
How pulling back the curtain on the 
Broadway experience triples its value 
among next gen theater goers

Unveiling the Value  
of Broadway

NO GUARANTEES RESEARCH  
SUMMER 2025



2      Unveiling the Value of Broadway

INTRODUCTION

We’ve entered a new economic reality where Gen Zs and Millennials are strapped for 

cash and time now more than ever. They are spending their resources more intentionally 

and prioritizing emotional appeal, opting for bespoke experiences, locally made products, 

craftsmanship, and overall quality over quantity. Taken together, this intentionality is the 

backbone of the artisan economy1—a network of commerce built from the ground up, 

where artisans, storytellers and process transparency take center stage. 

In the artisan economy, one thing is clear: 

people are more earnestly prioritizing unique 

value; not just in terms of price, but in experi-

ential emotional return. 

This new, artisan economy presents both 

an opportunity and a challenge for experi-

ence-focused brands like Broadway: how 

do you reframe the purchasing paradigm 

from cost to value, from a practical return on 

investment to an emotional one? For young 

people in particular, value is no longer measured in dollars alone; it’s measured in specialty 

and the qualities of an experience that lend themselves to forming core memories with the 

people they care about most. 

In many ways, Broadway offers what they are searching for: craftsmanship, localness, cul-

turally resonant storytelling, and an incredible core memory making experience. However, 

there’s a problem: the next generation of potential theater-goers doesn’t fully understand 

the value of Broadway. And without that understanding, an entire generation is likely to 

dismiss it altogether. 

 

But what happens when they get a glimpse behind the curtain and Broadway is positioned 

in a way that illuminates the artisan qualities young people desire? Everything chang-

es. When audiences are shown what it actually takes to bring a Broadway show to life, 

they’re willing to spend 3.5X more for a ticket (Trust us, we tested it). 

While these young New Yorkers express curiosity, there is still a real challenge with the 

perception of stagnancy and lack of urgency within Broadway’s programming. 

The good news, however, is there are already young people who are willing to trade up for 

luxury products and experiences, and are drivers of the artisan economy. This Culture Class, 

as we’re calling them, is primed to become Broadway’s next audience—if Broadway reaches 

out to them in a way that resonates, and shows them the full value of a Broadway experience.

“In times of struggle and in times of 
hardship, finding forms of enjoyment 
and fun and community are really, 
really crucial. You don’t want to be by 
yourself when things are tough.”
—Leonard, 27, New York, NY

1)  This study adapts the definition of the artisan economy as defined by the Sustainability 
Directory and Cultural Anthropologist Grant McCracken
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As much as Broadway has to offer, its emotional value is not 

obvious to your average younger, theater-curious audiences.  

And that’s what needs to change. It’s time for Broadway’s ticket 

price to exit stage left and for value to take center. 

 

SETTING THE ECONOMIC STAGE

As economic patterns shift unpredictably, young people are following suit and cautiously 

navigating this unchartered financial territory. Josie, a 26-year-old in Brooklyn, recognizes 

the realities of the current economic climate and speaks to the financial implications of 

living in the big city: “I have financial stress in the way that everyone who lives in New York 

has financial stress. You’re always thinking about how much you make in comparison to 

how much you just spent.” While a twentysomething New Yorker carefully considering their 

budget isn’t exactly unique, inflation, layoffs, impending tariffs, and a looming recession has 

meant even affording ‘the basics’ isn’t a given these days. Underscoring this, 81% of Gen Zs 

and Millennials  agree, “If a normal person can’t afford eggs, there’s something wrong with 

the economy.” 

This new economic reality—and the mental calculus needed to navigate it—is a part of what 

is driving Gen Zs and Millennials towards intentional spending. When young people were 

asked how they felt about their life right now, 59% said they felt intentional over sponta-

neous—a trend that has carried over from the pandemic but that feels even more pressing 

in today’s economic climate. Furthermore, 68% said they’re actively aiming to reach financial 

goals this year, like spending more intentionally and investing their money more thoughtfully.

One way this intentionality and financial conservatism has manifested is in the viral TikTok “No 

Buy 2025” challenge, where young people are promising—to themselves and their follow-

ers—to trade in shopping lists for “no buy lists,” or lists of items they are intentionally not pur-

chasing to reduce spending and to pay off debt.  A full 59% of survey respondents say this “no 

buy” philosophy reflects their approach to spending right now. The challenge is taking social 

platforms by storm. Take content creator @elysiaberman who shared her rules and excep-

tions to 181K of her followers, earning 200K likes and counting. Or take the subreddit r/nobuy 

that has reached 68K members and is a top 3% community on the platform. 

INTRODUCTION

“If an experience aligns with my interests,  
doesn’t feel like a gimmick, and feels like  
authentic art, then it is worth it.” 
—Dhwani, 25, Queens, NY

When audiences are shown 
what it actually takes to 
bring a Broadway show to 
life, they’re willing to spend 
3.5X more for a ticket.

$
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What young people are 
spending on However, 66% of those who subscribe to the “no buy” 

philosophy have some thoughtful exceptions to their rules. 

For example, they will splurge on special occasions like 

birthdays or anniversaries (29%), activities or events they 

can do with friends or family (22%), experiences rather than 

products (20%), or only buy from local or minority-owned 

businesses (11%). In other words, intentionality is driving 

young people away from impulse purchasing and towards 

spending on shared experiences and specialty products—

even while they are having a hard time affording those 

aforementioned eggs.

Beyond just this group, 56% of the Gen Zs and Millennials 

we surveyed say they’d rather spend on luxury experiences 

over luxury products (44%). More specifically, 64% told us 

they’re looking forward to prioritizing more travel, culture 

and entertainment, including going to more live events, 

concerts and shows. Chuck, a 41-year-old event host and 

father of five, explains it this way: “Experiences touch you in a different way, more than a 

[physical] item would. An item can become obsolete, an item can get broken, an item can 

be thrown away, an item can be liked today and not liked tomorrow, but an experience 

gives energy.” 

In this context, young people are trading in events with mass appeal for bespoke experi-

ences; imported commodities for locally sourced heirlooms; and cookie cutter creativity 

SETTING THE ECONOMIC STAGE

“The current economic climate 
is making me consider or 
reconsider every decision  
I make, whether it be going out 
for a drink or planning trips.  
I have to be more intentional, 
I have to be a little bit more 
conservative this year.” 
—Mauricio, 43, New York, NY

$403 designer fashion or handbag

$318 Bachelorette weekend

$303 a gift for someone close to me

$240 design shoes/sneakers

$222 date night

$205 for a concert ticket

$204 Skincare, hair, or beauty treatments

$175 professional sporting event

$154 spa day

$131 night out with friends

$123 Broadway show ticket (1 ticket)

$112 Therapy

$99 bottomless brunch

$97 Limited time pop-up exhibit

$80 Museum admission

$45 Movie theater ticket
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for one-of-one craftsmanship. Taken together, these speciality prefer-

ences make up “the artisan economy”—a network of commerce built 

from the ground up, where artisans, storytellers and process transpar-

ency take center stage. 

Nikki, 39, and a Brooklyn-based mom of two, tells us how intentional 

she is with understanding the details of her purchases. “I care more 

than ever about what something is made of, where something is made 

and who made it. The story and branding behind an item also plays a 

big role. I have always gravitated towards quality over quantity.”  

As people like Nikki become more intentional with their disposable 

time and money, the stakes become higher for a return on their invest-

ment.  However, the return they are looking for is emotional rather than 

functional, a concept we explore in the next section.

SETTING THE ECONOMIC STAGE

68% 

of Gen Zs and Millennials  
say they are aiming to  
spend more intentionally this 
year and invest their money 
more thoughtfully.

Young people are trading in events with  
mass appeal for bespoke experiences;  
imported commodities for locally sourced 
heirlooms; and cookie cutter creativity for  
one-of-one craftsmanship. 

56% 44% 
of Gen Zs and Millennials 
would rather spend on 
luxury experiences over 
luxury products (44%) 

of Gen Zs and Millennials are 
looking forward to prioritizing 
more travel, culture, and 
entertainment.

64% 

“I really have been spending more 
on experiences versus things.  
I would much rather spend $700 
going to see a show and going out 
to a nice dinner than $700 on a pair 
of boots.” 
—Nikki, 39, Brooklyn, NY
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DRIVING EROI  
(EMOTIONAL RETURN ON INVESTMENT)

At a time when intentionality is prioritized, there is a higher expectation for Emotional 

Return on Investment, or ERoI, where the return on time and money spent is not about 

practicality but about striking a deep emotional chord. For young people today, 

value is less about functionality, and outright cost (although that’s part of it), and 

more about emotionally resonant returns and core memory making. 

Small batch experiences and bespoke luxuries deliver the emotional return and 

core memory making young people desire. 64% of young people agree, ‘Since I 

can’t afford large purchases—like a home or big trip— I’m splurging more on the 

smaller luxuries in life.’

Josie, for example, shared how their travel preferences are shifting in line with the 

values of the artisan economy. “I want to take smaller trips. My friend and I were 

just talking about taking the train to New England. It would be fun just to just get 

away for the weekend.” This sensibility speaks to young people’s need for intermit-

tent sparks of joy amidst the daily grind. Making core memories in today’s land-

scape doesn’t need to mean jetsetting around the world—it’s about embracing 

thoughtful experiences and contributing to the local economies that keep home-

towns thriving. 

Similarly, young people are trading in ‘cheap thrills’ for cultural experiences with lasting 

impact. Dhwani, 25-year-old graphic designer of Queens, NY, praises being a member 

of Lincoln Center’s 30 under 30 program. “I love the Lincoln Center because they’re just 

trying to get young people to indulge in the arts.”

Gen Zs and Millennials are carefully balancing difficult economic 
realities with the best that life has to offer. Now, more than ever, the 
anatomy of a purchase or experience is examined under a microscope 
and emotional resonance becomes the ultimate indicator of value.

64% 
of respondents agree, 
‘Since I can’t afford 
large purchases—like 
a home or big trip— 
I’m splurging more on 
the smaller luxuries 
in life.’

Making core memories in today’s landscape 
doesn’t need to mean jetsetting around the 
world—it’s about embracing thoughtful 
experiences and contributing to the local 
economies that keep hometowns thriving. 
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Dhwani isn’t the only Gen Z making core memories in New 

York’s art scene.  Tyler, a 21-year-old full-time college student 

from the city, told us about the time he took his girlfriend to her 

first theater show. “She had never been to the theater. It was 

a new experience for her and that was a big motivator for me. 

There is a beauty in taking somebody to their first event.” Tyler 

goes on to talk about the show’s lasting impact: “Little Girl Blue 

ended up being really, really cool and an experience I won’t 

forget—it was just mesmerizing. When the performers are good, and the source material 

is also good, it just makes for a really entertaining experience.” Tyler is a part of the 92% 

of audiences who say that the cost of their most recent Broadway show experience was 

indeed “worth it.” 

For young people, developing core memories for and with others is what 

makes a cultural experience “worth it,” and oftentimes it’s the deciding 

factor for participating in activities, especially for New York City locals. 90% 

of respondents in the NYC or tri-state area have taken friends or family 

to at least one cultural experience when they’ve visited from out of town. 

A Broadway show is a first stop: one-in-five New Yorkers have taken out-

of-towners to see a Broadway show (20%) or Off-Broadway performance 

(18%)—and memory making is a key reason why.

But it’s not just showing guests a good time that motivates people to go to 

Broadway. In the same way a luxury handbag can become a family heir-

loom, cultural experiences that create core memories transcend generations and provide 

the ultimate ERoI. 

Nikki shared with us the intentionality that she’s putting into her spending priorities right 

now, and how curating core memories with her daughter is an important part of her de-

cisions. “I really have been spending more on experiences versus things. I would much 

rather spend $700 going to see a show and going out to a nice dinner than $700 on a pair 

of boots.” One show she’s considering is & Juliet, an experience she’d like to share with her 

daughter. “My daughter is obsessed with the Backstreet Boys,” she explains. “I feel like  

& Juliet will be a core memory for her since so much of the music in the show is of that era.” 

DRIVING EROI

“Stop going to the 
goddamn dive bar and 
pull up to the ballet.” 
—Dhwani, 25, Queens, NY

92% 
of audiences say 
that the cost of 
their most recent 
Broadway show 
experience was 
worth it.

72% 

of Gen Zs and Millennials agree,  
‘I’d love a membership to cultural events in my city, where 
each month I get surprise tickets to a cool, cultural event or 
performance.’
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Taken together, Broadway is well-po-

sitioned to serve up the special, small-

batch experiences that satisfy the values 

of the artisan economy and create ERoI. 

Broadway is bespoke, locally made, 

well-crafted, and delivers on the core 

memory-making. However, the problem 

is Broadway isn’t talking about these 

qualities. Instead, audiences are left to 

fixate on ticket price, which contradicts 

Broadway’s value and actually raises 

skepticism about its specialness.

UNDERVALUED, NOT OVERPRICED

Delivering ERoI isn’t about price-slashing or quick fixes. It’s about showcasing the special 

elements that make a product or experience memorable, unreplicable and therefore, valu-

able. Broadway, in more ways than one, fits this bill, so why aren’t more young people going? 

If you ask anyone, chances are many will say it’s because of the price. Not surprisingly, 

particularly in this shaky economy, 72% of survey respondents agree “ticket price” is the 

primary reason they don’t go to Broadway shows more often. Yet, on average, young 

people also think one ticket to a Broadway show costs nearly double what it actually does 

($256 vs. $136).2 Like our findings from last year’s study, Broadway’s Next Act, audiences 

still believe Broadway is far more expensive than it really is. 

This high-cost perception remains a key challenge for Broadway even as 80% of respon-

dents readily admit that Broadway shows are high quality and worth the price. Broadway’s 

task then becomes less about selling what audiences believe to be overpriced tickets, and 

more about illuminating its unique experiential and cultural value. When Broadway is po-

sitioned as a local, “artisan” experience, rather than a commodity that can be discounted, 

the results are astonishing. In fact, the value of a single ticket to a Broadway show increas-

es 3.5X from $141 to $512!

DRIVING EROI

Delivering ERoI isn’t about price-slashing or quick 
fixes. It’s about showcasing the special elements 
that make a product or experience memorable, 
unreplicable and therefore, valuable. 

2) The Broadway League reported in April 2025 
   Broadway tickets are getting more expensive. Here’s how to get a discount.

$14
1

$
51

2

33% TALENT: Who the artists 
are that are performing

23% SPECIAL OCCASION: If I’m 
celebrating something special

16% MEETING NEW PEOPLE: 
The chance to meet  
interesting people

13% NOVELTY: How out of the 
ordinary or unique the event is

31% FRIENDS: Whether my 
friends are going

Live Experience Motivations

https://www.noguarantees.com/_files/ugd/f1fc8c_1fa2200817654af98422f9cc534b5930.pdf
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To explore the relationship between Broadway’s value and ticket price, we provided survey 

respondents with three prompts at random. The first simply asked how much they’d pay 

for a Broadway ticket. The second asked the same question, but in context of prices for 

other products and experiences. And the final prompt highlighted all the elements that 

go into making a Broadway show. With each additional element of context, the value of a 

Broadway ticket increased substantially, from $141 to $286 to $512! This seems to indicate 

Broadway is not overpriced—it’s undervalued.

UNDERVALUED, NOT OVERPRICED

To better understand the relationship between the value and price of a Broadway show, survey respondents 

were presented with one of three prompts at random. Respondents receiving the second prompt valued 

Broadway tickets 2X more than those that received the first prompt. And those who received the final prompt 

valued Broadway tickets 3.5X more than those who received the first. 

“There’s a level of creativity and artistry and originality that I think is really 
present in theater that has kind of always been there as one of the oldest living 
art forms of all time. I think that is a level of value that’s very difficult to deny.” 
—Leonard, 27, New York, NY

Valuing Broadway

PROMPT 1:   How much would you spend on a ticket 

to a Broadway show? Assume you are just buying 

one ticket for yourself. 

RESPONSE: $141 on average

PROMPT 2:   Did you know the average luxury bag 

costs around $3,500, the average vacation for one 

person in the United States costs about $2,000 per 

week while the average cost of a movie ticket in  

New York City is $18? Considering this, how much 

would you spend on a ticket to a Broadway show.  

Assume you are just buying one ticket for yourself. 

RESPONSE: $286 on average, 2X more than Prompt 1 

PROMPT 3:   Did you know a Broadway musical can 

cost $600,000 to over a million per week to produce?  

A show’s running costs includes paying the artists 

working every week, utilities, theatre rent, theatre 

staff (box office, ushers, security), insurance, royalties, 

and numerous other fees. Considering this, how much 

would you spend on a ticket to a Broadway show.  

Assume you are just buying one ticket for yourself.  

RESPONSE: $512 on average, 3.5X more than Prompt 1

900
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0

Ticket  
Price

$

Prompt 1 
WTP

Prompt 2 
WTP

Prompt 3 
WTP

Lowest Actual ATP

Highest Actual Top Price

Average Actual Top Price

Average Actual ATP
$141

$286

$512

ATP = Average ticket price
WTP = Willingness to pay
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Not only did we see how much people are willing to pay for a 

Broadway show when presented with its value, we also found 

that discounting tickets didn’t necessarily incentivize more 

people to go to a show. While 60% of Gen Zs and Millennials 

say they’d go to more Broadway shows if tickets cost less, an 

equal 63% of respondents say that if tickets are discounted, 

there’s probably a reason why, such as the show or seats are 

not good. Furthermore, 57% of respondents say that discount-

ing tickets by half still wouldn’t compel them to go to a show, 

with 26% saying it would make them skeptical about the qual-

ity of the show, or the seats. Discounting tickets discounts the 

value of Broadway and has the opposite effect on audiences’ 

perception on whether it is worth the spend.

For Nikki, trading up for a more memorable experience 

trumps ticket price overall. She explains “If we’re going to 

spend money to go see a concert or game or a show, we’d 

rather spend the extra $100 and get the better seats and have 

the better experience than sit in a nosebleed section,”—a sentiment in line with the artisan 

economy and the intentionality people are prioritizing in experiences today. 

While lowering prices won’t necessarily yield more ticket sales or shift perception in 

Broadway’s value, a peak behind the scenes likely will. After all, more than 1 in 3 respon-

dents (38%) told us they’re “Broadway curious—I’d like to learn more about Broadway”—

UNDERVALUED, NOT OVERPRICED

of respondents agree,  
‘If Broadway tickets are discounted, there’s probably a 
reason (the show  isn’t good, or the seats aren’t good).’ 

64% 

are skeptical, or still 
wouldn’t attend

That’s a great 
deal, the show 
or seats must 

not be that good

That’s a 
great deal, 
but I’m still 
not going

That’s not a 
great deal, it’s 
still too expen-

sive

say it’s a good deal, 
and they will attend

If you were to see Broadway 
tickets on sale for half price, what 

would you immediately think?

57% 43% 

26% 21% 10% 

“I’m Broadway-curious,  
I’d like to learn more about 

Broadway”

“I’m Broadway-
enthusiastic,  

I know Broadway and like it”

“I’m Broadway-agnostic:  
I’m not particularly interested in  
learning more about Broadway” 

Which best describes your attitudes towards Broadway shows? 

38% 31% 30%
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and we’ve already seen that when respondents see the anatomy of what makes a Broad-

way show, they are willing to pay 3.5X as much.

Tyler represents this Broadway-curious group. “I do know that a lot goes into Broadway 

productions. I’m sure there’s huge budgets for these shows. Broadway is Broadway—it’s 

the pinnacle, the peak,” he acknowledged. However, he wasn’t able to articulate what, 

exactly, goes into creating a show. Clearly communicating this massive undertaking might 

just be the key to help young people recognize the full value proposition Broadway has to 

offer. “People want to see how things work. I’d like to get a taste of the behind the scenes,” 

Tyler added.

Hannah, 22, New York, NY, who does attend Broadway shows more regularly and has 

Othello (where average prices ranged from $303.15 - $456.36)  on her list of upcoming 

shows to see, summed up the behind-the-scenes magic she experienced at the last 

Broadway show she went to: “When I sit in a Broadway theater, just the excitement of 

knowing people are memorizing their lines. They’re in the back rehearsing. There’s a whole 

cast and production team behind it, getting ready and gearing up. Backstage is a very 

cool, very exciting energy.” For Hannah, the value of Broadway is apparent. However, 61% 

of respondents say they don’t understand why Broadway shows are so expensive. For this 

group, lifting the curtain is an opportunity to highlight Broadway’s value. Simply put, the 

next generation isn’t aware of all that goes into a Broadway experience. Broadway needs 

to unpack it for them.

IT’S ABOUT TIME  
– NOT TICKET PRICE

However, lifting the curtain and unpacking the value of Broadway isn’t the 

only thing that’s needed to get young people to shows—there also has to 

be a sense of urgency. 65% of survey respondents agree they don’t feel the 

urgency to see a Broadway show, since they run “forever.” Nikki is a great ex-

ample of having high interest in Broadway, but low urgency to go to a show.  

“I would love to see Hamilton, it’s been on my list for a while. I hear it’s the 

most amazing show, but they’re not taking it off anytime soon. So, I just hav-

en’t gotten around to getting tickets to go see it.” 

UNDERVALUED, NOT OVERPRICED

of respondents 
agree they 
don’t feel the 
urgency to see a 
Broadway show, 
since they run 
“forever.”

The next generation isn’t aware of all that goes into a Broadway 
experience. Broadway needs to unpack it for them.

65% 
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It’s true that, relative to many other entertainment experiences, Broadway feels static. The 

perception that the same show that’s been playing for twenty years will go on for another 

twenty hinders the opportunity for attracting new audiences. This is particularly true at 

a time when a constant stream of new content has become an expectation for younger 

generations.

Nikki contrasts Broadway to a concert tours, where there is a sense of urgency to go—or 

miss it entirely. “Bon Iver might be playing 3 nights, so you’re gonna get that ticket, where-

as, especially for a New Yorker, Broadway is always here.” 

Currently, Broadway is driving urgency through ticket discounts, but as we’ve stated, this 

runs counter to the brand’s artisan, one-of-a-kind appeal. Instead of dropping prices, 

Broadway can create urgency by amplifying experiences to make them feel more relevant 

and timely. When should be now—and young people are ready: A majority (51%) of respon-

dents told us “It’s not a matter of if I will go to more Broadway shows, it’s a matter of when.” 

While longevity in the industry is something to be celebrated (Broadway staples like 

Wicked and The Lion King have been running for decades), there is still an opportunity for 

Broadway to wrap these evergreen shows in timely experiences to encourage Gen Zs and 

Millennials to take action. Nikki admits, “I gravitate towards seeing shows that have limited 

performances more than the ones that are running forever… I’ll make a 

more spontaneous decision when time’s running out.” 

IT’S ABOUT TIME – NOT TICKET PRICE

“I would love to see Hamilton, it’s been on my list for 
a while. I hear it’s the most amazing show, but they’re 
not taking it off anytime soon. So, I just haven’t gotten 
around to getting tickets to go see it.” 
—Nikki, 39, Brooklyn, NY

The perception that the same Broadway show 
that’s been playing for twenty years will go on 
for another twenty hinders the opportunity for 
attracting new audiences. 

74% of tri-state Gen Zs and Millennials wish there were more 
social and cultural clubs for their generations. 
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One way Broadway could create more urgency is through social clubs and locals-only 

events, not dissimilar to Dhwani’s love for her membership to Lincoln Center’s 30 under 30. 

For Dhwani, a social event with her peers is a reason to go to a show now rather than later.  

Josie, too, reminds us how important belonging is for locals. “There’s a lot of people in New 

York who are desperately looking for something social, that club to belong to or that thing 

to do,” she explains.  Josie and Dhwani make up a part of the 74% of local respondents who 

told us they wish there were more social and cultural clubs for their generation. 

Speaking of locals, Mauricio shares his Broadway pride, despite not 

having been to a show recently. “As a New Yorker, I’m really proud of 

Broadway and I wouldn’t want to see it disappear.” He admits, “I should 

contribute to it if I want to see it stick around.” Beyond Mauricio, locals 

are far more likely to be invested in Broadway. Sixty-four percent of 

tri-state area residents say Broadway shows are making a comeback vs. 

55% of out-of-towners. Leonard tells us Broadway’s comeback is a larger 

cultural indicator of the city itself: “Seeing a thriving Broadway scene is in 

many ways a preservation of culture and a litmus test for how things are 

going on in the city.” In other words, the ERoI for locals extends beyond 

core memory making and to preservation of the city itself. There’s an op-

portunity to tap into this proud and primed audience to support some-

thing that is uniquely New York and, therefore, uniquely their own.

MEET THE CULTURE CLASS

“There’s a lot of people in New York who are 
desperately looking for something social, that club to 
belong to or that thing to do.” 
—Josie, 26, Brooklyn, NY

64% 

of tri-state locals 
agree ‘Broadway 
shows are making 
a comeback.’

“Seeing a thriving Broadway scene 
is in many ways a preservation of 
culture and a litmus test for how 
things are going on in the city.” 
—Leonard, 27, New York, NY
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MEET THE CULTURE CLASS

Among the young audiences largely untapped by Broadway are a group we’ve identified 

as The Culture Class. This is a psychographic of cultural savants who are already trading 

up for luxury products and experiences—56% are planning a high end luxury purchase this 

year as compared to 37% of respondents overall—and are drivers of the artisan economy, 

prioritizing creativity (27% vs. 19% overall) and rareness (22% vs. 13%) in their luxury purchas-

es rather than “more, more, more.” 

The Culture Class is also 2X more likely than the gen-

eral population to report thriving financially (29% vs. 13% 

overall) and 51% describe feeling optimistic about their life 

right now as compared to 39% of total respondents. They 

are also far more likely to say they plan to spend more in 

2025: 72% say they’ll spend more this year vs. 41% overall. 

Backing this up, they report spending 1.5X more per month 

than the general population on leisure, travel, luxury and 

entertainment ($3,180 vs $1,957). And importantly, they are 

more likely to prioritize “artisan” attributes of experiences 

such as the specialty of the venue (28% vs. 18% overall) and 

exclusivity or how VIP the event is (23% vs. 9% overall). 

While the Culture Class represents just one-tenth (9%) of 

Gen Zs and Millennials living in the tri-state area, they are 

disproportionate luxury spenders and value the artisan 

economy more than their peers (see Accounting for the 

Culture Class). But Broadway isn’t talking to them yet. 28% 

of the Culture Class aren’t going to Broadway much, if at 

all, despite their genuine interest in the arts, their higher 

household income ($141K vs. $85.5K), and their willingness to trade up for great seats to a 

show— 43% will opt for premium seats vs. just 26% of respondents overall. 

Accounting for The Culture Class

“I like living and being around the arts  
and creative communities because they 
inspire my creativity. They’re a powerful 
vehicle for shifting perspective and taste, 
and I value that a great deal.”
—Mauricio, 43, New York

72% of the Culture Class plan to spend more in 
2025 vs. 41% of respondents overall

57% say they prefer splurging their money 
rather than saving it vs. 34% overall 

39% plan to go to more live events, concerts, 
and shows vs. 30% overall

28% prioritize the artisan attributes of  
experiences, such as the speciality of the venue, 
vs. 18% overall

23% care about how VIP an event is vs. 9% overall
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CONCLUSION

Broadway fulfills the ERoI, or emotional return on investment, the next generations are pri-

oritizing in today’s artisan economy—locally crafted, bespoke experiences that create core 

memories.  Importantly, Broadway shows have the unique ability to blend various art forms 

and mediums into one iconic live experience. As Dhwani put it, “Broadway is one of those 

things where you’re mixing in all of these art forms. Dance, music, acting and there’s this 

mix of elements happening in one show, in one night, in one two hour performance; that’s 

highly impressive. It’s almost like you’re getting 3 shows for the price of one.” 

Furthermore, Broadway isn’t limited to tradi-

tional theater-going ‘types.’ To begin capturing 

more diverse and  younger audiences, Broad-

way just needs to pull back the curtain to give 

Gen Zs and Millennials a chance to appreciate 

everything that goes into making a show and 

bringing it to life. As Tyler said, they want to 

know. “People want a taste of the behind the 

scenes.” As proven in our study, when poten-

tial theater-goers do understand the value of 

Broadway, they are willing to spend 3.5X more 

for a ticket. 

Beyond just pulling back the curtain, Broad-

way can shed its static reputation and cultivate 

a sense of urgency. A feeling that shows will 

play “forever” is preventing the next genera-

tion from getting up and going to them now, 

as they would for a Beyoncé or Bon Iver concert. There needs to be a reason for younger 

generations, particularly locals, to get up and go—New Yorkers shouldn’t have to wait until 

relatives or friends are in town to find a reason to go to Broadway. 

The Culture Class, in particular, is an untapped audience. This group is already looking for 

what Broadway has to offer, but Broadway isn’t talking to them directly, or in a way that 

resonates. This burgeoning class of young theater-goers are already investing their time 

and resources in luxury experiences; Broadway isn’t one of them, but could be. 

Already, the next generation is primed to love—and go to—Broadway. “There is a level of 

suspension of disbelief that exists unlike in any other artistic experience that is really spe-

cial to theater,” Leonard told us. Now, Broadway just needs to pull back the curtain so more 

people can appreciate its value and experience it for themselves. 

“Broadway is one of those things 
where you’re mixing in all of these 
art forms. Dance, music, acting 
and there’s this mix of elements 
happening in one show, in one 
night, in one two hour performance; 
that’s highly impressive. It’s almost 
like you’re getting 3 shows for the 
price of one.” 
—Dhwani, 25, Queens, NY
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METHODOLOGY

This study is based on a 1,000 person online survey fielded 

in March 2025 among 500 Gen Zs ages 18-29 and 500 

Millennials ages 30-44 broken into the following groups: 

•	 749 from the tri-state area  

(New York, New Jersey, Connecticut)

•	 251 nationally reflective of the U.S. population 

outside of the tri-state area

•	 685 women, 300 men, 15 gender nonbinary

The racial and ethnic composition of respondents reflected 

that of the national population within the parameters 

above. 

Theater rejectors—or individuals who had not been to 

live theater in the past year and who reported that had no 

interest in going to live theater in the upcoming year—were 

not included in this sample. 

Findings were analysed by 36 different demographics 

and psychographic cuts, inducing age, gender, race and 

ethnicity, geographic region, various theater-going profiles, 

spending profiles and cultural entertainment preferences. 

Theater-going profiles included the following groups:

•	 40% were Theater Non-rejectors who rarely or 

never go to Broadway shows or live theater, but 

are interested in going to a show this year

•	 38% were Theater Goers who go seasonally or 

annually to Broadway shows or live theater, and 

are interested in going to a show this year

•	 11% were Theater Enthusiasts who go regularly 

to Broadway shows or live theater, and have a 

lot of interest in going to a show this year

•	 11% were Theater Lapsers who have gone to 

Broadway shows or live theater in the past year, 

but do not have interest in going to a show this 

year

In addition, eight 30-minute one-on-one Zoom interviews 

were conducted with a hand-recruited group of diverse, 

culture-forward Gen Zs and Millennials, ages 21-43.

This study was conducted and analyzed by independent 

trend and research firm, Culture Co-op. 

ABOUT NO GUARANTEES
 

No Guarantees Productions is the Tony Award-winning theatrical production company 

bringing artist-driven, universally appealing stories to life. Founded in 2017, No Guarantees 

Productions is on a mission to reinvigorate and reimagine Broadway through outstanding 

productions, strategic investments, community engagement, innovative tech initiatives, and 

bold creative decisions. No Guarantees Productions’ dynamic and creative team, consider-

able resources, and dedication to artists allow it to take the risks needed to make amazing 

stories accessible to the masses and gather the unique insights, learnings, and data needed 

to have a meaningful impact on the industry. No Guarantees Productions has produced Jez 

Butterworth’s Tony-nominated The Hills of California, James Ijames’ Pulitzer Prize-winning 

play Fat Ham, and Player Kings featuring Ian McKellen in the West End. Co-producing cred-

its include Stereophonic, Merrily We Roll Along, and Hadestown, among many other shows. 

Current and upcoming productions include the new musical Goddess at The Public Theater, 

Nell Benjamin and Larry O’Keefe’s original musical Huzzah at The Old Globe, and the stage 

adaptation of Apple TV+’s SCHMIGADOON!. Learn more at noguarantees.com.

http://noguarantees.com



