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Abstract 

The European Commission increasingly pushes the cultural policies towards the social 
outcomes and local and regional authorities also calls for culture-driven strategies for 
local development and prosperity and therefore, the measurement of cultural 
consumption is getting more and more significant for evidence-based policy-making 
processes. 

The conventional approach for cultural measurement relies heavily on the consumer 
behaviour study in the field of arts and culture, most of these studies usually are based 
on data collection and empirical evidence. In this sense, questionnaire is an important 
means to acquire first-hand data at individual and organisational level. However, 
actual data collection method based on conventional questionnaire approach has 
witnessed some limitations: 

1. The conventional survey used to be an interviewer-dominated process without
good consideration of the engagement of end-users and thus, not well reflecting
the real perception and experience involved in their cultural consumption
process.

2. It also is time and cost consuming, yet it requires a large amount of investment
and specific technical knowledge and skills in some emerging measurement
activities based on new technologies, like neuromarketing techniques.

It is believed that technology could have a big potential to overcome the mentioned 
limitations by empowering researcher in the data collection process by means of ICT-
equipped devices. 
Au Culture platform can be an example by using ICT in data collection so as to 
facilitate the cultural consumer behaviour study and thus achieving cultural related 
measurement. 
Au Culture platform is a prototype tool that measures the impact of a cultural event on 
individuals by focusing mainly on three dimensions involved in cultural experience 
process: motivation, perception and satisfaction. It combines both sociological and 
psychological approaches by claiming that both socio-cultural and individual factors 



influence the way in which people evaluate the cultural experience and also their 
perceptions in it. 

The Au Culture is a prototype based on an application that can be used on mobile 
phones or any other digital platform. It aims to become a democratic tool for evaluating 
the services that cultural or policy institutions can adopt through the use of an 
interacting platform that produces big data benefiting the institutions and involve the 
cultural audience in the design of the service improving. It is user-oriented and supports 
or treat the consumer as a co-producer. The user himself evaluate the cultural 
experience avoiding the interviewer-dominated process, well reflecting his real 
perception and experience. Au Culture is thought as a tool that shows the city cultural 
agenda and allows to develop longitudinal studies to deeply understand user behaviour, 
reducing the costs and the effort in collecting data.  

The AU Culture platform has been financed by the Valencian Agency of Innovation. 

The platform has recently been included in the European H2020 project MESOC 
Measuring the Social dimension of Culture.  
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