cultural, media
and economic trends, but what is the mode of this adjustment and with
which far-reaching consequences. Digital revolution, social media, fake
news, cultural production as a supplier led process and many other current
social and cultural phenomena must also encourage academic community
to take a scientific and analytical approach to face the growth of so called
influencer-driven culture and the omnipresent “University of YouTube”
denouncing and calling to the responsibility of social media and broader,
internet platforms where they have to prove they care about the truth
and serious journalism, or will be properly forced to do so by European
regulation. Art, science and culture also need adjustments to new ways
of closing the loop of artist, audience, people and place, respecting at the
same time the creative processes and the need to understand the market
forces that are leading it. The rise of self-~employed workers in cultural and
creative industries, especially in the design and media industries needs to
be mentioned as well as the fact that their career raise is not led by money
but rather by its impact on the world.

The answers to questions how to adjust depend on a collaborative and
flexible approach, but also on the emerging new collaborative spaces. In
this sense, it is precisely the movements in new directions, innovative and
attractive solutions and more provocative reflections that will strengthen
the synergy between activities in culture, economy, especially cultural and
creative industries and public communications, enabling the establishment

sBuUIPe801d 82UBIBJUOD | ,SIUBWBAOI — SBI}|ESY UBSd0INT” 90USIB4UOY BOUBIIS [BUOITRUIBIU| b | STILITYIH NVIJOHNT | SINIWIAON



MOVEMENTS | EUROPEAN REALITIES | 4" International Science Conference ,European Realities - Movements” | Conference Proceedings

10

of a stimulating research platform to be summarized in the fundamental
goals of our gathering which were also achieved by publishing papers in
this Proceedings. There are three sections within this edition:

1. Culture and Creative Industries
2. Culture and Media
3. Culture and Society

in which we make significant and, above all, current contributions to some
future cultural, communication and economic movements in the society
that we live in.

The Conference was attended by more than 130 participants from ten
different countries (Bosnia and Herzegovina, Croatia, Hungary, Italy, Ni-
geria, Portugal, Serbia, Slovakia, South Korea, Spain) and altogether 42
paper is accepted for publication.

The interest for the conference by researchers coming from other coun-
tries indicate that the overall topic and research stimulation in order to
strengthen the synergy between activities in culture, economy, especially
cultural and creative industries and public communications is highly rele-
vant and should be continued as a conference theme.

At this point it should be mentioned that a second volume of Conference
Proceedings written in Croatian — Movements 2020 — that has been pub-
lished, also brings the works of participants of the International Scientific
Conference European Realities — Movements. These proceedings, we dare
to say, complement each other perfectly and make a valuable contribution
to the scientific reflections of the extremely dynamic changes in the fields
of culture, media and management that we witness every day.

We would like to once again thank the members of the organizing and
program committee, the editorial board and reviewers who have worked
very hard in reviewing papers and making valuable suggestions for the
authors to improve their work. We also would like to express our gratitude
to all authors and colleagues for contributing their research results to the
Conference and this Proceedings.

Marina Dukié, PhD, Assistant Professor
Executive Editor

Osijek, December 2020






|. Culture and
Creative Industries



Iva Buljubasic¢’
Josipa Mijo¢?
Ivana Jobst?

AN EMPIRICAL EXAMINATION OF PROMOTIONAL
ACTIVITES IN CROATIAN THEATRES

Original scientific paper

Abstract

Today, theatres are testing numerous ways to attract audiences, especially among
younger age groups. The lack of funding for promotional activities often requires
theatres to use unconventional marketing methods whose effects, and ultimately the
need for them, are not sufficiently explored. The aim of the paper is to examine
the potential and role of unconventional theatre activities in attracting younger age
groups as audiences, identifying the reasons for vising the theatre, as well as defin-
ing socio-demographic characteristics related to younger people’s decision to visit
theatres.

The conducted empirical research was aimed at young individuals, undergraduate
and graduate university students. The data were collected at three Croatian uni-
versities using the “pen-and-paper” method in 2019 (n = 616). Descriptive and bi-
variate statistics were used to analyse collected data. The research findings revealed
that younger age groups are aware of the potential of unconventional marketing,
especially those who visit theatres (p < 0.001). The paper also analyses the factors
that affect theatre attendance of young people. It was also confirmed that certain
socio-demographic characteristics (the use of social networks, volunteering and par-
ents’ experience in attending theatres) can be a determining factor in young people’s
decision to visit theatres.

Keywords: creative industries, cultural activities, statistical analysis, theatres, un-
conventional marketing
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Introduction

Creative industries are a measure of the development and innovation of a
society based on knowledge, project work and the ability to be the source
of prototypes protected by copyright (Horvat and Mijo¢, 2020). Creative
industries emerged at the end of the last millennium, and its institution-
alization soon came to fruition in developed countries, where its econom-
ic and social role was reaffirmed. The European Union sees the creative
industries as one industry composed of cultural and creative sectors such
as design, architecture, computer games, marketing communication, pub-
lishing, and ultimately, performing arts, or theatre. According to Horvat
etal. (2018), creative industries contribute to the development of economy
as a whole, have export potential, and are based on innovation and talent
development. An insight into the current state of Croatian creative indus-
tries was made in 2015 (Rasi¢ Bakari¢ et al.), as well as a suggestion for
future organization of creative industries, based on twelve sectors. New
business concepts and projects are creating conditions for self-employment
in the growing project industry, which is currently in the formative phase

in the Republic of Croatia (Jobst, 2018).

This paper examines young people’s views on cultural activities, commit-
ment to theatre events, and describes the socio-demographic characteris-
tics of respondents. The research focus of the paper was on examining the
potential and role of unconventional theatre activities in attracting young
people as audiences, identifying reasons for (not) attending theatre, and
determining which socio-demographic characteristics affect the decision
of young people to visit theatres.

Pine and Gilmore (1998) admonish that the economy is constantly devel-
oping and moving forward towards a modern and technological economy,
i.e. in the direction of experience-based economy. Consequently, this pa-
per emphasizes the importance of creative industries in the new millen-
nium, since creative industries are largely made up of domestic products,
and production is based on unlimited resources of individual creation,
scientific and technological innovation, and in the end, national cultural
heritage will be crucial.



Theoretical Background

According to Brown (2001, 13) and Abfalter (2008, 91), the words theatre
and drama have Greek origin. In the theatrical lexicon written by Brau-
neck and Schneilin (1992, 950), multiple definitions of the word theatre
can be found:

* In terms of the building or house where performances take place,

* In terms of artistic practice, artistic conception, staging and rep-
resentation of characters through artists,

* In terms of theatre operating system with all aspects, forms and
subsystems.

The above definitions cannot be viewed separately, they have to be viewed
together to get the picture that theatre is a complex and artistic institution
that interconnects aspects of operational and artistic work. According to
theatrologist and author Batusi¢ (1991, 13), a theatre can be:

* Any kind of building, that is, a specially marked place for the
performance of representative arts (drama, opera, operetta, ballet,
events, etc.). Accordingly, the theatre space becomes any locality
that is activated as a stage by the simultaneous participation of
performers and spectators, i.e. the audience in it (street, square,
garden, church, feudal castle, civic house, etc.),

* An institution, body or artistic organization which, regardless of
social, legal, educational or financial status, prepares, organizes
and performs theatre performances.

If we analyse all the above characteristics, it can be concluded that theatre
has a great social and cultural significance in society because it provides
space for artistic expression as an institution and a building. Schmidt
(2012, 18) claims that theatres are cultural enterprises that are required to
show performances like acting, opera, operetta, musicals, concerts, dance
or ballet. According to Balme (2011, 11), theatre has conceptual multidi-
mensionality: as a building, as an activity from the viewer’s or artist’s point
of view, as an institution, and as an area of aesthetics. Also, according to
Chytkova et al. (2012), theatre has a very important role in tradition.
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2.1. Defining Unconventional Marketing

With the release of the book “Guerrilla Marketing” in 1983 by Jay Conrad
Levinson, the “father” of guerrilla marketing, the public was introduced
to a new revolution in marketing, a revolution that presented two ideas:
a) marketing does not have to be expensive to be successful, and b) selling
is the easiest job in the world. Today, guerrilla marketing is the subject
of interest for many scientists (and practitioners such as entrepreneurs,
managers, etc.), but Kuttelwascher (2006) finds that it has not yet been
sufficiently scientifically analysed. According to Anlager et al. (2013) and
Baack et al. (2008), guerrilla marketing is a synonym for unconventional
marketing.

Nowadays, guerrilla marketing is also considered to be an art and it is not
only based on a grand idea, but also on the fact that it is capable of con-
necting with a well-defined target market. Guerrilla marketing is based on
creative marketing, and the key to creative marketing is an intelligent and
cunning strategy (Levinson, 2008).

Typical guerrilla marketing strategies are provocative (Hutter and Hoff-
mann, 2011), unexpected (Schwarzbauer, 2009), catchy (Huber et al.,
2009), rebellious (Meier, 2014), untraditional (Sandber et al., 2006), and
unusual. They cause surprise in unexpected situations and in unexpected
places to impressively create interest in the surroundings. Bruhn et al.
(2009), Bartizan (2009), Omar et al. (2009), Prevot (2009), Emsdetlen-
er (2001), Andrews (2011), and Serazio (2009) also put emphasis on the
surprise effect.



Table 1. Overview of guerrilla marketing definitions
Source: Buljubasié et al. (2016)

Year

Authors

Definition

1984

Levinson, J. C.

Guerilla marketing is a method for small businesses, based on
human psychology rather than on prejudice and bargaining.
Primary investment in marketing should be time, energy and
imagination. At the end of the month, companies no longer count
the number of sold products or services, but rather the obtained
number of connections in business.

Guerilla marketing is based on the energy managed by
intelligence and it focuses on the essence of an idea.

Guerrilla marketing is an unconventional way of achieving
conventional goals.

2004

Gallagher

Guerilla marketing is a method by which one company wants
to differentiate from other companies in the market. Guerilla
marketing aims to help a particular entity to be different from
others in the market because, according to guerrilla marketing,
that is the way to success.

2004

Kaikati and Kaikati

Guerilla marketing is an alternative to conventional methods of
advertising and it is more personalized. Guerilla marketing targets
smaller groups of consumers and its message is not aimed at the
masses, but rather at a target group. Guerilla marketing can be
only an alternative, but in some companies (and even in some
cultural institutions) guerilla marketing is becoming the “common”
way of thinking.

2006

Kaden, R. J.

Guerrilla marketing is an unconventional way of achieving
conventional goals.

2008

Levinson and Burkow

Guerilla marketing is a method that provides additional profit
using unconventional methods.

2012

Ali and Goripath

Guerilla marketing is a state of mind and a different way of
thinking by which a company increases its competitiveness in the
market and reaches a target group easier.

2013

Adeniyi and Ige

Guerilla marketing is like love, it will find you at the moment when
you least expect it, and you will not be able to stop thinking about
what you have seen or experienced.

2014

Fong and Yazdanifard

Guerilla marketing is a technique by which companies increase
their value and fulfill their mission.
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According to all the definitions provided above, it can be concluded that
guerrilla marketing is a different and alternative way of thinking or a tech-
nique used for reaching conventional goals with unconventional methods.
Prior to a large budget comes a large amount of energy and imagination.

Generation Y — Definition and Characteristics

Generation Y comes after Generation X, and names Millennials, Next
Generation and Google Generation are used in the Anglo-Saxon area,
while Internet Generation, Net Generation and Generation Y are more
used in Croatia. This generation was born between the early eighties
(around 1983) and mid-nineties (around 1996).

Authors Lammiman and Syret (2005, 7) say that Generation Y is the
first generation to grow up with the most important technological ad-
vancements after the Industrial Revolution, and that its members have
mastered their use. Don Tapscott, the most prominent guru of the digital
age, stated in 2000: “For the first time in the history of humanity, chil-
dren are better able to cope, know more and are better versed in the most
important innovation of modern society — the Internet.” Tulgan (2009)
states that Generation Y members have embraced a free-thinking mindset
that evolved as a result of their experience with the Baby Boomer Genera-
tion. Although they possess exceptional technical skills, a strong desire to
learn, and a high degree of confidence and ambition, they lack the sense
of vulnerability and uncertainty that characterizes the reality of the new
economy (Lammiman and Syret, 2005, 18).

Jovanovski (2012, 123) describes Generation Y as smart, creative, opti-
mistic, achievement-oriented and technologically aware. This young gen-
eration, as the author goes on to say, seeks creative challenges, personal
growth and meaningful careers. They are looking for supervisors and
mentors who are engaged in their professional development. They are ex-
cellent multitaskers and prefer email and SMS communication more than
face-to-face interaction.

When it comes to the connection between Generation Y and guerrilla mar-
keting, according to authors Dinh and Mai (2015) and Tam and Khoung
(2015), Generation Y is affected by guerrilla marketing in advertising.



Research Methodology

The conducted survey focused on assessing the perception and efficacy of
specific promotional activities that can be related to the theatre. The stu-
dent population was asked to evaluate the effects of theatre promotional
activities. Data were collected in three Croatian university cities (Osijek,
Varazdin and Rijeka) using the “pen-and-paper” method in January and
February of 2019 (n = 616). The data collection instrument used for the
purposes of this survey was a highly structured questionnaire. The ques-
tionnaire represents a useful data collection method when a researcher is
oriented towards a large number of respondents (Horvat, 2011). The ques-
tionnaire comprised the following five sections: 1) Evaluation of cultural
events — 37 items; 2) Getting informed about cultural events — 2 items;
3) Theatre events — 39 items; 4) Unconventional theatre marketing — 18
items; 5) Lifestyle and socio-demographic characteristics — 18 items.

The purpose of this research was to examine promotional activities in
Croatian theatres from the perspective of young people. Based on previ-
ous research and the developed research process, three hypotheses were
formulated:

H1: Unconventional marketing is suitable for attracting a young
audience.

H2: There is a statistically significant difference in reasons for
visiting the theatre among younger age groups.

H3: Socio-demographic characteristics can be a determining fac-
tor in young people’s decision to visit theatres.

The respondents were undergraduate and graduate university students (n
= 616) and sample characteristics are presented in Table 2.
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Table 2. Sample description

Variable N %
Gender Male 166 279
Female 429 721
Student status Full-time student 382 64.7
Part-time student 208 35.3
One’s own income Yes 29 443
No 325 55.7
Educational Humanities 498 80.8
background Arts 18 19.2
First, undergraduate level 265 447
Second, undergraduate level 45 7.6
Year of study Third, undergraduate level 51 8.6
First, graduate level 193 32.5
Second, graduate level 39 6.6
In the last year, | visited... N % of Yes
Cinema 532 86.4
Concert 440 7.5
Sports event 406 66.0
Historical monument/building 360 58.5
Theatre 344 55.9
Reading a book 331 53.8
Watching/listening to a cultural radio/TV programme | 326 53.0
Public library 314 511
Museum or gallery 310 50.4
Festival 245 39.8
Ballet, dance or opera performance 221 35.9
Book presentation 216 35.1

The majority of the sample consisted of women (72.1%) with an educa-
tional background in humanities (80.8%) and without their own income
(55.7%). The average respondent age is 23.62 (std. deviation = 4.430). By
analysing the attendance of individual cultural events that were attended
by the respondents in the last year, it can be seen that attending cinemas
(86.4%) and concerts (71.5%) is emphasized, while 55.9% of our respond-

ents visited theatres in the last year.



Since the paper explores the visibility of promotional activities of theatres
among the young population, it is necessary to analyse a variable that
deals with the use of social networks (multiple response variable).

Table 3. Social networks
Dichotomy group tabulated at value 1.

Social networka :esponses % Percent of Cases
o
Facebook 564 31.8% 92.5%
Instagram 465 26.2% 76.2%
LinkedIn 33 1.9% 5.4%
Twitter 58 3.3% 9.5%
Snapchat 139 7.8% 22.8%
YouTube 471 26.6% 77.2%
Others 40 2.3% 6.6%
None 4 0.2% 0.7%
Total 1774 100.0% 290.8%

Almost all respondents use the social network Facebook (92.5%). Accord-
ing to frequency of use, YouTube (77.2%) and Instagram (76.2%) are the
next two most used social networks, while the percentage of use of other
networks is less than 10%.

Table 4. Degree of satisfaction with the offer in my town/village

Std.
N Mean deviation
Theatre performances 609 3.21 1.085
Cultural events 608 347 1.088

Table 4 shows that respondents gave neutral answers (average score of
approximately 3) to both questions. It can be seen that they are almost
equally (dis)satisfied with the cultural content of the city they come from.
Therefore, results indicate the potential and possibility of future improve-
ment of cultural offer if appropriate promotional activities are applied to-
wards the target group of young individuals.
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Data were analysed using the IBM SPSS Statistics 23. Descriptive and
bivariate statistical analyses were used to examine and describe the data.
Specifically, independent sample t-tests were used to determine the sig-
nificance of difference in mean scores of each construct regarding the
respondent’s answer to visited theatre within last 12 months. Spearman’s
correlation coeflicient was used to determine the relationship between the
level of interest in visiting the theatre and the reasons for using social
networks. Finally, nonparametric statistical procedure chi-square test ex-
amines dependence between the selected socio-demographic variables and
the decision to visit or not to visit the theatre.

Results and Discussion

The respondents’ interests in cultural events were measured on a 5-point
Likert scale. The Likert scale is used to measure viewpoint, satisfaction,
intentions, biases and other related research concepts in social and hu-
manistic research (Horvat and Mijo¢, 2019). Respondents expressed the
highest rate of interest in cinema (Mean = 4.53), concerts (Mean = 4.37),
sport events (Mean = 4.09), theatres (Mean = 3.78), and festivals (Mean =
3.74). Respondents expressed a somewhat lower interest in events such as
visiting public libraries (Mean = 3.19), ballet, dance or opera performance
(Mean = 3.01), and book presentations (Mean = 2.96). Looking at cultural
interests as a whole, theatre attendance is in fourth place, and the follow-
ing section of the paper will summarise elements that influence the change
in interest in attending theatre events, as well as examine the potential of
different marketing methods among a young audience.

Ten items in rotated factor matrix (the Varimax method using Kaiser’s
criterion) are classified into three dimensions with a total variance expla-
nation of 62.886%. The three dimensions are related to the following ap-
proaches towards marketing activity in theatre: no need for marketing (e.g.
item: promotion is not important if theatres have a high level of service
quality), unconventional marketing (e.g. item: creativity and innovation are
the future of theatre marketing) and conventional marketing (e.g. item: a
large budget is required for a successful marketing campaign). Independ-
ent samples t-test was employed in order to test H1, and respondents are



divided into those who have (1) and who have not visited (2) the theatre
in the past 12 months.

Table 5. Testing difference in assessment of unconventional
zzpproﬂc/y in promoting theatre events

Visiti td. | t |
isiting N Mean S d. . ndependlen. samples
theatres deviation | t-test statistics
N d f Yes 340 2.738 1.023
° nee. o t=1.266, df =606, p > 0.05
marketing No 268 2.633 1992
Unconventional Yes 339 3.934 651
' t=4.036, df =605, p <0.001
marketing No 268 3.707 733
Conventional Yes 340 3.586 734
i t=1.063, df =607, p > 0.05
marketing No 269 3.523 726

According to the results given in Table 5, it can be seen that there is a
statistically significant difference (p < 0.001) in the average assessment of
unconventional approach in promoting theatre events relating to those
who have visited the theatre (Mean = 3.934) compared with those who
have not visited the theatre (Mean = 3.707). For the other two dimensions,
there is no statistically significant difference between those attending or
not attending the theatre (p > 0.05). For the purpose of presenting addi-
tional evidence in testing the H1 hypothesis, the independent samples
t-test was performed, in which statements describing attitudes towards
unconventional marketing in theatres were used as dependent variables

(Table 6).

Table 6. Testing difference in assessment of attitudes towards
unconventional marketing in theatres

Unconventional theatre Visiting N Mean Std. Independent Samples
marketing theatres deviation | t-test statistics

. Yes 338 4.32 814 t=4.786, df = 478.88,
...Is necessary

No 267 3.94 1.090 p <0.001

...is more efficient than Yes 339 3.94 .900 t=3.764, df = 525.02,
conventional marketing No 266 3.64 1.042 p<0.001
...contributes to increasing | Yes 338 416 905 t=4.722, df =602, p
the number of visitors No 266 3.80 972 <0.001
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...contributes to greater Yes 339 419 .896 t="5.444, df =603, p
visibility No 266 3.77 999 <0.001
) Yes 339 412 1.042 t=4.359, df =602, p
... is not used enough
No 265 3.75 1.070 <0.001
...contributes to increasing | Yes 339 4.01 877 t=3.716, df = 527.31,
the theatre profit No 266 3.72 1.008 p<0.001

Respondents who have visited the theatre in the last year recognize and
emphasize the importance of applying unconventional marketing in the-
atres since all the statements reveal a statistically significant difference (p
< 0.001) between those who have and who have not visited the theatre
in the past 12 months. Furthermore, respondents who have visited the
theatre indicate statistically significant higher scores in statements about
appropriate unconventional activities. According to these results (Table 5
and 6), H1 was supported by the finding that unconventional marketing
is suitable for attracting a young audience. Based on the results, it can be
concluded that unconventional marketing has greater potential than other
marketing methods.

In order to get to know those young individuals who have not visited the
theatre, the difference between the two groups of young people was tested
considering the reasons for going to the theatre (Yes/No).

Table 7. Testing difference in assessment of reasons
Jfor going to the theatre

Reasons for going to the Visiting N Mean Std. Independent Samples
theatre theatres deviation | t-test statistics
Expecting an unforgettable | Yes 342 4.00 917 t=2.789, df = 475.84,
experience. No 268 3.75 1.243 p<0.01
o Yes 342 3.79 1.069 t=-0.717, df = 608,
Meeting with close people.
No 268 3.85 1132 p>0.05
Improving your own Yes 342 4.04 .986 t=3.702, df = 514.20,
knowledge. No 267 3.7 1.185 p <0.001
Recommendation from Yes 342 4.04 916 t=4.614, df = 490.05,
others. No 268 3.64 1190 p<0.001
o Yes 340 419 1.965 t=2.600, df = 604,
Curiosity.
No 266 3.84 1153 p=0.01




. Yes 342 3.99 1.069 t=7917,df =512.77,
| enjoy cultural events.
No 267 3.21 1.290 p <0.001
Changing your Yes M 3.57 1165 t=2.743, df = 527.70,
daily routine. No 265 3.28 1.328 p<0.01
Theatre play is an Yes 340 2.66 1.408

t=-1.952, df = 605,

opportunity to see

No 267 2.88 1.370 p>0.05
famous people.

Yes 341 343 1.185 t = 3.442, df = 606,
Production of theatre play.

No 267 3.09 1.218 p<0.01

Yes 341 4.04 1.029 t=3.038, df = 511.03,
Mood enhancement.

No 267 3.76 1.249 p<0.01

The above table shows that there are statistically significant differences in
reasons for visiting the theatre, given the two observed groups of respond-
ents. In eight of the ten observed statements, statistically significant (p <
0.01) higher average ratings were found in the group of those who have
visited the theatre compared to the group of those who have not. As the
main reason for visiting the theatre, respondents point out curiosity (4.19
vs 3.84, p = 0.01), mood enhancement (4.04 vs 3.76, p < 0.01), expecting
an unforgettable experience (4.00 vs 3.75, p < 0.01), improving knowledge
(4.04 vs 3.71, p < 0.001), enjoyment in cultural events (3.99 vs 3.21, p <
0.001) but also changing their daily routine (4.57 vs 3.28, p < 0.01). In
addition to these reasons, it is important to point out the key role of oral
recommendations that young individuals receive from others, since this is
one of the statements with the greatest statistically significant difference
between the two groups (Mean difference = 0.449). Based on these re-
sults, the hypothesis H2 was therefore supported. It can be concluded that
there is a difference in the reasons for visiting the theatre among young
individuals.

In addition, certain socio-demographic characteristics specific to the tar-
get group and the theatre phenomenon are analysed. Social networks
are a tool that strongly describes young individuals (Table 3), they often
use them (only 0.7% of respondents do not use any social network), and
usually more than one (Mean is approximately 3). Therefore, correlation
analysis (Spearman’s correlation coefficient) was used to examine the re-
lationship between the level of interest in visiting the theatre and the re-
spondents” purposes of using social networks.
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Table 8. Spearman’s correlation analysis

Use social Level of interest in
1 2 3 4 5
networks for visiting the theatre ) @ G) @ ©
Correlation Coefficient | -.125**
(1) Fun Sig. (2-tailed) .002
N 583
Correlation Coefficient | -117** 420**
2) Socializing with
@ g Sig. (2-tailed) 005 000
friends
N 583 597
Correlation Coefficient | .076 A39%* | 75*
3) Shari
(3) Sharingmy . taileq) 065 001 | 000
point of view
N 584 597 597
Correlation Coefficient | .129** .096* | .079 496**
4) Promotion - -
) Sig. (2-tailed) .002 .019 .055 .000
(self-promotion)
N 582 595 595 596
Correlation Coefficient | .038 .306* | .248* | .022 .082¢
(5) Informing Sig. (2-tailed) .359 .000 .000 .592 .046
N 584 597 597 598 596
Correlation Coefficient | .315** -041 | .068 218** | 197 | 339+
6) Informing about
(6) Informing about "~ ieq) 000 31 |.095 |.000 |.000 |.000
cultural events
N 584 597 597 598 596 598

According to the results, those respondents who have used social networks
to inform themselves about cultural events (r = 0.315, p < 0.001) and for
promotion (r = 0.129, p < 0.01) could be correlated to greater interest in
going to the theatre. On the other hand, a statistically significant, but a
negative relationship, between using social networks for fun (r = -0.125,
p < 0.01) and socializing with friends (r = -0.117, p < 0.01) was observed
concerning the level of interest in visiting the theatre.

Pearson Chi-Square was conducted to test dependence between the var-
iable Parents visit the theatre and Respondents visit the theatre. According
to data from Pearson Chi-Square test, the existence of a statistically sig-
nificant dependence (y* = 33.348, df = 1 p < 0.001) between the tested
variables is evident. In other words, those respondents who have visited
the theatre come from families where parents have attended the theatre
to a greater extent (Yes 44.7% vs. No 55.3%) than those who have not
attended the theatre (Yes 21.7% vs. No 78.3%). Furthermore, Pearson




Chi-Square was used to test the relationship between volunteering at cul-
tural events and attending the theatre. Pearson Chi-Square test has indi-
cated a statistically significant relationship (}* = 15.138, df = 1 p < 0.001)
between the tested variables. It can be said that those respondents who
volunteer at cultural events have visited the theatre to a greater extent (Yes
24.3% vs. No 11.7%). According to all of the results provided above, the
hypothesis H3 is supported by the finding that certain socio-demographic
characteristics can be a determining factor in young people’s decision to
visit theatres.

Conclusion

Cultural institutions are one of the cornerstones of identity and econom-
ic development in the society. According to the attendance figures for
cultural institutions (DZS, 2019), events in theatres are distinguished as
the most visited. However, Croatia is at the rear of the European Union
rankings for attendance of events in theatres, since only 26.3% of citizens
have attended a live performance in a theatre in the last year. Therefore,
the research focus was aimed at studying attendance of theatre events by
youth. However, promotional activities are what directs theatre projects
and brings visibility to theatrical events, and therefore examination of
promotional activities in Croatian theatres from the youth perspective was
conducted in the paper. The survey included graduate and undergradu-
ate students from three Croatian universities. Data were collected using a
highly structured questionnaire (n = 616).