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Abstract

Abstract

With the continuous development of the cultural industry, the importance of audience
expansion has become increasingly prominent. The live performance project "Zen Shaolin
Music Festival" integrates Zen culture, Shaolin martial arts and music art, which not only
shows the profound heritage of traditional Chinese culture, but also brings an unprecedented
audio-visual feast to the audience. In order to achieve practical audience expansion of "Zen
Shaolin * Music Festival", the author has made many field visits, conducted market research
and data analysis, and clearly understood the unique needs and characteristics of each target
group through careful market division, and found the existing problems and shortcomings.
This thesis aims to explore the effective solution to the problem, put forward feasible
audience expansion strategies, and provide useful reference for similar cultural projects.

The thesis consists of five chapters. The first chapter, the opening theory, not only deeply
discusses the research background and far-reaching significance, but also clearly points out
the research methods and ideas, and frankly analyzes the innovation and potential
shortcomings of this research.

The second chapter describes in detail the project overview of "Zen Shaolin Music
Festival".

The third chapter collects the audience information about the performance and analyzes
the characteristics of different audience groups by means of questionnaire survey.

Chapter four puts forward specific audience expansion strategies for the project of "Zen
Shaolin Music Festival". For example, optimizing performance content to form brand culture,
developing cultural and creative products with Zen characteristics and upgrading performance
equipment.

Chapter Five, conclusion. This chapter makes a comprehensive summary of the research
content of the full text.

Through the in-depth study of the audience expansion strategy of "Zen Shaolin Music
Festival", this thesis aims to provide useful reference and enlightenment for the audience

expansion of similar large-scale real scene performances.

Key Words: Zen Shaolin Music Ceremony; live-action performance; audience

expansion
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