Integrating digital into your audience
development plan

Adam Koszary, Head of Digital, The Audience Agency
17/10/2022
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Outline
* 13:30-14:30
* Audience development framework
« Analysing yourself and audiences
* 14:30-14:40: BREAK
* 14:40-15:30
« Planning and tactics

« Evaluation and reporting
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Why integrate digital?

Our audiences and their behaviour is now
hybrid - how can we be where they are?

To understand the impact of our
digital/hybrid offer so we can improve

To anticipate and create opportunities

To avoid the siloing of digital activity
and our physical programmes




Our user journeys are hybrid

AWARENESS

INTEREST

CONNECT

NURTURE

DO



Audience development framework
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Audience development...
means... inviting people to do something...




Audience development...
inviting




Audience development...
people




Audience development...

do something




Development means change
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Doing Audience Development better?

Principles

1.

g A W N

Not a project or campaign - an on-going strategy for change
Clear flow from mission and purpose

Organisation-wide, integrated thinking and doing

Based on real evidence of current and potential audiences need

Audiences segmented with differentiated offer:

programming, marketing, education + environment

Users involved in development

Plan for evaluation, review, adaptation




In the chat:

Describe the position you want your
organisation to be in in 2 years time.
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Situational Analysis
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Types of Research

___________ Primary ____Secondary ___

Qualitative e.g. Focus groups External reports
Quantitative e.g. Surveys Datasets,
benchmarks
Internal DIY research Previous research,
Operational data
External Cj\tracted out Public ﬁources

Collected to answer

_ Collected for other reasons,
your current question

but can be reused



Situational Analysis

* Understanding the population

* Segmentation

 Who currently engages?

 Comparators and benchmarking

* |dentifying opportunities

* Getting to know those who don’t know you

g the audience agency



Digital Maturity

Sort out the basics and your

foundations so you can build an offer

on top of them.

Your audience development may
require new products, ways of
working, equipment or skills.

the audience agency




Situational Analysis:
Understanding the Population
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Tools

* ONS data

* Area Profile Reports

 ‘data atlas’

* Indexing tools

e Taking Part Survey

* Active Lives

e Audience Spectrum

 Cultural Participation Monitor
* Peer organisations

* Your own records.
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Unit of interest:
LA / wards /
post-code sectors /
SOA

Litie Hulton Walkden North

Pendlebury
& Clifton

Swinton &
Wardley

Walkden South

Kersal &
Broughton Park

Worsley & Broughton

Westwood

Park
Boothstown & Ellenbrook Pendleton &~
Charlestown
Blackfriars &
i)
Weaste & Seedley Trinity
Barton & Winton
Ordsall

HigherIrlam & Peel Green

Cadishead & Lower Irlam




Population data: Indices of Deprivation
Fig 6 Salford Index of Multiple Deprivation score by decile

Areas of Salford within the most
deprived 10% nationally

Areaé of Salford within the most
deprived 1% nationally

Index of Multiple Deprivation Score by Decile &

Legend

Key
I 10% most deprived nationally

10% least deprived nationally

y
/

https://sccdemocracy.salford.gov.uk/documents/s19853/Intelligence%20Briefing%20-%20Indices%200f%20Deprivation%202019.pdf O




Population data:
Area Profile Report
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Secondary data: social and economic indicators /

indexes

Salford

area compares.

Your Community Wellbeing score is:

Your highlights:

Culture, heritage
and leisure

: Transport, mobility

52 Education and

learning

For more information visit
www.coop.co.uk/wellbeing

Your Community Wellbeing score

/8

National average

53

Education and
learning

/2

National average

50

Health

58

National average

57

Economy, work and
employment

924

National average

52

Culture, heritage
and leisure

/8

National average

49

Transport, mobility
and connectivity

41

National average

52

Housing, space and
environment

Welcome to your Co-op Community Wellbeing score. To work it out, we've combined data on everything from green space
to employment opportunities: in short, all the things that matter most to local communities. Have a read and see how your

Relationships

National average

Y

Relationships and
trust

31

National average

52

Equality

66

National average

52

Voice and
participation
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Digital use in the wider population

"" Office for English {EN) | Cymiraeg {C)

National Statistics Release calendar Methodology Media About  Blog

Home Business, industry Economy Employment and People, population Taking partin a

and trade labour market and community survey?

Ccensus 2021 Find out more about census

Home > People, population and community > Household characteristics » Home internet and social media usage >
Internet access - households and individuals, Great Britain

Internet access - households and individuals,
Great Britain: 2020

Internet access in Great Britain, including how many people have internet access,
what they use it for and online shopping.




Digital use in the wider population

statista %

»,

Reports = Outlooks = Company DB | NEW Infographics Services Global 5 Y = O Login

Internet > Sacial Media & User-Generated Content

Most popular social networks worldwide as of January 2022, ranked by number of monthly
active users
(in mitlions)

DOWNLOAD
w
Facebook 2810
a QPDF QXLS PNG QPPT
YouTube
Whats A pp® @
- Sources
Instagrarn = Show sources information
= Show publisher information
Welxin { WeChat . = Use Ask Statista Research Service
TikTok 11 Release date
January 2022
Facebook Messenger® a8 }
Region
Worldwide

Douyin®™

Survey time period

jele]
January 2022
sinaifeibo Special properties
social networks and messenger/chat app/voip
fuaishou included; figures for TikTok does not include
Douyin
Snapchat i
Supplementary notes
Telegram

*Platforms have not published updated user



Digital use in the wider population

Social Trends 2022




(COVID) Cultural Participation Monitor

C @ hitps//theaudienceagency.org/evidence/covid-19-cultural-participation-monitor * &9

What it includes: oo | emes | comerns | vevmeres | oomy | oo

O the audience agency
= SERVICES EVIDENCE RESOURCES ABOUTUS

e Physical/digital/participatory
engagement with culture

The Audience Agency's nationwide A recent ey Insights
longitudinal (ongoing) panel survey of
changing views about participating in creative

and cultural activities through the pandemic A oigita Engagement
For: and beyond.

A Participation and Attendance

Attitudes and responses re COVID
A Health and Wellbeing
e Pre-COVID baselines A cauiyand s
e During COVID / lockdowns

. . g ] h ,
« Future intentions to engage. For overall findings from Wave 1-5 and by theme

see theaudienceagency.org/evidence
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Cultural Participation
Monitor

Impact on Physical Visits for Those Interested in Digital Activities
Watch a recording/stream of an event 41%

Virtual tour of museum/gallery/art exhibition 38%

Virtual tour of heritage building 40%
Take part in a workshop online 27% 36% 37%
Use an online cultural collection, archive or library 28% ' 35% 37%

M Instead of MOST physical visits B Instead of SOME physical visits m AS WELL as physical visits

4. Shifts in audience behaviour are likely to be longer term —

but may bring new audiences

Most groups expect to attend all cultural activities less often in the future,
compared to pre-pandemic levels. 27% saying they'd expect to go to the cinema
less often in the future, compared to before the pandemic. On the other end, 22%
expect to attend outdoor heritage venues more in the future.

People Expect to Engage Less After Covid than Before -

Except for Outdoor Heritage
Rating on a scale of 1-5, More Often to Less Often

Film at a cinema or other venue

Live performances including music & theatre
8% (e
or other venue

Indoor Galleries, museums & heritage places

Outdoor historic parks, gardens & heritage
11%
places

B1-Moreoften 02 [13-%me B4 W5 - Less often

This is consistent with audiences’ feelings about how Covid will affect our lives in
the long term: /8% felt the impact will still be felt in a year’s time, and just over
half (57%), believe the impact will still be felt in two years' time.

g the audience agency




(but also just keep an eye out)

Monitoring and Listening
are key to tracking
changing behaviours and
trends.




Situational Analysis:
Segmentation
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What is segmentation?

“the process of splitting ‘ ‘ ‘ ‘ ‘ ‘

customers, or potential

customers, within a ‘ ‘ ‘ ‘ ‘ ‘
market into different

groups, or segments, ‘ ‘ ‘ ‘
within which customers
have the same, or similar ‘ ‘ ‘ ‘

requirements satisfied by a

distinct marketing mix.” ‘ ‘ ‘ ‘ ‘ ‘

McDonald & Dunbar




Types of segmentation

Segmentation Describes Sources of information
approach

Demographics Age, life stage, Survey
social grade, family circumstance,
ethnicity Population data - APR

Geography Where people live Booking records, survey, visitor
Where people work book
Population data - APR

Behaviour Frequency, programme choice etc. Booking records, survey
Audience Spectrum segments

Attitudes Values and preferences Survey, focus groups, other
qualitative methodologies
Audience Spectrum segments




Segmentation check list

v Evidence - do you know enough about them?

v Big enough - are there enough of these people to make your
activities worthwhile?

v' Reachable - can you find and communicate with them?

v Homogeneous - do they share enough of the same
characteristics to be targeted with the same message

g the audience agency




Segmentation process

o Start by identifying the groups that are important to you
e Then layer up from other segmentation approaches

e Iterative process - can begin with a hypothesis and a plan to
add evidence over time.

E.q...

e Core visitors are frequent, aged 60-75 and tend to live in or just outside our town.
A high proportion are Home & Heritage. We don’t know their motivations for
visiting us.

e Schools are critical for reaching Frontline Families, who currently do not visit. We
don’t know how they plan and find information for school trips.




Commuterland

O audience

Cult
Q SpeCtrum Metrocultm@ Q

Experien
Seekers

Facebook Families

. Dormit
Population Depell

segmentation using
multiple data sources

based specifically on O p Our Street
Home &
arts and cultural LS
s & Treats

Interests




Up Our Street

Sociable retirees looking for inexpensive,
mainstream, local leisure opportunities.

Middle aged and older aged residents of flats and terraces in built up areas
White, working class backgrounds

Arts and culture not a priority (so ancillary experience - food, drink etc. are key)
Mainstream and inexpensive offers, home crafts, heritage

Locally minded
Late adopters of digital technology

Familiarity is key, risk averse, likely to rely on recommendations from others

g the audience agency




Aberdeen: Most over-represented segment

- Netroculturals

I:‘ Trips & Treats
- Home & Heritage
- Up Our Street
- Facebook Families

Kaleidoscope Creativity

Westhill

el




Experience Seekers
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Nimb =~ |
14

; TLERLRE

Hindley Gre Athers
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EXP erience Seekers NEW | Experience Seekers Further Segmented:

While all Experience Seekers broadly share these core characteristics, closer
I II‘ 1 an I II‘2 ® examination reveals two key subsegments who differ in life stage and style. If
: your target audience or local area is heavy on Experience Seekers,

® understanding their variety can help with programming, marketing and
outreach.

Experience Seekers | E1 Experience Seekers | E2

Socially minded mid-life Adventurous students and
professionals with varied tastes. graduates in diverse areas.

About this Subsegment. About this Subsegment.

g the audience agency




[ ) [ )
Dlg]‘tal engagement Explore the online arts, culture and heritage activities of

Metroculturals: A 1 profiles

¢ General Engagement 2. Attitudes

Use Segment information to: ¢ Arts and Culture

General Engagement

3. Sectors

4. Places

e direct the type and
CO m p leXi ty Of teC h n O logy i n « Over a third watch on demand TV and use streaming — far and away the §. Communications
yo u r p rog ra m m e ::inm::a::;?ttagsi\iz to doing so - reflecting confidence in their own, rather et v

« Frequent shopping online allows them to purchase goods efficiently, and price
is less important than time. 7. Subsegments | M1 & M2

The earliest adopters of digital technologies, they are constantly connected

via their smartphones, and couldn’t manage their lives without the internet. 5, Dl s

e Choose which online channels
to reach audiences on

Arts and Culture

This is the most likely group to engage with, stream and subscribe to arts and
culture organisations' own online creative content.

« By far the best prospect for digital art, online and in situ, confidence in both
technology and the arts makes them the dominant audience for this work.

¢ They are especially likely to have taken up digital offers during lockdewn and
to make recommendations to friends.

g the audience agency




10 minute BREAK
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Situational Analysis:
Who currently engages?

g the audience agency



Gather different perspectives

Triangulation Mixed methods

Use multiple sources of data or
methods of data collection to verify,
deepen understanding and bring

o o
meaning to findings. o I:I.q_.l._?.l:l
It enables a view of data from I

B
HE

111 gk
xXxX<{<&

different perspectives.

DO



Tools

e Attender data — bookers,
members, visitors

* Audience Finder

* Audience Spectrum

* Digital Analytics

* Audience Monitoring
* Audience research




AUdience Finder National aggregated data

warehouse

DIGITAL
AUDIENCE O audi.enc? finder
sorvey ) B -~ original
DATA

—
ﬁll:\l%lEECE O audience finder
SURVEY - - o show stats
DATA
TICKETING audience finder
parareep ) \ / 4 answers

o audienc:e finder
' A audience spectrum

(O audience .
A finder g the audience agency




Audience Finder Ticketing

Report includes:
* Audience Profiles

Price/spend

CUSTOMER PROFILE: WHO ARE THEY? audience finder
answers

Booking

Party size

NATIONAL AUDIENCES BY
SEGMENT

Crossover

Mapping

Benchmarks

(O audience 0
o

A finder the audience agency




Audience Finder Show Stats

Top 10 Postcode Districts @) €) @ @

Report includes:

« Tickets issues
Ticket yield
Top 10 postcode districts/local authorities
Booking lead time
First time bookers
Group size

Audience Spectrum, Mosaic UK/Scotland breakdown

(O audience
O finder 8

the audience agency




Audience Finder Surveys

& finder

Surveys

Summary
Visitor Profile

About Visit v

Location

Ratings >
Previous Attendance >
Group Composition >

O audience | Original Contact hello -

Filters
Primary Survey © Compared with @
Audience Finder Example Group - Wales - Audience Finder Example Group - Wales
Timeframe @ Artform @
Allresponses = Al
MOTIVATIONS (ALL) audience finder

Which of these describe your motivations for visiting today? answers
Find out more about your survey
respondents on Audience Finder
Answers.

2 visit Audience Finder Answers

audience
finder

Report includes:

« Audience Profiles

* Audience demographics
* Motivation

* Previous attendance

« Ratings

* Location

« Benchmarks

8 the audience agency




The issue with digital analytics

Digital analytics tools tell you the what and the how
and surveys tell you the who and the why.

g the audience agency




Google Analytics

Ask the right questions:

 Who is using the website? How does that relate to
physical visitors?

e Are users engaging with the pages we want them
to? How can we improve those pages?

« How are users finding the website? Do you need to
improve SEO or social campaigns?

e Are users exiting pages too quickly? Are there ways
to improve the user journey?

@)
a
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Google Analytics: Acquisition

Traffic acquisition: Session default channel grouping Lscdys May 16-Jun14,2022 [ of A

Users by Session default channel grouping over time Users by Session default channel grouping

Organic
Saarch

Direst

Referral

Email
Organie Social

22 23
Way

@ Drganic Search @ Dirsct @ Referral @ Email @ Organic Sacial

Seareh. Rows perpage; 10 = 17 0f7
o

Session default channel grouping ~ 4 Users Sessions Engaged Average Engaged Events per Engagement Event count Conversions Total revenue
SeE5i0NS engagerment sessions per =SBSEion rate All events ~ All events ~
time per session user

8,074 13,535 7,089 1m 0ls 0.88 . 89,261
100% of tatal 100% of total 100% of total Avg B% Aug O 100% of total

Totals

Organic Search 4,551 772 4,289 015 I . 1421
Direct 2,160 2977 17338 Orindds . . 17,265
Referral Fa9 1438 785 1m37s | . 12,160
Email 605 2560 452 Tmids 6,057

arganic Social 352 448 200 Om 315 I 3 2310

Unassigned 70 it} 14 1m 285 947
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Google Analytics: Page engagement

Pages and screens: Page title and screen class @ ~

) Alusers

Views by Page title and screen class

The Audience
Ageney | The..

Audience
Spectrum | T..

Explanation;
Mosaic | The..

Our Team | The
Audience Ag...

Recent Hey
Insights | The...

€, Search.

Page title and screen class -

Totals

The Audience Agency | The Audience Agency
Audience Spectrum | The Audience Agency
Explanation: Mosaic | The Audience Agency
our Team | The Audience Agency

Recent Key Insights | The Audience Agency

WMetroculturals | The Audience Agency

30,900
100% of total

2699
2137
1,308
1232

755

703

8,074
100% of total

1773
937
914
223
469

316

Views and Users by Page title and screen class

2K USERS

Last28 days

Explanation: Mosaic | The Audience Agency

lacent Key Insights | The Audience Agency
€Y

R
Careers | The Audlence‘gen

Y

L

o
VIEWS:

Mew users Wiews peruser Average
engagement time

4,784 i 1m 43s
100% of total g 0%

1,239 0 235
369 om 57s
F79 0rn 595

42 Tmols
196 1m 285

33 1m 1038

May 18 -Jun14, 2022 ~  [F =0 A

L]
The Audience Agency | The Audience

Audience Spectrum | The Audience A

@ Our Teamn | The Audience Agency

Rows perpage 10 =

Unique user
scrolls

2,499
100% of total

843
535
350
138
209

100

Event count

All events ~

89,261
100% of total

3534
6,320
4,887
3154
2227

1,651

Goto:

Convarsions

All events ~

0.00

110 of 887 >

Total revenue

g the audience agency




Google Analytics: Events

Events: Eventname @ ~ Lust2days May 18 -Jun 14,2022 v [

) aluzers | Add comparizon +

Event count by Event name over time Event countand Total users by Event name

10K TOTAL USERS

@ session_start ®
page_view

first_visit g

®
User_engagement

L]
2 25 o
<
@ page_view @ user_engagement @ session_start @ scroll @ first_visit EVENT COUNT
< Search Rows perpage: 10 = 1-Bof 8
Event name + Eventcount Total users Event count per user Total revenue
3,078 11.04 £C.00
100% of total 100% of total Avg 0%
Rage_view 30,900 7,980
user_engagement 25,290 5797
session_start 13,518 8,027
croll 10,869 3499
first_visit 6,754 6,784

click 1,479 961

the audience agency




Google Analytics: Demographics

Demographics overview A ~

O Alusars

Users = by Country

COUNTRY
United Kingdom
United States
;slra\ia

Ehina

I-ndia

Canada

Ireland

USERS IN LAST 30 MINUTES

33

USERS PER MINUTE

| IIIll-.lll,L-ll-l.-ll..ll

TOP COUNTRIES USERS

United Kingdom 29

Fhilippines 1
Saudi Arabla
Slovenia

Sweden

View countries =» View realtime =

Users = by Interests Users =~ by Age

INTERESTS

Mo data available

Mo data available

Users = by City

CITY
London
Manchester
[eeds
;irmingham
;dinburgh
Sydney

Bristol

Last28days May 18 - Jun 14, 2022 ~ W <

Users = py Gender

Mo data available

View oities =»

Users - by Language

English
Chinese
Spanish
German
Italian
French

Duteh

View genders =»

g the audience agency




Google Analytics: Tec

Tech overview @ ~

o All Users

LastaBdays  May 18 - Jun 14, 2022 ~

Users by Platform USERS IN LAST 30 MINUTES Users = by Operating system Users > by
32 Platform / device category
OPERATING SYSTEM PLATFORM / DEV]

USERS PER MINUTE Windows . wel / desktop

L Macintosh § weh / mohile
I ESe—mnl . _En_l_mn_.lm e E—
08 weh / tablet

TOP PLATFORMS USERS
Android weh / smart tv
weh 32 — !

Linux
Chrome O3

Tizen

View platforms — Viewrealtime — View operating systems = View platform devices —

Users ~ by Browser Users = by Device category Users ~ by ?!?fﬁ?!", resolution

Chrome 1920x1080

Safari 1440500

Edge 12800720

Firefox 1636x864

Android
Webview 1266768

Safari (in-app)

Samsung
Intermet 14836

1280x800

® DESKTOP ® MOBILE TABLET

81.6% 17.9% 0.5%

g the audience agency




Social Media

Ask the right questions:

What demographics are following you? How do they
match up with your audience segments?

Do different demographics follow on different
social media channels? Why might that be?

Do particular themes or type of content resonate
differently depending on the channel?

@)
a

the audience agency




Social Media: Meta Business Suite

-+ Results Facebook Page reach @ Instagram reach @
& content 5,232 L 95.7% 7,456 L 64,3%

£ Audience

@ See Results Report

Content @ Sort by: Reach ¥

7 June 09:39 b 29 May 01:00 S8 BES B 20 May 08:01
June is Pride Month, a ... “While the English expr... L On the 26th of May at ...
Post . B O rost i © rost

Reach 872 3 Reach 1,782 Reach
1June 06:45 20 May 10:47 " 26 May 07:09
& On the 30th of May ... Have you already book... 7 Books can help us und...

€ rost ; © Post B © rost
et

Reach 1,028 y Reach 990 Reach 963

@ See Content Report

Audience @

Facebook Page likes @ Instagram followers @
18,966 4,956
Age & gender @ Age & gender @

20%

S II Il in um =, Em I. Il | [

18-24 25-34 35-44 45-54 55-64 65 18-24 25-34 35-44 45-54 55-64 65+

B wormen B Men B women B Men
57.5% 42.5% 62.1% 37.9%

g the audience agency




Social Media: Twitter Analytics

9 Analytics Home Tweets Morew ACErm KOSZary s e v

Tweet activity BlLast28 Days v | b Export datay

Your Tweets earned 71.4K impressions over this 28 day period

YOUR TWEETS
During this 28 day period, you earned
2.2K impressions per day.

Wy 22 My 29

Top Tweets  Tweets and replies Promoted Impressions Engagements Engagerments
Showing 28 days with daily frequency

Adam Koszary @adamioszary - 190 785 50 Engagerment rate

heritage 3.3% Jun 15
bbc coukinewsiuk-englan... 3.0% engagement rate

Link clicks
Key takeaways for me was that digital leadership is never 141
solitary. You're a jazz band, playing off each other's strengths

and complementing each other. Never lose the curiosity.

Adam Keszary @adamkoszar - 20h
| had so rmuch fun chairing the #DigitalF orHeritage session
with @wvargasl & @jdk653!

Adam Keszary @adamboszary  22h

On average, you earned 5 link clicks
Key Perfarmance Indicatar, not Every Perfarmance Indicatar.

per day

g the audience agency




Social media aggregator

Analytics W Mixed overview (a) @ Apr 05 - Oct 05 @ Sep22-Sep28

QUICK VIEWS © i i2social accounts *
Post performance

Team performance € Fans © Followers (@ Followers @ Followers
Best time to publish
Amplify leaderboard

250 167 80 2

Advertising performance fam fatlamery

& 30 from 220 2 1 o 166 0 from B0 0 trom 20
IMPACT

Impact content ) Fans © Followers (@ Followers @ Followers

; ; Den 21 X Ot 21 1 1 it '3 1023
Audience discovery % : 3 1 i HTES & s

& Settings

MY REPORTS
Jul 21 Ot 21
Mized overview (4]

Mixed overview (3)

Facebook overview (2)

the audience agency




Situational Analysis:
Comparators and benchmarking

g the audience agency



Comparators

 |dentify comparators in the sector (and outside the sector). Who are they
aiming content at, and what is working?

* Get in touch to find out what approaches they’ve taken and if they’re
willing to share their data

« Benchmark performance against comparators

DO



Use evidence wisely

« Social media engagement is an
approximation.

« Some people enjoy posts but
don’t react to them.

« Sometimes Facebook lies.

« Take the general trend but always
caveat.

* Don’t compare yourself to other
organisations with more
resources. Focus on achieving
what you need to achieve.

DO



Situational Analysis:
Identify opportunity

g the audience agency



SOAR

SOAR takes

Strengths and Opportunities from a

SWOT analysis and adds a strategic Strengths Opportunities
context:

Ambition or aT’\Oigz:tion
(what you want to achieve - internal) S

&

Results
(the impacts of achievement - external
/ societal)

Results

2 the audience agency



The Pyramid Principle (Barbara Minto)

* Situation

e Complication
* Question

* Answer

e.g.:

We currently have:

e X,000 visitors, or

* Y% of visitors from group Z etc
However:

e QOur mission is to serve the whole community,
or

* This isn’t enough to cover costs etc
How do we:
* Better reach group Z, or

* Increase total visitors or spend per visitor by
w%
By...

* Livestreaming events and targeting group Z
with paid ads

* Investing in e-commerce and partnering with
artists from group Z

THE
MINTO
PYRAMID

PRINCIPLE

LOGIC IN WRITING,
THINKING AND PROBLEM SOLVING

BARBARA
MINTO




The Pyramid Principle (Barbara Minto)

e Situation =6
We currently have:
* Com plication * X,000 visitors, or MRI?O
. * Only Y% of visitors from group Z etc PYRAMID
* Question However- PRINCIPLE
- LOGIC INWRITING,
e Answer . gcrg\l;é) gr;cl?r?g not to live locally, but are very THINKING AND PROBLEM SOWVING
* Supporting Group Z is core to our mission BARBARA

How do we:
e Better reach group Z, and

* Create online experiences we know group Z
find valuable

By...

* Running focus groups to understand online
behaviour and needs of group Z

* Co-running Instagram Live sessions with key
influencers in group Z on X topic



Comparing segment data

38%

23%23%

Metroculturals Commuterland Experience Seekers Dormitory Trips & Treats Home & Heritage Up Our Street Facebook Families Kaleidoscope Heydays
Culturebuffs Dependables Creativity

High engagement Medium engagement Low engagement

B Org visitors 2019 ™ 2019 Public programme visitors M Digital Survey 2022




Situational Analysis:
Getting to know those you don’t know

g the audience agency



Personas

The idea is to work with your
colleagues to create a believable,
“flesh and blood” person to
represent your target audience.

A “persona” is much easier to
identify with and will help you to
empathise with real-world needs
and problems.

Add...
Stories

Images

Quotgs

1, give them a good name. This is really important.
Don’t skip it and do use it

4

How do/ wo
. ac
our or anisation? Lwith

Describe 3 rece

Nt exper;i .
NTS/ somewhe Perience with

re like ys. ..

2. Now Add in a Description

Age, gender, sex, lives in...married?,

kids? Education, job? Leisure?,
outlook, passions, media?

When you’ve finished,

make a list of things you
want to know more about.

7 This is the basis of your

 —

70

research - or “verification”
- plan. Keep adding to
your persona as you learn
more.



Personas

Designed for:

Empathy Map Canvas

Desipned by

Viarsion:

-1 WHO are we empathizing with?

Who is the person we want to understand?
What is the situation they are in?
What ia their rale in the situation?

) What do they need to DO?

‘What do they need to do differently?

What job(s) do they want or need togel done?
‘What decisiong) do they need tomake?

Haw will we know they were successiul?

() What do they THINK and FEEL?

() What do they HEAR?
What are they hearing others say?
What are they hearing from friends?

‘What are they hearing from colleagues?

‘What are they hearing secondhand?

PAINS

‘What are their fears,

frustratons, and anxieties?

GAINS

What are their wants,

needs, hopes and dreams?

) What do they SEE?

What do they see in the marketplace?

Whal do they gee in ther immeadate emaronmeant?
What da they see athars saying and daing?

What are they watching and reading?

() What do they SA’

‘What have we heard them s
What can we imagine therm

() What do they DO?
‘What do they do today?
‘Whal behaaor have we observed?
‘What can we imagine them daing?

What ather thaughits and feelings might mativate their behayior?

MARK, 22

DEMOGRAPHICS

Curmamity an intar= 12 4 torge

spetmara

v pe: s e ey

heoavod ol e St a0 o ot
oS oot her o the

Q = =

Lo - 28200 bn porete tours

BEMAVIORAL IDENTIFIERS

o ony
e o
s Do
S —

Last updated on 16 July Z017. Download a copy of this canwas at http:/ gamestarming.com/empathy-map,’

e
=0
= %, TEEEEES

JUSTIN, 31

BEMAVIORAL IDENTIFIERS

4Us)

MAGGIE, 52

DEMOGCRAPHICS

0 mEET
¥ G momma

ahown $220.000

BEHAVIORAL IDENTIFIERS
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@ O Do
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User testing

Test digital products and content with users by setting them a task
and monitoring gain and pain points in the process.

( o I FINDING 1 & RECOMMENDATION

oo

& canarywhitney.org ©
X< >

TASK 1 17\%15HILEGORKY, THE Maximize the

Using the Audio Guide, MOTHER, 1956-C1936 visibility ahd

find any information you can about discernibility of

Gorky’s The Artist and His Mother. Y _ = —— | oo
text and thumbnail

Go to the painting and listen to the ) ]
audio provided. , images in labels

https://museumsdigitalculture.prattsi.org/the-whitney-museum-of-american-art-audio-quide-user-test-bc5be623c492



https://museumsdigitalculture.prattsi.org/the-whitney-museum-of-american-art-audio-guide-user-test-bc5be623c492

Image:

Journey Mapping

Persona Name: Persona Description:

Pains & Gains:

User objectives

Org. Objectives

Whole journey ...
from deciding to go to leaving...

Touchpoints
Positive / Negative

73



Journey Mapping: National Gallery

TYPICAL JOURNEY e

8 VEA Young it Aduis £ (A tacgean Al
The journeys taken by most visitors to the National Gallery website, overlaid with typical segment behaviours

O . Ctigs - £ mos: meitihh over 804 8 2wk New Wbt sighenery
Statistics relate to overall findings, unless indicated otherwise

2 YA

W A e s

o4t Bkady 8 o
BY B ey ey e 0N of webuite viahien r:’:,t';'}:’“;'u Dot BN bnowr € | nams
. Pawe Dot ciciets coline, osed 2*
Personal Interest g s & s 8 %s Top purposes: To plan a visit (62%) AN of Btk hawe Booe 80 Wit T By 0 TG
L . L YEA

Llow WG (UFY

1
to [T\

— ket oy / Previsit \ pummmy [/ Photos | cst-visit
N, BOOMENG /o - <\ sharing \du:mg vigir ) S

ar / . sharing
S X \@/ b

Ttapram s »

2D s

€ via
What's On
2w

Visiting
8 "

g
4
O 2% ol vieers budivg -

Wy O ek Sk w4 bt '.‘.M" '.'.'.”‘.“.
r Q'
i »
$ A i
| "2\-*. ,.-:9
: AT
P‘ ; A . N 8
2 (3] i TR Muphighe Paatings "Patury of the winth and 3 4
: vy ot my " T e "
i o o—— ik 00w ' oo 00 N
1 “ R L
T vt majeciy of 1 v . 8w
wmﬁw : 9. Vi
Mt 4 e hoonpape :
wfier & Gungle sears Bl o . (" Motund Gty snbyoys O Was Bgn) o sea
G D 2 Top purposes: To ok a1 collections online (48%) /

BTl At gy BN | Tt s wt Pgag Sme s sevuy o ae g LI Dagag saie wad s bey o

eong e LIk bigre ey s g ) e g & Pyte @ oy maggeg - 4D put i ees g theaudience agemy



TOUCHPOINTS

-

ourney Mapping:

MOMENTS

ORGANIZE THE TRIP ARRIVE AT CAMPUS

Smithsonian

EXPERIENCE A BUILDING

— o —
Tourism Industry - ~
Guidebook 4 N\
Trawel websites o 3. TripAdemer) / \
Soaciege Transportation
m:::m Moo Grounds N N Inter-building
Q e Garden o é transit
Parking Garage Outdoor exwebes Other SI Excalators
Word of Mouth Bus Drozof* \ Buildings / Undergreund
1 Family Walk \ rd W mwwys
\ ::\;:‘tra-'nn m :'9“5 & MGPB : e :
reatight banners -
\ Sidewadk exhinils p/ ~ N
\ ,q ooy Orientation Help \
- o desa
| I \ / - =gy R o cart / Places to Meet Q
\ \ \ P> o % Touch scrmens / & Rest \
| \/ W / ~ ;’,‘:::m o b \ ::oblle Device
\ ‘ - \ J ~ Mcie apps GR shop ‘ O:m B
Benches
L \ / v o
U \ /7 Digital Planning \0\ /
1 o” Tools Exhibits
Search Engines Entry Logistics Seshciee Vi
B Wed Napging Services Securty Irtnractive exhibing
Transit apss (Hepstop. Bag check \ Textusl placards
A Cont chack ~ Prejecsam
; ~ Exhisit sudio
Moeting r::vc Thaskors
S| Resources — e s il
Teleprone Loe
Marketing b
g Masile sops in museum/galleries/halls
Smissonan Channed

/

/

Smithsonian
Office of Visitor Services
Next Steps
Modile phone  Info desk
Guitedock Omer visitors .
Tillmﬂ Mailng list ::::: on phone. catners
s Savmnis & Gt
Colected parrphists
Artilacts from interactive
wxhisits
o~
~ —
o \ Phanl -
7/ \ ¥ ~
/ o
/ Q = 7’
/ N -
/ Share
5& Cowersasons with
friands and tamily
Raview sites (e g.
'elp)
EXIT Back to the World Facabsok land
Neiro sistion omer sacia
Packing garage nebwarks)
Building Exit ;T:uan —
Es::“:‘" § Campus signage
Deors
Souh Nall underground
Escalators
Gargan

LEAVE A BUILDING
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Creative Consultation

‘\
a - :
[~ -

Medium and purpose

% 'i’ il
7:&

DO



Outcomes and Outputs

g the audience agency



Logic Model thinking

Driver Activity Output Outcome Impact

What is driving The activity The result of the What the output The ultimate
the need for the behind an output activity achieves impact you want
plan to achieve

Low engagement  Focus groups and Audience report  Knowledge and We are serving
among X surveys understanding of  out entire local

demographic our audience community




An evaluation framework

Project Element

Outcomes

Outputs

Indicators of success

Methodology

What are you trying
to do overall?

What is the change
you are trying to
achieve?

What will be the
concrete results of
what you are doing?

How will you know if
you have been
successful?

What evidence do you
need?

What will you use to
find out what you need
to find out?




1E€ENCES
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Count
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* Social media followers




Goals and Objectives
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Setting Audience Development Objectives

 Specific, Measurable, Achievable, Relevant, Time-based.
* % change, cost per engagement

* Can use proximate goals / activity-based objectives

* Differentiate: audience type, barriers & motivations
 Test plausibility (e.g. using comparators)
* [terate, based on experience

e Expect progress to be gradual




Setting digital Audience Development
Objectives

Digital should be integrated into your strategies

How can digital tools and methods help you:

Understand audiences you’re trying to reach?

Engage with audiences more effectively?

Improve accessibility?

Measure against benchmarks, don’t create unrealistic targets

Use digital metrics to measure success of an objective, not as
an end in and of itself




Strategies and Action Plan

g the audience agency



Strategies: Ansoff Matrix

Audience development

Making
friends

Diversification

Risk zone

)
o
v
o
=
©
=
<

Audience penetration

Where the
love is

Existing

Offer development

Deepening
relationships




Strategies: Ansoff Matrix

New

vl
o
¥
c
9
£
=
<

Existing

Audience development

Messaging, channels,
activities in different
spaces e.g. current
offer online

Diversification

Project funding
opportunities, co-creation,
commissions, new digital
work to reach new audiences

Audience penetration

Advocacy,
embedding, special
events (on/offline),
consultation

Offer development

New activities
(on/offline), partner
opportunities, guest

leaders
——————————————————————————————————————

Offer




NEW
"y . vl .
Market development ‘ Diversification
AA 1.3 People from - A
l' Frontline Families js black or asian * gﬁ?ﬂﬁnd m::m:'““
People {Frugal, semi-urban community age, ethnicall diverse, social and
with rljanting families, backgrounds d?v;r!l. rban low a"mdbit:lol.ts Iregl.llar
light rt d ! and eclectic arts
access cﬂltu?:;rtsh?a';w on :r:’: ﬂ::ﬁ;ﬁ?ﬂ, engagers.) Young
needs community.) specific arts and adults
i festivals)) -
U
prd
L :
o .
2 Market penetration &< Offer development
’ ?ﬁﬁ%‘ﬁ; -
Where t| =~ ove = Deepening
et
ST mmri  RE saoos NSO A
e ethvitias lovers
v and mainstreaam |
arts)
EXISTING >  NEW
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Engagement funnel

Your programme may not be

digital, but making people aware,
interested and consider engaging

with your programme may be. INTEREST

AWARENESS

CONNECT

NURTURE




he Engagement funnel

* Impressions/Reach
* Search position AWARENESS

INTEREST

CONNECT




The Engagement funnel

AWARENESS

* Web traffic
* Profile visits INTEREST

CONNECT




The Engagement funnel

AWARENESS

INTEREST

e Social follows

* Email sign-up

* Social engagement
CONNECT

e Search volume




The Engagement funnel

AWARENESS

INTEREST

* Purchases
* Downloads CONNECH
* Page engagement
* Visits




The Engagement funnel

AWARENESS

INTEREST

CONNECT

* Repeat purchases

* Membership
* Net promoter score
e Social media shares




Implement and Check

. . They will
Price / A price o .
. . There are : : enjoy it and They will
* Monitoring data/dashboards apsed | perception | ofterwil | SONTE Y
bookers barrier reattend come back (enough)
* Overall goals =

e Campaigns (inc. flags)

 Logic model/theory of change

Y% are Z% book
satisfied / again
say would j| within 6/

Contact X%
[90%7] redeem
with and

Identify
lapsed
bookers book 12

Send offer to X% redeem

lapsed bookers and attend

?
offer(s?) attend - ——




Process: Content lifecycle

Think about how you can build an
approach to planning, creating and
evaluating content.

Content
Lifecycle

@ContentStrategylInc

https://contentstrategyinc.com/services/content-lifecycle-management/

the audience agency



https://contentstrategyinc.com/services/content-lifecycle-management/

Governance and reporting

g the audience agency



Build up a governance process

Maintain a group who can track emerging
business and user needs, assess options for
meeting them and running discovery
projects on those options.




(Re-)Telling Your Story

* Link back to objectives, outputs and
outcomes

 What happened? (number, profile,
experience? Vary types of info)

e Contextualise
e Differentiate

* Report audience development
separately

* Evaluation is about learning and
future action




Digital reporting

Digital allows us to try new things more easily.
Take what you learn each month and try a new
hypothesis.

Be curious and iterate.

zJanuary 2020

: )
mSociaI mediags s Yus
f=Monthly performance report§

L8 =

2 Performance Overview

Instagram ®
Facebook ® =% =
Twitter @

P —

2.1 All channels: Followers

11,199,271 :

New Followers
]

: on last month

g the audience agency




Evaluation questions...

We only need to collect or generate what’s relevant, useful and has meaning

- Your workshop was sold out ... is that a good thing or a bad thing? Could we have
livestreamed it for others?

- You have 25,000 followers on Facebook ... does that make you better than an
organisation with 15,0007 How many engaged with your last project?

- 73% of website visits were from new users - is this evidence of reaching new
demographics? Are they returning to the website, and if not then why? Which pages are

they visiting, which pages are they exiting, how did they come to the website in the
first place?



Other techniques ...

| went to MoMA and... | went to MoMA and... I went to MOMA and... :
Vo a cont < osel 7

— Xra and & e o
. y‘ r S ‘ - P\JU

Water Fo,,¢

~2ew )
g 5 +'m yery 1S “A
QZ 1 did not
) G L ot :
" ) | @ Avery &
\&// ‘
1AV

Which drink is the better summer drink?

A

[Poll]

Ll ) = : S — .
Lemonade ko Banal
What's your story? T A
@ Q Send To )

What's your story? Leave your mark at MoMA,
MY PRST NA (T)A & oary S ‘r,/‘ 4 MY PRST hasE &.".Y"’-’. | d T
f P2, P N ce ea
ermom /1 ¢ e g 19 B e rmom e o
ir Story  Close Friends
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SO...

e Understand the WHOLE hybrid picture of your audience. Go for full
segmentation or surveys

e Involve the whole organisation in planning audience development,
with an ongoing strategy and approach to individual projects

e Understand what is possible and what is unrealistic by assessing your
own digital maturity

e Don’t focus on digital vs. physical,
focus on the whole user journey

e Brainstorm opportunities that deepen,
diversifies or offers something different

o Keep iterating and experimenting




Thank you

Please Get in touch: theaudienceagency.org
adam.koszary@theaudienceagency.org

g the audience agency



