


Commuterland Culturebuffs Introduction

Affluent, professional and suburbanite keen 
consumers of traditional culture.

Affluent and settled with many working in higher managerial and professional occupations. 

Commuterland Culturebuffs are keen consumers of culture, with broad tastes but a leaning 

towards heritage and more classical offerings. Mature families or retirees, living largely in 

leafy provincial suburban or greenbelt comfort, they are willing to travel and pay for 

premium experiences, their habits perhaps influenced by commuting. Motivations are 

multiple, ranging from social and self-improvement, to the pursuit of learning opportunities 

for older children. They tend to be frequent attenders and potential donors.

Commuterland Culturebuffs can be further segmented into these 

subsegments:

Prosperous families, 

living in the 
commuterbelt of major 

urban centres.

Wealthy empty-nesters 

with comfortable 
lifestyles in more rural 

areas.

Explore our Motivation Map and Engagement Phases on the following pages to 

discover more about how you can engage Commuterland Culturebuffs with your 
organisation...

of UK Population

2
Ranked second for engagement

12%



Commuterland Culturebuffs Motivation Map

Main Motivations

Aligned Values

Ways to reach

Consider arts, culture and heritage to be 

an important aspect of their social lives

Incorporate arts attendance as a regular 

part of their lifestyle and leisure routine

See engagement with culture as a form 

of self-improvement

Have a strong sense of being part of 

their local community

Keen to support and preserve personal, 

local and national heritage

C1s have a greater tendency to 

book opportunities or access 
events for older children

C2s place a particularly strong 

emphasis on wanting to be 
entertained

The arts are a great way to get out of 

the house and engage with friends

Culture plays an important role in our 

local communities

Preservation of our local heritage is 

essential for future generations

Google Ads, and strong SEO to point-of-

sale journeys for targeted work

Clear customer journeys, seating plans, 

add ons, and donation opportunities

Willing to be engaged in person on-site, 

either at the box office or welcome desk

Targeted postcards for traditional 

programme highlights

‘You attended X so you may enjoy Y’ 

newsletter to legitimize e-contact 
through their own preferences

The Daily Mail, The Daily Telegraph and 

The Times, both print and online
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