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Foreword

To Boldly Go … was an AMA day event that focused on innovation.

It included six presentations, a number of which were given by AMA members who
have undertaken interesting and innovative work.  There was also a presentation of
recent research undertaken by MORI on behalf of London Calling (the sponsors of
the event) and practical insights into the world of cultural tourism.

The day concluded with a keynote presentation from the commercial sector
on how to use innovation to achieve business objectives.

Overall, the day offered a wealth of inspiration and ideas to take back to the
workplace.
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Seminar: Cultural Tourism

Susan Briggs, The Tourism Network

This seminar looked at the many different sectors within tourism and how arts
organisations can start to target them. It addressed the following questions:
• What are tourists and cultural tourism?
• Is it worth targeting tourists?
• Why now?
• Understanding different tourism segments and how to target them.
• Where to find out more.

Tourism is defined here as: ‘the temporary short-term movement of
people to destinations outside places where they normally live and work, and their
activities during their stay at these destinations’.

A discussion of cultural tourism would include visits to:
Visual arts
Performing arts
Museums and galleries
Film and television, particularly locations
Literary connections, e.g. festivals, locations and book towns
Festivals and other cultural events
Design and crafts – hidden art

Tourism – what’s it worth?
The UK tourism industry is worth around £76 billion, employing 2.1 million people
(7.5% of the working population).

In 2002, 23.9 million overseas visitors came to the UK, spending £11.9 billion.
The top five overseas markets are USA, France, Germany, Irish Republic and the
Netherlands.

Domestic visitors spent £61 billion in 2002.  UK residents took 101.7 million holidays
of one night or more. They also made 39.6 million overnight trips to friends and
relatives. The most popular domestic holiday activities were: visiting heritage sites
(29%); walking 2 miles or over (27%); swimming (22%); visiting artistic or heritage
exhibits (22%) and watching performing arts (21%).

Cultural tourism – a growth market
In 2000, the World Tourism Organisation said it accounted for 37% of all world travel.
Cultural tourists are typically more educated and have higher disposable income.
Annual growth is predicted at 15% for cultural tourism.
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It is time to take advantage of key trends:
• there is now a strong interest in self-improvement and development,
• value of time an increasingly important consideration,
• people are searching for authentic experiences and ways to connect with each

other,
• people want a story to tell, an experience,
• there is a growth in people taking time to participate.  Look at the example of

British arts marketers promoting creative tourism in New Zealand (search under
‘creative tourism New Zealand’ for more information).  It is creative tourism that
may offer the cross over points between the arts and tourism.

VisitBritain
VisitBritain has recently started to research the area of cultural tourism and is
committed to promoting it.  They intend to integrate it into all their activities and are
keen to learn more about the arts.  Sessions are currently being set up – called
‘sector clubs for cultural tourism’ where ideas can be shared.  Their existing
campaigns for domestic and overseas’ visitors such CityCulture, Good Living,
Touring, UK Cities may well offer opportunities for arts organisations and as they are
now planned on three year cycle offer more realistic options than previously.

There has also been substantial research into the motivation of tourists and the
VisitBritain’s Britain Brand has been developed.  This is not simply a logo but an
essence – best described as ‘heart, depth, and vitality’.  This is about a deeper
experience, a sense of story.  In addition to traditional heritage marketing they now
also promote people much more, creating a sense of story.  They now need to make
this tangible, which is where arts organisations can come in.

Segmentation is essential. This could be done by:

Length of stay:
• day-trippers,
• weekend and short break visitors,
• holidaymakers.

Sector:
• consumer – i.e. your typical holidaymakers,
• business tourism,
• visits to Friends and Relatives (VFR).

Origin of visitors:
• local residents,
• domestic visitors,
• overseas residents.

Visitors’ experience:
• first time visitors,
• repeat visitors,
• established markets – France, Germany, USA,
• emerging markets – China, Russia.
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Who to target for instant gratification:

Group travel organisers and the travel trade
The travel trade are tour operators with profit in mind whilst group travel organisers
are working more on a voluntary basis. Both these have multiple purchasing power,
and act as intermediaries between you and the public. They are looking for places to
visit as part of an overall programme or as the focus for day trip.  They are interested
in added value experiences, behind the scenes, tours and explanations.

Information for these groups can be found on:
www.ukinbound.com (previously British Incoming Tour Operators Association)
www.grouptravelorganiser.com

Send these two organisations press releases that include the word ‘group’ and they
will almost certainly publish it.

Influencers and Ambassadors
This is the idea of using word of mouth but going a step further by getting third party
endorsements. This could include:
• adding editors of guidebooks, including web versions, to press lists,
• taking information to Information Centres,
• taking information to concierges or hotel front desks,
• e.g. recent Tourism Network project to train front desk staff at east London hotels

was very successful in getting information to the right people.  The results
couldn’t have been achieved by just sending a leaflet.

• making sure blue badge guides know about arts organisations and are endorsing
them.  There are three organisations very active in this area: Institute of Tourist
Guiding, the Association of Professional Tourist Guides and the Guild of Guide
Lecturers.

• www.tripadvisor.com: this is an American site that people use when planning
trips. It includes customer’s reviews so you could get a hotmail address and
review your own organisation.

MICE – meetings, incentives, conferences and exhibitions
Incentive groups are looking for unusual experiences, for which they are prepared to
pay.  Meetings and conferences are a substantial market.  There is a growing trend
towards using smaller, more interesting venues so this can offer a revenue earning
opportunity even for smaller companies.

VFR – ‘visits to friends and relatives’
It is important here to consider the ‘mood’ of visitors – why would they come to you?
It may well be necessary to adapt what you offer them.  Promoting to VFR may also
mean promoting to residents – but remember that copy and approach need to be
changed.  Be very direct and remind them of the benefits, remind them to invite their
friends and relatives to visit.

Collaborative campaigns work particularly well for this group.  For example a group
of London attractions got together after 9/11 to target VFRs.  A website was
established (www.londontreasures.com) and questions set which could only be
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answered by extensive searching on the web or visiting the sites.  The emphasis
was on intrigue and challenging Londoners about how well they knew their city.
Prizes were very quirky and not ones that money could buy e.g. pressing the button
to raise London Bridge.  The website is still active as an example of what can be
done, but no longer funded so slightly out of date.

Overseas visitors
These are not only interested in London or major venues or companies.  It is
definitely the case that less well-known venues and organisations can attract repeat
visitors – some specifically want to go off the beaten track.  You can learn more by
reading country profiles of different markets on the VisitBritain industry site:
www.visitbritain.com/ukindustry.

It is important to think what added depth can you offer to underpin the Britain brand
that VisitBritain are promoting.

VisitBritain are like the arts council of the tourism world.  Their mission is to build the
volume and value of inbound tourism to Britain from overseas and from domestic
visitors.  They are funded by DCMS, working in partnership with Regional
Development Agencies and Regional Tourist Boards.  They have representatives in
30 countries.  Interesting information can be gathered by visiting their gateway sites
for different countries.

For more information:
• Visit www.visitbritain.org/ukindustry
• Visit www.tourismknowledge.com

o Two particular documents were recommended:
o The Tourism Network's Introductory Guide to UK Tourism
o http://www.tourismknowledge.com/Tourism_Network_Intro_Guide_to_

Tourism.pdf
o Friends and Family re-united - reaching the growing VFR Market
o http://www.tourismknowledge.com/Friends_and_Family_Reunited-

VFR_market.pdf 
• Subscribe to the Tourism Network newsletter –

www.tourismknowledge.org/newsletter.htm
• Contact your Regional Tourist Board or Regional Development Agency
• Visit www.staruk.org.uk  – tourism statistics
• Visit www.visitbritain.org/britainbrand
• Visit www.henleycentre.com

Questions and Answers
Q: How do we identify the names of groups?
A: Go to travel fairs (see the tourismknowledge website for more details) and meet
them there or look at Group Travel Organiser Magazine or Group Leisure Magazine
and they have these lists.  If you do want to buy lists of people with a specific interest
then a good website is www.marketingfile.com which is all the reputable list brokers
brought together.  You can search by interest, region, etc.  and it’s a reasonable
service.
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Q: Do you have any advice about how to help us in our challenge of influencing
destination-marketing people?  E.g. A group of arts organisations in Cumbria cannot
get recognition that visitors may visit for reasons other than walking.
A: This is a real problem.  It is partly education.  Every tourist board has the same
key problem – that is of moving visitors around and getting them to extend their
length of stay.  So I think your argument should be; we can help with visitor dispersal
and with seasonality and with extending length of stay and here’s how.  Perhaps also
collaborate with others and present the final package to tourist boards to be as
effective as possible.

Q: Do you have any advice about the problem of political hostility between tourist
boards and councils which museums and galleries have been disadvantaged by in
the past?
A: It can also be effective to think about what their particular issues are and how they
can be supported in this.  Most are trying to collate listings information so providing
this as a package can help.



Arts Marketing Association: To Boldly Go…. 9

Seminar: Changing Attitudes Towards Cultural Diversity

Anita Dinham, Diversity Manager, and Rachel Harrison, Audience Development
Manager, Audiences Central

Background:
• Audience Central’s region now incorporates the whole of the West Midlands. The

West Midlands Region has a population of 52 million and includes over 500 arts
organisations.

• This presentation draws on the learning of the Gravity Project and how
organisations can shift from short to long-term change.

• Culturally diverse in this presentation relates to black and minority ethnic
communities (BME).

As an organisation it was decided to:
•  developing long-term relationships with culturally diverse audiences.
• Move away from the stop-start short-term audience development projects.
• Develop areas of work that were more strategic and sustainable.

This was delivered by:
• Working with a variety of organisations each with different actions plans.
• Providing links to hard to reach communities and support mechanisms to develop

these relationships.  In this instance the focus was on African, Caribbean and
South Asian communities.

• Collating information, which would eventually feed into marketing plans, both
short term and long term.

• Involving other departments of organisations – for example programming and
front of house staff.

Desired outcomes for the project:
• That the relationships created would provide an opportunity for venues to engage

these communities.
• That some of the barriers that prevent these communities interacting with arts

organisations would be explored and resolved.

The hoped for changes were:
• commitment of the volunteers (ownership of projects),
• the will to make the project a success,
• the learning curve of both participating venues and volunteers and Audiences

Central (then known as BAM),
• individual positive outcomes – this might include: jobs in the arts; performances;

individuals from panels becoming board members,
• an appreciation of the sheer numbers of diversity within diversity and an

understanding that one size doesn't fit all.  Steel pans, saris and samosas
syndrome is fast becoming a theory of the past.
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The following case studies were part of the Gravity Project:

City Of Birmingham Symphony Orchestra’s (CBSO) Harmony Project:
The Harmony project was initiated in September 2003.  The focus was the
engagement of the South Asian community.  This was addressed via both
programming and marketing.  A group of people were recruited in
August/September, met every 4-6 weeks, and worked specifically on marketing.

Aims of the Harmony Project:
• to take classical music into the South Asian community,
• to bring the community into the concert hall of CBSO,
• to create a long lasting relationship with the Asian community through this

experience.

Details of Classic Asia:
CBSO commissioned new work by major leading Bollywood composer AR Rahman
whose work for the musical score of Bombay Dreams is currently being shown In the
West End.  A partnership was established with SAMPAD, a leading Asian Arts
organisation.  Billboards were used in Soho Road, Handsworth – an area of
Birmingham that has a predominately South Asian population.  Key coverage was
achieved on BBC1 10 O'clock news.  Sarah Gee was interviewed on the Sonia Deol
Show, BBC Asian Network

Key positive outcomes:
• programmed AR Rahman concert was sold out on both days (Friday 5th and

Saturday 6th March 04)
• front page coverage of Birmingham Evening Post
• links with Asian Radio stations – Radio XL
• extensive audience market research was undertaken and carried out during the

concerts
• names were collected for CBSO mailing list
• design of Billboard was different culturally specific and eye catching
• opportunity to ‘test drive’ questionnaires specifically aimed at Asian audiences

Reggae Rockz ArtsFest 2004
The consultation for this began as an idea from panel members in 2000.
Symphony Hall and the Drum joined forces together and both venues played a key
part in Reggae Rockz during the ArtsFest weekend.  The combination of a family
weekend and performance highlighting the work of reggae artists in the Midlands,
was a challenging but rewarding role for Symphony Hall in terms of their
programming.  There was an increase of African Caribbean total response to the
questionnaire at ArtsFest from 3.3% in 2003 to 10.67% in 2004.  Plans to make
Reggae Rockz yearly event in Birmingham are currently being explored.
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Other programmes
• Platinum – BME Artists and programme development – Fierce earth!
• The Vibez Programme:  A Reggae Music History Project – Birmingham Museums

and Art Galleries (Now touring at the Herbert Museum Gallery Coventry)
• Black Drop – A drama piece specially devised for young people, centred around

the work of local artists – Birmingham Museums and Art Galleries
• Wolverhampton Museums and Gallery Services have submitted an application to

Arts Council England for the development role of a South Asian arts ambassador
working with South Asian communities

Lessons learnt:
• ensure ownership of projects by venues/organisation,
• adopt the top down-bottom up approach: for projects to work all aspects of

organizations need to be involved from the senior management team, to box
office staff and security.  Communication is key,

• projects may need investment beyond their funding life,
• different organisations need different types of support – for example Ambassador

learning about the organisations first then the recruitment of the panel (individual
project specific) or the panel recruited soon after the recruitment of the Arts
Ambassador,

• service level agreements are drawn up for both parties.  This should detail who is
responsible for what level of commitment,

• agree audits and action plans  - include short-term initiatives and long-term goals.

The future
The Gravity project has had the privilege of seeing through several success stories.
Some of these can’t be measured by traditional methods required by the funding
bodies to validate the importance of existence.  It is important to address how to
evaluate the effectiveness of similar projects: particularly the use of quantitative
versus qualitative data.  It is worth considering whether participation and experience
are more important than facts.

The learning curve
As with the outcome of other similar projects, the triumph has been in the learning
processes of all those involved.  The results have been ones that have developed
key relationships and these have been affirmed and contextualised.  This has been a
two way process where the organisation and individuals have been able to take part
in the ever changing landscape of arts in the West Midlands.  This experience has
also been about what Audiences Central has learnt, rather than a ‘how to’ for other
organisations.  Audiences Central is still at the beginning of this process and it
doesn’t have all the answers yet.

Conclusions:
Short-term projects impact on long-term goals
There is no single way for arts organisations to engage minority communities, as
these communities are often very diverse and complex.  Each venue has to decide
what it can strategically manage immediately and ultimately over a longer period of
time implement good practice into mainstream policies within the organisation.
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Organisational attitudes are key to success, but usually it is a combination of short
term, culturally specific, targeted projects, combined with work to develop an
organisation’s own practice, that works best.

Understanding the scope and context of cultural diversity
• cultural diversity must be received in its entirety,
• celebrate the similarities and the differences without fear,
• be explicit in the use of language

o if ethnicity is being talked about – say so
o if disability is being talked about – say so
o if social exclusion is being talked about – say so

• However, there is still scope for strategic bodies and policy makers to support
organisations in the endeavour of cultural diversification in the mainstream.

The Future – so what’s next?  Mainstreaming diversity
• National audience development programme, funded by Arts Council England.

The programme will include three main elements:
• Organisational Development and Diversity Action Planning
• Professional Development and Training
• Monitoring Techniques Research
• Enable organisations to develop their ability to present culturally diverse art and

to attract culturally diverse audiences.
• Facilitate organisational assessment of existing attitudes towards cultural

diversity.
• Develop tailored strategic plan for broadening audience.
• Provide training and support for organisations to affect change.
• Provide training and support for individuals within organisations to champion

change.



Arts Marketing Association: To Boldly Go…. 13

Seminar: Sold on Bold

Ros Fry, Freelance Marketing Consultant and Trainer

How to get word of mouth really working
How to get other people to do your work
How to write copy that sells
How to get poetry onto the news!

This seminar was based on the work undertaken to transform Dorset Word Week
into Blah di Blah – a live literature festival that completely sold out despite having no
advertising budget at all.

Background
Dorset is like being in the 1950s.  There is an extremely high rural population and
everyone has to travel a lot to get anywhere.  Audiences aren’t huge but there are a
lot of highly creative people in some pockets

The Dorset Literature Network
The part-time literature development officer for the county set this up and I ran a
training day five years ago about marketing live literature events.  (I had been at the
South Bank Centre in late 1980s when Poetry Library was set up and voice box, both
of which had substantial funding.)

The network received a £5000 Awards for All grant to run their first festival in 2002.
This covered the cost of producing a festival brochure and hiring some outside PR.
Right from the start the artistic direction was set by the Network members.  Financial
necessity and an egalitarian ethos meant the absence of an artistic director.  This
first festival was called Dorset Word Week, the brochure for which was very
conventional with b/w photos of writers, which I feel means nothing to readers unless
they are very famous.

A funding application was then put into the Regional Arts Lottery Programme for a
£60,000 development programme.  The new programme aimed to develop the
professional skills of the network and find new audiences. These funds also enabled
performers to come from outside of the region and for some more professional
marketing and co-ordination work, which I provided.
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Preparation
Work started eighteen months before the next festival so there was time to prepare.

‘Talk Shops’ were run on various aspects of live literature development and on
marketing.  E-mails were sent inviting every writer, poet, storyteller and arts
promoter.  They were encouraged to think about marketing and whom they wanted
to attract to their venues well before the product had been organised.

The hand-out they were given had the following key points:

Lure them in:
• creating your own show, think carefully about titles,
• direct marketing is the most effective,
• try to get as close to ‘word of mouth’ as you can,
• develop some ‘ambassadors’ who will ‘talk up’ your show for you eg a local pub

landlord, vicar, or post office manager,
• collaborate with existing networks or literary organisations e.g. Book shops,

libraries, adult education classes, reading groups.

There was also extensive debate about the name.  I argued that it needed to be one
that got people talking but wasn’t offensive to the people involved.  It was finally
agreed to be called ‘Blah di blah’ which some people hated.  The word literature was
also left out from the strap line.

Time was also spent thinking about the whole experience that venues were offering.
Time was spent discussing each event’s selling points, from the teahouse next door,
to parking and nearby walks.

‘Catching copy’ workshops were also run where three people worked together to
generate ideas for copy.  One talks about the show and another asks obvious
questions, whilst the third takes notes.  The idea is to identify what we say about the
show, not what we would write.  It is the way we talk about shows that makes it work.
The key aim was to avoid publicity stuffed with meaningless jargon, frantic
superlatives and pretentious visuals and this exercise found copy that was much
more meaningful. It was eventually used on the back of the Festival brochure.  Copy
for each event was generated in this way.

For example:
Ralegh’s Last Journey
Sherborne Castle’s Solarium on Wednesday 24th at 7pm
In the actual house that Sir Walter built Paul Hyland – Dorset’s own Simon
Schama – offers an insight into his highly praised book ‘Ralegh’s Last
Journey’; a story of Jacobean spin, double agents and betrayal praised by
Giles Milton as ‘a masterful tale of skulduggery, deception and mystery’.
Taste the estate’s wine too!

Or for the copy about Wendy Cope: ‘amusing, wry, clever – in a comfortable way –
the kind of poet who writes poems that everyone understands and enjoys.  Hearing
her poems will make you smile at the person sitting next to you.’
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The other challenge was to identify visually arresting images that would really stand
out and illustrate the feelings of the shows, and not use pictures of writers.  Again
this caused some unhappiness in the network and quite a lot of dissension.  But with
a budget of £200, a free venue, props which represented communication and
members of the network and relatives as the participants, a collection of memorable
and arresting photographs were created which were used extensively throughout the
festival.

New audiences
One aim of the network was to develop new audiences.  Poetry menus were
developed.  These were A5 size, transparent plastic holders, branded with the
festival’s name at the top but with a gap for a poet to write or print their own poem in.
The back would be used to advertise other events in the Festival, in the style of
Amazon (‘if you liked reading this then why not take part in ...’).  The poets were
responsible for making them up and delivering them to take-away restaurants, wine
bars, restaurants, supermarkets, garages etc.  Two hundred and eighty were
distributed in this way in this rural country.
This worked in a number of ways:

• it targeted minority ethnic groups via the food outlets they own and frequent,
• it engaged with ordinary people,
• it encouraged writers to engage in their own professional development and to

own the project,
• it encourage organisations to work together,
• it was an effective promotional tool,
• it caught media attention and resulted in poetry being featured on TV news

Time was also spent identifying suitable networks to target but many of these are
hard to identify and reach – such as the primary school teachers group at the Wendy
Cope reading.
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Blah di Blah

The festival was a huge success.  Ten events were completely sold out, and there
was an average capacity across all events of 70%.  Given that there was no
advertising or posters and only a basic brochure, this was quite an achievement.  If
conservative estimates for the Poetry Menu audiences are included, then the
estimate for the total number of people experiencing the festival was 120,000, which
is a fifth of the population of Dorset.

An estimate of the value of the PR achieved was £80,000 to £90,000.

Evaluation
Using an outside consultant is another way to be bold and take a risk – ask someone
else to say if it was a success, admit it if it wasn’t.

An audience survey was also undertaken.  It was distributed at 22 events and 50%
of the audience completed it.

What do you think about the title of this festival – Blah di Blah?
Their responses showed that it had triggered strong feelings in the audience
as well as the members of the network.  Those people who were already
involved in live literature found the title ‘silly’, ‘ demeaning’, ‘flippant’ and
‘unrepresentative of the content of the festival’ but it’s worth noting that they
still came!  People attending the less esoteric events were positively
enthusiastic about the name.  It also clearly made the festival more
approachable to new audiences since of those who answered ‘Yes’ out of the
239 people who asked to be put on the Dorset County Council’s ‘Literature
Live Bulletin’ mailing list, 95% liked the title Blah di Blah.

Tell us two ways you heard about the festival
The Blah di Blah leaflet was a clear promotional winner here (21% named
this) with the libraries playing an important role here – 21% said they picked
up the information at their local library, which could only have been the leaflet.

Word of mouth (33%) was the second most successful marketing tool.
‘Word of mouth’ included ‘recommended by a friend’ and ‘bullied into it’,
through to ‘personal contacts with the performer’.

17% of the respondents had heard about the event through a group or class
they belong to or attend, reading and writing groups, village hall committees,
etc.  The festival grapevine worked through all sorts of community
organisations, which, in turn, encouraged local people to support events.
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Concluding remarks
I want to encourage arts marketing people to get away from the hiding behind the
computer, surfing the web and avoiding face to face contact with the people who
make the stuff we are selling …we have always been good about word of mouth but
I feel we are losing it by increasingly complex marketing techniques.

Word of mouth works because:
• it’s high on creativity, timing and ingenuity but low on promotional budgets,
• it has higher credibility - in a time when customers are increasingly cynical about

promotional messages, they would rather believe their friends and colleagues,
• it can help to make you heard in amongst all the other noise out there.

‘The Tipping Point’ by Malcolm Gladwell examines how to pinpoint ‘centres of
influence’.  The key is to find the ‘hubs’ and get them talking.  These account for
perhaps about 15% of the population according to Emanuel Rosen, author of ‘The
Anatomy of Buzz’ but they are well connected (eg. on the PTA, organisers of
community schemes), open to new ideas, frequent travellers, information hungry,
opinionated and vocal.
‘It’s about creating networks.  You could characterise that as buzz marketing.  What
it’s trying to do, rather than using top-down marketing like advertising, it’s bottom-up,
it’s from the street, and it’s using public relations as well as using people’s
relationships with things’
Tamara Ingram, President of the Henley Centre, in The Guardian (2004)

In order to find the networks, it is essential to identify the selling points.  To do this,
it’s important to ask the idiot questions and not be embarrassed.  Don’t get bogged
down in making websites, issuing loads of print, sending out massive amounts of
direct mail, spending money on posters, banners, etc.

It’s scary challenging writers, librarians, and arts managers.  They can make us
marketers feel dirty and dumb.  Being told an arts event is great is not enough.  You
have to understand it so you can sell it to audiences.  Be bold, ask the idiot
questions and communicate the answers sticking as close as you can to the word of
mouth principle. Sold on bold!
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Seminar: Small Things Bright and Beautiful – Innovation Through
Collaboration

Fiona Moorhead, Marketing and Press Manager,
The Woman’s Library

This seminar was on a case study of recent work at The Women’s Library (TWL),
which highlighted how collaboration with partners has been used to achieve
audience development objectives.

The Women’s Library (TWL) is the UK’s national collection of women’s history,
responsible for celebrating and recording women’s lives.  It acts as a cultural centre
for social history and includes a library, an archive and museum collections.  There is
also an exhibition space, event facilities and a café, all housed in a RIBA award
winning building on the site of one of the oldest washhouses in the East End of
London.  TWL is part of London Metropolitan University, the second largest
University in the UK.

The Women’s Library:
• holds over 60,000 books and periodicals, 400 archival collections and 5,000

museum objects.  Collections cover everything from suffragette banners to
protest badges and posters, books on health, politics, sexuality and art, to
Barbara Cartland’s personal papers and the archives of The Women’s Institute
and Miss Great Britain (more of that later …),

• offers free public access to the Reading Room and collections,
• users range from specialist researchers to people with a more general interest in

social/women’s history,
• holds a programme of changing exhibitions, supported by talks, events, films and

conferences.
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Background:
TWL moved from an underused basement to a new site in February 2002, and saw a
700% increase in visitors.  However, TWL is aware of the initial impact on audiences
of a new Heritage Lottery funded building and of the need to sustain and develop this
new audience in the longer term.

The following objectives were set:
• Identify the unique qualities of the collections and resources.

o London is a very competitive market with many cultural organisations.
What could TWL do that would reflect the nature and diversity of the
collections?  There was also the challenge of shifting the negative,
rather stereotyped associations of the name and perceptions about the
organisation.  TWL needed to develop wider appeal.

• To broaden the core audience base from the traditional one of academics and
researchers.

• To work with the immediate communities.
o These include the residents of East London and the large student

population that is part of London Metropolitan University City Campus.

The action taken was to ensure that the exhibition and public programme would be
based on innovative thinking about the use of the collections.  The goal was to think
beyond the purely historical, and question the relevance of themes from each
exhibition to the diverse audiences that had been identified and to contemporary
cultural concerns.

Case study: Summer 2004

This exhibition addressed the history of beauty contests in 20th century Britain.  TWL
holds the Miss Great Britain archive, plus material about the protests that came in
response.  The intention was to raise thought-provoking questions about beauty,
body image and history of the leisure industry.  Collaborative work was undertaken
with two partners, Magic Me and the Sir John Cass Art School, in order to broaden



Arts Marketing Association: To Boldly Go…. 20

the scope of the project, to develop new audiences and to think beyond the confines
of the exhibition space

Magic Me is an east London based arts and community organisation, which worked
with the Library to set up a project entitled ‘Beauty?’  The project brought together
older women from the East End with girls from a local school (age range 14-90) to
use the collections as a starting point to discuss what the word beauty means to
them.  Over an extended period of time, the group created a photographic exhibition
shown in the foyer, and wrote and performed poetry at the exhibition opening and at
other community venues, taking their work back to their peers.

Second year BA Fine Art students from the Sir John Cass Art School were invited to
curate a show of multimedia artwork.  Students used the archives collection to
explore concepts of body image and competition, and used this to inform their own
artistic practice.  The work included photography, embroidery and video installation
work, making creative use of the café space as a contemporary gallery.  The
students also produced a book showcasing their work.

The marketing campaign:
• used mix of print distribution, direct mail, e-marketing and advertising,
• used public programmes to consolidate the audience development objectives,
• family activities  - summer holiday drop-ins targeted at local families,
• free film season for a student/ young urban audience.

In marketing terms the outcomes were:
• There was a very successful PR campaign, including national, regional and local

coverage in print, broadcast and web media.  This included a Sunday Telegraph
feature, plus coverage in the Times, Time Out, BBC Radio and local press,

• 5,600 people attended which was a 59% increase on the previous exhibition.
77% were first time visitors, and 88% of respondents to the visitor survey said
they would come again,

• there was great word of mouth publicity,
• the campaign was also awarded the CLIP Award for Best Promotional Campaign

2004 (Chartered Institute of Librarians and Information Professionals).

In terms of the collaborators:
• There was positive impact on self-esteem for the participants – especially girls

from Mulberry school in the Magic Me project, and art students showing their
work in a professional context for the first time.

• The collaborators have been integrated into future plans –students are now
involved on an advisory panel, contributing to future planning process, giving
feedback on our strategy and interpretation.

• There is commitment to future collaborations to devise future projects.

In terms of lessons learned:
• Don’t try to reinvent the wheel – partner with people who are already in touch with

the audiences you want to communicate with.
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• Think beyond the immediate circle of arts organisations – collaboration has
increased TWL’s confidence, and they are now planning to work with a range of
collaborative partners on a Josephine Butler exhibition in 2006.

• Think about the breadth of partnership potential – charities i.e. Amnesty, Action
groups for women’s rights etc. and ensure the relationships are sustained long-
term.

Questions and Answers:
Q: How does marketing fit into the planning of the exhibitions?
A: Marketing works very collaboratively from the outset.

Q: How would you say this was innovative?
A: This is unusual work for a specialist academic institution. We are repositioning
ourselves and using our resources in a very different way, thinking beyond the
constraints of our size and position.
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Seminar: Using Ticketing to Create New and more Loyal Audiences

Andrew Muir, Project Manager, Audiences Northern Ireland
Roger Tomlinson, ACT Consultant Services

The overall aims for this presentation were:

1. Learn how to create integrated ticketing for marketing purposes
2. Discover innovative ways to use e-commerce to grow and

diversify audiences
3. Discover how market intelligence produced via integrated ticketing

can help deliver new audiences

The background to this project was:

4

Northern Ireland Context

Ceasefires1994

The ceasefire was declared in 1994 and at this point security relaxed.  Prior to this
there had been serious violence for 30 years across Northern Ireland (NI).  Arts
organisations were funded throughout and, remarkably, continued to operate despite
the obvious barriers to attendance such as roadblocks and fears of personal safety.

It was as a result of this that many NI arts organisations remained, in 1994, product-
led and product-focused, similar to the UK in 1970s.

The dilemmas around the various box office systems came to the fore in 1996.
Waterfront Hall, owned by Belfast City Council (due to open 1997) needed a
computerised box office system.  So did the newly established Grand Opera House
(GOH) Trust and Lyric Theatre.  So Belfast City Council made an application for a
centralised box office, which was rejected on grounds of a feasibility study.  As a
result GOH and Lyric shared BOCS, Waterfront Hall opted for Ticketmaster.  These
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were the first computerised box systems in NI but, due to various reasons including
the difficult front end user interface offered by BOCS organisations still remained
product led and now selling focused, similar to the situation in the UK in the 1980s.

The Good Friday Agreement was signed in 1998, bringing into play agreed political
structures for NI.  However despite the audience development emphasis from new
Labour government in UK which saw UK arts organisations becoming more
audience led and audience focused, responsibility for the arts in NI was dispersed
amongst many different government departments and largely seen by direct rule
ministers from Westminster as low priority with many arts organisations either
product led, product or selling focused.

Supported by National Lottery funds, many regional venues were built in 1990, as a
result of the Arts Council of NI objective that there should be an arts venue within 20
minutes of every Northern Irish resident.  This recognised a maximum drive time in
NI of 30 minutes as opposed to 1hr 30mins in UK, which is often seen to be a result
of the legacy of the troubles.  All these venues needed computerized box office
systems and most venues at this point purchased Venuemaster.  However most
venues remained selling focused and, as is the case elsewhere across the UK, didn’t
exploit the fullest potential of their systems.

Then in 1999, the Department of Culture, Arts and Leisure (DCAL) was formed with
responsibility for arts devolved to a local minister.  When DCAL was two years old
the Arts Council published a strategic plan for 2001-2006.  Clear objectives were set
with regards to developing new audiences for the arts and building on existing ones.

But what was the overall background to these objectives?

Small Population
• 1.6m, 2.8% of UK Population, Wales 4.92%
• Close to the borders – Scotland and the Republic of Ireland
• Political and business imperative to develop audiences across these borders.

• High Poverty
• 29.6 per cent are poor, 16% higher than UK average.
• Lowest credit and debit card ownership throughout UK.
• New Targeting Social Need policy needs to be met.

• Rich getting richer
• Belfast BMW dealership is most successful in UK.
• Belfast City population down 5%, satellite towns up.
• Big businesses now establishing themselves in NI to take advantage of this

wealth e.g.: Most amount of cinema screens per head in Belfast than elsewhere
in UK; Tesco, Sainsburys etc arrived in NI in 1997.
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• Minorities
• Non-white account for 1% compared to 15% in England.
• 5 attacks on minorities per week.
• 20% population disabled – highest in UK
• Communities still divided and mistrustful.
• Need to grow into a healthy post-ceasefire society.
• Programme of Government puts helping minorities and healing top of the

agenda.

• Tourism
• Last year UK visitors up 16%, 6% overseas.
• 50% more airport passengers since ceasefires
• Need to develop and move on from stag and hen parties.

Weak infrastructure
• We need to be in the fast lane.
• Department of Enterprise, Trade and Investment help has enabled 100%

broadband across NI by early 2005.

As a result of the above, the following objectives from funders and arts organisations
were apparent, as they relate to ticketing:
• open up the ability to buy,
• plug the holes in market intelligence,
• benchmark current activity,
• enable monitoring of progress,
• grow and diversify audiences.

Audience Northern Ireland’s main objective is to work on growing and diversifying
audiences and establishing integrated ticketing is an essential element to enable the
delivery of this.  The Arts Council of Northern Ireland has offered 100% funding
towards hardware plus 75% or 50% (Local Government) in relation to software for
computerised ticketing systems under it’s Integrated Online Ticketing Lottery funding
programme and hopes to make over twenty awards with many more to follow via the
Council’s National Lottery Equipment scheme.  In return for the receipt of funding,
arts organisations must join and remain members of the Agency until April 2007.
Substantial funds have also been allocated under the Council’s Business Support
Programme, which will offer heavily subsidised training in various topics, including
Audience Development.

Roger Tomlinson was then set the challenge, in 2003, to write a feasibility study and
business plan to address how these needs could be met.
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Roger Tomlinson:
There was an initial technical dilemma between centralised and integrated systems.
These different systems can be illustrated in the following way:

13

Centralised Ticketing

Central
Server

Venue A Venue B

Venue D Venue C

Ticket ShopInternet

Home PC

Office PC

TIC

The positives for this approach are:
• everyone using the same software,
• maximum customer facing functionality,
• centralised Internet sales plus ticket shops, TIC sales, cross venue sales etc

easily set-up,
• preferred by cities.

Negatives:
• more expensive solution e.g. leased line connections,
• in NI, many venues had relatively new systems which would have to replace,
• serious trust and support issues re sharing database were identified,
• possible problems regarding identifying appropriate skills and competencies,

particularly for part-time organisations and festivals.
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14

Integrated Ticketing

Venue A

Internet

Standard PC TIC

Data Warehouse

Integration Portal
artslistings.com

Online Sales 
Pages

Online Sales 
Pages

Online Sales 
Pages

Online Sales 
Pages

Library

Ticket Shop / 
Call Centre

Venue BVenue CVenue D

Dance 
Portal

Belfast
Portal

The integrated system would mean that:
• each venue has it’s own compatible system,
• issues around trust and previous experience overcome,
• each venue has own online sales accessible by the public,
• online sales pages can be established which are heavily integrated into portal,
• portal does not charge customers credit card.  Fulfilment is done at venue and

money straight into venues bank account.
• TICs, libraries etc. buy on account.  Money is remitted once a week via Direct

Debit straight to Venues Bank Account,
• tickets are printed out on site at TIC,
• venue gets 100% of ticket price, customer charged a small per transaction

booking fee,
• ability to easily establish sub portals e.g. Belfast, Dance etc,
• standard marketing data extraction routines are automated and de-

personalised data is sent to secure Data Warehouse every night.

Andrew Muir:
But it’s not all plain sailing.  A number of problems exist, namely;

• Ticketing system suppliers co-operation
Most suppliers are co-operative thanks to the potential for over 40 installs

• Portal development cost
Approximately £500k but this is cheap compared to the cost of computerizing
all of Northern Ireland’s libraries, delivered by Amey under PFI at a cost of
£36m.

• Cost of acquiring new systems
• Replacement of old / incompatible systems

System costs vary from £18k (small), £40k (medium), and £80k (large) over
three years. Systems are usually seen as ‘cost of sale’ but Arts Council of NI
is unusually funding 100% Hardware and 75% / 50% Software as part of a
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wider investment programme in Northern Ireland Infrastructure. In nearly all
cases, there is strong return on investment when system purchased, with or
without funding.  So venues are encourage to take the plunge, do the
inevitable and not avoid replacement of old systems such as PASS.

• Smaller organisations
Obtaining an Internet Merchant ID is sometimes difficult for small
organisations.  As a result Audiences NI are encouraging umbrella bodies to
provide a ticket sales service for such organisations and will also, hopefully,
provide a ticket sales service as an agency.

• Training and Support
The level of training and ongoing ‘hand holding’ re ticketing systems and
training in general box office procedures is substantial.  The level of product
knowledge at TICs is, in some cases, expected to be low, due to high staff
turnover plus the multiple tasks such staff are often expected to undertake.
That’s why there are now three full time employees to ensure installations and
ongoing use of systems is less stressful and that systems are used to their
fullest potential. Lots of information will also be available to TIC users plus
training programmes to ‘spark’ their interest in arts events on sale.

• Quality and gaps in data collection
This issue has been addressed by making it a condition of the grant that 95%
of records must have postcodes unless prior permission obtained from
Agency.  The issue around door and group sales is being dealt with as part of
the Audience Data UK initiative.

• Standard categories and reporting
Ensuring events are commonly categorised as dance etc. and common
reporting and terms are used is also being dealt with as part of the Audience
Data UK initiative.

• Resistance to change
The significance of the changes required have been recognised, training
undergone and a change management strategy developed.  Every project and
arts organisation will soon have a change management plan.

The main benefits associated with the project are:
• arts organisation’s needs can be met,
• real-time bookings are possible, no allocations needed
• 24 / 7 / 365 availability of booking
• adaptable to meet new technological developments

o Portal and data feeds from systems can be plugged into new
technologies easily e.g.digital TV, kiosks, cash machines, e-
government portals, SMS texting technologies, shopping centres.

• the number of outlets offering in person sales can easily be grown,
• dynamic What’s On listings now possible,
• genre, geographic, age etc. specific sites now possible,
• key means available to deliver cultural tourism,
• collates related information together,
• increased satisfaction for current audiences and scope to ‘drive sales’.
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• customers preferred choice still there,
o recognised that in most cases 90% of sales will be via venues call

centre and site so also have a member of staff who, alongside looking
after the portal, is also dedicated to helping venues push sales via their
own sites via developmental work etc.

• just need PC, Internet and ticket printer,
• informed sales for customers available,
• good Customer Service,
• can reach out to non attenders

o currently exploring allowing sales via post offices, community centres,
what’s on info via Job Centres, and 126 libraries.

• complete market intelligence now possible,
o patrons name available, if desired,
o unprecedented amount of data,
o combination possible with other datasets (e.g. combined with

Ordnance Survey can identify if problem is due to lack of bus stops;
combined with Mosaic can stop mailing those who will never attend
(Housing Exec tenants) or personalise for those who do (Wealth and
Wisdom) or heavily focus on developing e.g. Poor Senior and Solo)

o reasons for poor performance clear,
o help agency and organisations rectify problems and makes the case for

arts funding.

The current situation is that systems are being installed (a total of 23 are funded and
to be installed); portal development options being considered; and the data polling
company is imminent.
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Seminar: Arts Marketing in 2004 - Research Findings on Marketing
in Creative Industries

John Nicholls, London Calling Arts Ltd
Orian Brook, Audiences London
Andy Martin, Market Opinion Research International Ltd (MORI)

John Nicholls opened the session by talking of an abiding memory that he retained
after moving from being a London Calling client to becoming MD earlier this year.
This was the lack of information on key issues within the arts marketing community.
Most of what was available he felt was largely anecdotal or scattered about and
therefore not easy to access or comprehend.

A key service then would be for London Calling Arts to provide information that
would not only enable them to codify their understanding of their stakeholders but
which could also enable arts marketers to grow in their appreciation of the issues
affecting them.

MORI were commissioned to undertake the first London Calling Arts marketing
survey.  This was undertaken in partnership with Audiences London to create a
resource which over future years will be repeated annually, and will grow in its reach
and breadth as it seeks to address not only the fundamentals of arts marketing but
also the key issues of the day.

Andy Martin presented the core findings from the research.

This quote seemed to sum up the feelings of those who responded:

‘We do most things by luck and the seat of our pants, albeit with a fairly firm instinct
of what does and will work’

The survey used an online methodology – a total of 285 organisations were sent
links to complete the survey.  78 completed it, which was about a 27% response
rate.  It was live between 15th September and 13th October 2004.  The questions
were split into broad subject areas, the main ones composing:

• organisations’ current marketing set-up,
• marketing budgets and future spending plans,
• use of e-marketing, websites and research analysis,
• audience development and other key challenges to marketing departments.
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Organisations’ current marketing set-up

Who took part?

35%

15%

13%

8%

6%

6%

4%

4%

1%

8%

Type of organisation

Theatre

Museum

Music
Art Gallery

Multi-art form venue

Dance
Visitor attraction

Opera

Base: All (78)

Cinema

Other

Looking more closely at the marketing teams in arts organisations, the picture was
as follows:

Members of staff working on marketing

15%

9%

8%

10%
5%

26%

27%2

Base: All (78)

0

1

3

4

5-10

More than 10

MEAN: 2.60

Full time

18%

8%

32%

42%

0

1

2

3+

MEAN: 1.26

Part time

This led to comments like: ‘being under-resourced makes it very hard to compete in
the competitive London attractions environment – we have less time to target and
focus when too many competing responsibilities.’
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There was also quite substantial in-kind support, although this varied hugely
between organisations.  It was made-up as follows:

49%

29%

23%

18%

13%

13%

23%

In-kind support

General administration (office
volunteers, unpaid interns etc.)
Strategic advice (high-level
volunteer advice)

Poster display

Base: All (78)

Website development

Print design

Radio/TV promotion (Free air-time)

None of these

TOP MENTIONS

How long did people spend in organisations?

Years spent at organisation by marketing staff

29%
17%

5%

14%

8% 5%

22%

2 years

Base: All (78)

Less than a year

1 year

3 years

4 years

5 years & over

DonÕt know

MEAN: 2.67
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What were they earning?

Salaries: non-performing arts vs performing
arts

TOTAL Performing Arts Non-performing arts

£28.64k

£20.83k

£15.65k

£27.17k

£14.35k

£19.26k

£17.96k

£23.23k

£31.30k
Senior posts

Mid-range posts

Junior posts

Base: All answering

MEAN SALARY  ( £)

It was noted that people in the performing sector were earning less at all levels than
those in the non-performing sector.

In terms of how long people stayed in their jobs:

TOTAL Performing Arts Non-performing arts

4.37

2.83

1.97

4.28

1.78

2.68

2.28

3.05

4.52
Senior posts

Mid-range posts

Junior posts

Base: All answering (Junior posts: 62; Mid-range: 65; Senior posts: 64)

MEAN NUMBER OF YEARS

Retention: non-performing arts vs performing
arts
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Marketing budgets and future spending plans

The size of annual marketing budgets were:

Total annual marketing budget

21%
14%

8%

16%

9%
21%

13%

£50k-
£100k

Base: All (78)

Up to £25k

£25k-
£50k

£100k-
£250k

£250k-
£500k

Over
£500k

DonÕt know
ORGANISATION

Music £80k
Theatre £120k
Multi-art form venue £940k

ART-FORM

Performing arts £250k
Non-performing arts £300k

PRACTITIONER

Sole £50k
Multi £350k

MEAN: £270k

This was split in the following way:

33%

15%

15%

11%

6%

6%

4%

2%

12%

Distribution of marketing budget

Print Š design & production

Listings/display advertising

Direct mail

Base: All  (78)

Print distribution

Other

E marketing (incl. website)

Consultancy (incl. agency fees)

Research
Radio/TV

In terms of the responses to the question of whether organisations had any
resources (such as an outline plan, or crisis fund) to enable them to respond
effectively to a rapid decline in visitor footfall brought about by external factors, the
results were that 21% said yes, 63% said no and 17% said they didn’t know
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Looking more closely at the marketing mix:

Direct mail to own bookers

Print distribution

Website

72%

49%

33%

32%

29%

27%

18%

4%

18%

Base: All (78)

Areas of promotional mix offering greatest return in
building brand awareness/generating visitor income

e-marketing

Free listings

Display advertising

Direct mail to other lists

Radio/TV advertising

Other

Use of E-marketing, websites and research analysis

In terms of the use of e-marketing and websites in particular:

21%

66%

12%
1%

Use of e-marketing

DonÕt know

Base: All (78)

Limited use

No use

Current use

90%

4%
6%

Growing part of marketing mix

DonÕt
know

No change

Use over next 2 years
Used a lot
in last few
years

When asked for more details about websites, 4% replied that they didn’t’ have one.
One third didn’t know!  Of those who do know, there was quite a significant
difference between the performing and non-performing arts.  There was also a
surprising number who either weren’t using websites to sell tickets or didn’t know
how many tickets were sold.  The comment made at this point was that there is
clearly room for development!
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6 19 37 433

Websites

Base: All (78)

Less than 1,000 

1,001 to 5,000

%
Over 5,000

DonÕt know

No site

Hits

Proportion of sales

18 25 8 436
0-10% 

11-20%

%
Over 20%

DonÕt know

No on-line ticketing facility

Mean: 10,640

Performing arts: 7,720

Non performing arts: 14,880

Mean: 14.5%

Performing arts: 17.3%

Non performing arts: 10.2%

When asked how much organisations used e-marketing, the results were:

21%

66%

12%
1%

Use of e-marketing

DonÕt know

Base: All (78)

Limited use

No use

Current use

90%

4%
6%

Growing part of marketing mix

DonÕt
know

No change

Use over next 2 years
Used a lot
in last few
years
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Nearly everybody is intending to use e-marketing more over the next two years.  But
a range of factors were identified which were holding them back:

56%

38%

31%

21%

19%

15%

24%

46%

39%

42%

14%

7%

18%

16%

Further training & support required

Use of e-marketing channels

Strategic planning

Understanding research/stats

Base: All (78)/All non sole practitioners (57)

Financial management

Personnel management

Greater understanding of how
to reach overseas visitors

No budget for training

Respondents
Team

TOP MENTIONS

But a substantial number had no budget either for their own training or their teams –
this will clearly hamper the speed at which e-marketing can develop.

Looking more closely at the use of research in arts organisations:

67%

28%

5%

Use of research

DonÕt know

Base: a)  All (78), b) All who have carried out/accessed research in last two years (52)

No

Carried out/accessed
research

Yes 38%

56%

6%

Fairly
useful

Of little use

Use in developing
campaigns

Very
useful
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In response to what was constraining the use of research findings:

What would help enhance research?

-4%

-10%

-12%

21%

26%

45%

40%

68%

62%

36%

41%

-4%

Fairly
useful

Not
useful Very useful

Budget to act on findings and
build audiences further

Base: All (78)

Sufficient budget to
undertake/ commission
advanced analysis

The skills to interpret
statistics

Understanding of how to
use research to inform
planning

Audience development and other key challenges to marketing departments

In terms of audience development, the survey asked what were the challenges and
how were they being prioritised?

28%

9%

9%

8%

6%

5%

8%

Difficult target markets to communicate with

Young adults

Lapsed attenders

Local residents

Base: All  (78)

People attending other
artforms/ venue types

None

TOP MENTIONS

Children (with parents or
on own)

Overseas tourists
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68%

54%

51%

47%

46%

42%

42%

32%

29%

Priorities for audience growth over next 3
years

Existing regular attenders

People attending the same
artform/venue as your own

Local residents

Base: All (78)

School groups

Young adults

Children (with parents or on
their own)

Lapsed attenders

TOP MENTIONS

UK tourists

Overseas tourists

Sufficient marketing resources were cited as the biggest challenge over the next
three years.

Delivering high quality marketing
activities with limited resources

Having resources to take advantage of
technological innovations in marketing

58%

23%

10%

5%

1%

3%

Base: All (78)

Biggest challenge in the next three years

Responding to internal demands to
simultaneously reach out to domestic

and overseas audiences
Insufficient knowledge of the future

activity plans within my organisation

Being able to sustain audiences in a
climate where media continues to highlight
likelihood of a terrorist incident in London

None of these

The following conclusions were made based on these findings:

There is a clear relationship between salary and staff retention.  Junior members of
staff and those working in the performing arts receive lower remuneration than senior
colleagues and those in the non-performing arts.  In line with this, they tend to
remain in their positions for a shorter period of time

Only one in five organisations have the resources to respond effectively to a rapid
decline in visitor footfall through external factors.  In the current global climate, this
lack of preparation is a little worrying and highlights the potential for great instability
in the arts industry.
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Two-thirds of organisations have used research in the last two years, the majority
finding it useful.  But 56% say it is only ‘fairly useful.’  A key reason why it is not ‘very
useful’ is a lack of training; seven in ten say they would benefit from skills and
training to make more use of research findings.

Another area suffering from a lack of training is e-marketing; although most intend to
use it more over the next two years, currently eight in ten use it, at best, sparingly.  It
is identified as a training need more than any other development area.  This could
help the development of young audiences – currently adjudged the target market
most difficult to reach.

But training in e-marketing, research and all other areas is ultimately constrained by
a lack of financial resources.  One in four say they have no budget for training.
When asked to state the one biggest challenge to their marketing team over the next
three years, 58% cite the issue of delivering a quality-marketing product with limited
resources:

‘The whole organisation is aware of the importance of marketing and there is great
support for improvements and development – but minimal budget’

‘Marketing is more important than ever and has taken on more functions, but with no
added personnel for these roles and no extra money’

Orian responded by commenting on:
• the importance of these results in terms of offering reference points and as

benchmarks for future research,
• the role Audiences London can take to ensure these don’t end up as dusty

reports but that the findings are used in a very practical sense,
• Audiences London’s plans to provide training on understanding statistics and

using audience information in strategic marketing planning,
• Audiences London role in terms of:
• support for senior marketers in identifying appropriate training,
• providing peer learning opportunities.
• support in developing e-marketing strategies and audience development

challenges.

John commented in particular on:
In response to the question about whether arts organisations had the resources to
respond effectively to a rapid decline in visitor footfall caused by external factors
(such as an actual or threatened terrorist attack on the capital or another epidemic of
foot and mouth), a staggering 63% of respondents stated that no such plans existed
and a further 17% of respondents stated that they did not know if such provisions
had been made.  Given the massive financial contributions made by the tourism and
leisure sectors to the capital’s economy, this could spell disaster for much of the
capital’s arts community.

This lack of contingency plans, three years on from 9/11 and with continuing
warnings of a possible attack on London, is not a function however of apathy within
the arts.  These headline results when examined more broadly indicate that the
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principle reason behind this statistic is the overall lack of resources within the arts
marketing community which while no surprise to those in the sector continues to
leave many organisations exposed to significant risk should the unthinkable happen.
In that context it would be reasonable to say that the arts simply does not have the
resources to enable individual organisations to think about sustaining audiences
under these conditions and therefore could face financial jeopardy should such an
incident occur.

Poor salary levels, little or no training or where budgets do exist no time to do
training, high staff turnover and over-stretched budgets – these are all highlighted
too.  Inspite of all these issues, the arts and leisure community in the capital still
attracts some of the highest calibre individuals to create and deliver its marketing
activities.

The survey results reveal a pretty bleak picture for anyone considering a career in
arts marketing with entry-level posts currently earning on average £15,600 p.a. in
one of the most expensive cities in the world.  For even mid-range and higher-level
positions, the story is little better with average salaries standing at around £20,000
and £28,000 respectively.  These results also illustrate a salary disparity between the
performing and non-performing arts – a trend which is prevalent across all levels of
staff.

A direct correlation between salary and staff tenure in post stands out in the findings
of the survey.

With a Bachelor’s degree or equivalency almost a standard requirement among
entry-level candidates and many now entering the art marketing community with
Master’s degrees, the high level of turnover particularly among lower grade positions
is really no surprise.  Many of those who are successful in securing junior posts
come to their arts employers significantly in debt and this coupled with the capital’s
cost of living will inevitably lead to high staff turnover.  Nonetheless people continue
to be attracted into this sector because of their undiluted passion to work in the arts.
Should we not be seeking to find ways of recognising that fact?

High staff turnover leads inevitably to loss of institutional knowledge and higher
recruitment costs.  Salaries at these levels, despite many restrictions on budgets
overall could be a false economy.

The continuing value of print within the marketing mix from the public’s perception
was reiterated by other research conducted in July by MORI.  Over 2,000 members
of the public were interviewed.

The desire to explore e-marketing solutions is overwhelming from the survey’s
findings.  90% of respondents saw this area as increasing in significance against
other areas of their marketing mix but 56% recognising that they are in need of
further training and support in order to capitalise on the opportunities that this
channel could offer, significantly ahead of the need to undertake training in such
areas as financial or personnel management or team building.
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With marketing budgets as restricted as they are, the question is how will the sector
look to achieve the level of knowledge it has identified as needing to acquire.’

A full report on the survey’s findings is available – to receive copies by email please
contact London Calling by email on survey@londoncalling.com.

Questions and answers:
Q: Can the figures be shown as proportion of overall turnover?
A: Yes this in included in the final report.  It is also shown across a number of
artforms.

Q: Is there a perfect proportion for the overall turnover to be spent on marketing?
A: The AMA is attempting to benchmark this – the results can be seen on the
website.

Q: Is it possible to know more about the research into print you mentioned?
A: This was an attempt to drill down into the data and some initial information be
included in the final report.  But do also tell us what you would like included in the
2005 survey.

Q: On the one hand we’re hearing that word of mouth is the biggest influence and on
the other hand we’re spending our money on print.  It would be really interesting to
see what kind of print drives the word of mouth.
A: Obviously this is an area we need to look at more. In particular how the person
you heard about it from, heard about it. London Calling have started some
behavioural work with MORI, looking at what attracted people to particular kinds of
print.  There is an enormous amount of work to be done in this area. We need to
establish what exactly a piece of print can achieve.

Q: Is emphasis on younger audiences, despite size of population over 45, driven to
some extent by funding streams?
A: Focus perhaps on young people partly due to perception that this section of
audience is dying out and that older audiences will come anyway.

Q: This is more of an observation really.  People are expecting to produce one piece
of print that works for each different market.  Perhaps emphasis should be on
marketing to each different audience.
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Keynote presentation: Focused Innovative Thinking

Jeffrey Hyman, The Food and Drink Innovation Network

This was an interactive session intended to enable more innovative thinking.  The
teaching was based on four pillars, which, if in place, will create an atmosphere of
innovative thinking.
They are:

1. Value everyone
The main point here is that everyone is creative … but we each have our own style
of creativity!
A useful model in this instance is a sort of psychographic profiling tool, which
characterises us by the degree to which we are adaptive or inventive.
The characteristics of an adaptive person who is innovative are:

• Better
• Quicker
• Cheaper
• Incremental improvements

Some people are naturally adaptive.  They prefer to make frequent but small
adjustments in response to continual change.  The world relies on continual
adaptation.  It’s how it got to where it is and without adaptation everything would fall
apart.
Some people are more naturally inventive and prefer to make bigger, but less
frequent, changes.  The world relies on occasional inventiveness.  Without it nothing
really new would happen.
The characteristic of an inventive person who is innovative is:

• New
So organisations need both sorts of people – i.e. value everyone.  Don’t expect
adaptors to produce breath-taking new ideas but value them.  Don’t let inventives run
the business but listen to their ideas.
Remember though that statistically it’s a bell-curve and so most people are in the
middle – like bridges.  This style of creativity is given to us at birth, and it’s ours for

VVaalluuee  EEvveerryyoonnee IInncclluuddee
EEvveerryytthhiinngg

PPrroodduuccttiivvee
AAttmmoosspphheerree

EEaassyy
MMeetthhoodd
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life.  It’s not inherited.  Often parents and children have different styles.  When we
deal with others we need to be aware of differing styles ... this includes our nearest
and dearest.
Exercise:  Group-up with others and chat with them, for a few minutes each, about
your preferred style of creativity.  Are you relatively adaptive, relatively inventive, or a
bit of each ... a bridge?  Try seeing others from a different perspective.
In terms of how this is brought back to your workplace?  Just value everyone – if
you’re adaptive, value inventives and vice versa.

2. Include everything
Every process throughout your organisation must be included here.  Remember that
there is a whole process chain involved from source to destination.  Don’t think it is
only about the end result.
So:

Innovation is not just a fancy name for new products.
Innovation is how we got where we are.
Everything was new at one time.
Innovation includes everything.
Innovation is not just invention.
Innovation includes adaptation.

Exercise:  Again work with a group.  Pick some items around you, even on you, and
discuss together whether they’re relatively inventive, relatively adaptive, or a bit of
both.

3. Productive atmosphere
A productive atmosphere is essential for innovation.
In a recent study of the Times Top 1000 companies, Price Waterhouse Coopers
discovered that a productive atmosphere is vital for superior rates of innovation.  In
fact, to move towards the top 5% of performers, PWC stated that there are nine
‘dimensions’ which have to be considered.
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These are:

Challenge and
involvement

How involved is everyone around here with both the daily
operational issues and the longer-term more strategic issues
of our company?

Freedom How independent do we feel around here?

Trust and openness How emotionally safe do we feel in our relationships with
people around here?

Idea time How much time can we (and do we) use for idea finding and
solution-finding around here?

Playfulness and
humour

How much fun, spontaneity and ease do we have around
here?

Personal conflict
(Creative tension is
OK here!)

How free are we, around here, of tensions personal conflict?
(This is not to be confused with the healthy challenge and
debate.)  Low conflict is a good thing.

Idea support How are we, around here, with our new ideas, and their
originators?  Do we treat them with respect?  Do we look for
the positives and potentials, before we pile on our concerns?

Healthy debates How do we manage differing views, experiences, knowledge,
passions and positions around here?

Risk taking How are we, around here, with ambiguity and uncertainty?  Do
we have a spirit of continuous experimentation?

This can be a very robust tool for helping organisations to examine their
environments.
Exercise 1: Group-up with others.  Discuss each dimension for a minute and say
how it scores in your particular work-place – high, medium or low.  You can only
comment on your immediate environment.  You’re unlikely to know what the
atmosphere’s really like anywhere else.

Exercise 2: When you’ve all scored your work place take two minutes each to talk
about what you might do to improve the atmosphere around you.
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An aasy method for focused and innovative thinking
All innovative thinking can be done with an easy method.  This is based on a number
of robust time-tested processes.  There are 3 steps … or mind-sets.
First identify the need. If you meet needs, you’ll have a successful organisation.
Second … search for ways of meeting the need.
Third … select the best way and test it … get a response.
In short … need … search … response.
To demonstrate this:

1. Need
It’s relatively easy to come up with new ways of doing things, but unless they meet a
need … they’re unlikely to get far.
So … begin by identifying a need. Charge up these results by framing the need as a
positive desire.  Framing in the positive and in the future adds energy.
Exercise: Group-up and chat, for 2 minutes each about a pressing need you have in
any aspect of your life, which you might like some fresh input on during the rest of
this session.  Caution you might be surprised by what you get!
When you’re ready, state that that need below by completing the sentence ‘Wouldn’t
it be wonderful if…’

2. Search
Now go on to the search mind-set and explore adaptive and inventive creativity.
Exercise:  Group-up and take turns on the following.
First person re-state your pressing need, then listen while you are given about 5
thoughts on what might help you.  As you get each thought, note it respond to each
thought with an advantage you can spot in that thought, or an aspect of it.  You can’t
be negative.  No ‘yes but…………’

Responding with advantages helps the flow and perhaps triggers more thoughts.
The exercise for inventive searching is:

Exercise:  Repeat the exercise exactly, but when it’s time for new thoughts, use
random objects, or some aspect of them to trigger less obvious thoughts.  See how
the object, or an aspect of it, sparks more thoughts.  E.g. A random input here could
be a piece of dandruff and a piece of belly-fluff.  Use the aspects of dandruff e.g.
Dry, white, unwanted, abundant and see how these inputs can inspire your ideas.

This is inventive thinking, using stimuli for inspiration.
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3. Response

Exercise:  Stay in your group.  Choose your best thoughts/notions/ideas from the
previous exercise … blend them together, and turn them into a concept, which you
can sketch in the box below.

Thought > Notion > Idea > Concept > Proposition > Reality

Image here

What it is:

How it’s used:

How it might meet the need.

The point here is that imagination is merely sketching out what’s in your head
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Speakers’ biographies

Susan Briggs started her tourism industry career in Yorkshire, working for an
incoming tour operator, followed by a specialist study tour operator and incentive
company in London.  She founded her own marketing consultancy and training
company almost fifteen years ago.  Since then she has worked for national and
regional tourist boards in the UK, regional development agencies, major and
minor visitor attractions and arts facilities, hotels and destinations.  Projects have
included development and implementation of marketing strategies and
campaigns, communications plans, brochure and website development and
analysis, facilitating brainstorms, ‘marriage guidance’ between the public and
private sector, promoting destinations such as Spitalfields and Brick Lane,
multicultural marketing, promoting to groups and the travel trade, bringing
different sectors like cultural industries and tourism together, developing
marketing consortia and speaking at many events. Susan has trained over 2,000
people in practical marketing techniques, developed new business advisory
surgeries, toolkits and ‘how to’ advisory publications for organisations like
VisitBritain.  She is author of three books, Successful Tourism Marketing and
Successful Web Marketing, both published by Kogan Page and now translated
into several other languages.  Susan also wrote English Experiences, an
alternative guidebook published by Metro Publications.

Orian Brook is research and intelligence manager at Audiences London, the
audience development agency for the capital.  She has worked for Audiences
London since its inception just over two years ago, and previously spent several
years freelancing in audience research and marketing for clients including the
London Symphony Orchestra, Soho Theatre and Royal Festival Hall.  Previously
she worked in marketing, research and business development for the Barbican,
the record company harmonia mundi and English National Opera.

Anita Dinham is the diversity manager at Audiences Central.  She has worked in
the sector for over six years, but her background lies in adult education and
community journalism, including work with the Lighthouse Media Centre in
Wolverhampton and CSV Media in Birmingham.  In February 2000, Anita joined
Birmingham Arts Marketing as an arts ambassador on the Gravity project.  The
programme was instrumental in identifying and establishing avenues to assist
and develop lasting relationships with Black (African, Caribbean and South
Asian) audiences, with the use of ambassador and panel members.  Anita went
on to become marketing officer at The Drum in Birmingham, Europe’s first arts
centre dedicated to developing and promoting African, Caribbean and Asian arts
and culture.

Anita has also worked with Arts Council England, West Midlands on the
regional audience and artist research initiative – e:merge in 2002, and sits on the
Decibel Xtrax advisory panel.
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Rosalyn Fry has been marketing the arts since 1982.  She spent six years at the
Commonwealth Institute in Kensington, followed by three years as senior press
officer at the South Bank Centre, the world’s largest centre for the arts.  She went
freelance in 1990, ‘… to market the arts I really like’.  She moved to Dorset in
1996 and works as a practitioner as well as consultant with a variety of South
West clients including Lighthouse, Poole’s Centre for the Arts; Dorset Arts
Promoters Forum; and the Dorset Literature Network.  Ros has devised and
delivered a variety of marketing and PR courses for the University of
Westminster, Birkbeck College, Dartington College of Arts, Arts Marketing
Hampshire, Creative Skills Cornwall and Creative Partnerships, plus in-house
training for public and commercial organisations.  She co-devised the marketing
Timeline wall planner and delivered Timeline workshops for the AMA in London
and Edinburgh.

Rachel Harrison is marketing manager at Audiences Central with four years'
experience of working in an audience development context.  In that time Rachel
has specialised in developing culturally diverse audiences, audiences for visual
arts and contemporary dance, family audiences and the over 50s markets.
Rachel previously worked for Kokuma Dance Theatre Company, West Midlands
Arts, The Drum and the National Lottery Charities Board.  She began her career
with voluntary marketing roles at Birmingham Town Hall and City of Birmingham
Touring Opera (now Birmingham Opera Company).

Jeffrey Hyman is chairman of the Food and Drink Innovation Network, an
innovation best practice club for the UK's top 500 food and drink companies.  He
has spent most of his marketing life in brand and product development.  Among
other things he transformed Sharwood’s from a purveyor of crème de menthe
flavoured glacé cherries to a leader in Asian and Oriental food.  He took a
sabbatical from RHM during which time he conceptualised and started Prêt A
Manger, opening its first branch in Hampstead in 1984.  He describes his work
as, ‘Creating the climate for innovative thinking to happen.’

Andy Martin is a research director at Market Opinion Research International Ltd
(MORI), and heads up the leisure and travel practice.  Andy has been with MORI
for eight years, concentrating solely on leisure issues throughout this time.
Previously, Andy worked in a number of leading leisure organisations, and
graduated from Birmingham University with a masters degree in tourism policy
and management.  He is a frequent speaker at conferences on such varied topics
as the senior market for leisure, the future for the health and fitness market, and
trends in tourism bookings. MORI works with a wide cross section of
organisations in the cultural sector.  These include the Royal Academy, the
VandA, Tate, Whitechapel Art Gallery, English Heritage and London Zoo, and
others such as Arts Council England, the Society of London Theatre, and the
Department for Culture, Media and Sport.  His subjects encompass visitor,
potential visitor, and other stakeholder research, using both quantitative and
qualitative methodologies.
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Fiona Moorhead is marketing and press manager at the Women’s Library, a
library, archive, museum and cultural centre housing the UK’s most extensive
collection of women’s history resources.  Fiona joined the library in February
2004, and is now working on a long-term marketing and PR strategy.  Prior to
this, she was head of public affairs and events at the Courtauld Institute Gallery,
a role that encompassed marketing and PR, audience development and public
programming and corporate events.  She has also worked in visitor services at
the British Museum and in the tourism sector. She has boundless enthusiasm for
the arts, and extensive experience of making small budgets go a long way.

Andrew Muir currently works for the Arts Council of Northern Ireland.  He has
just overseen the successful establishment of the region’s first audience
development agency, Audiences Northern Ireland plus the roll-out of numerous
computerised ticketing systems as part of the integrated online ticketing initiative.
After graduating from the University of Ulster with 2:1 degree in peace and
conflict studies, Andrew Muir commenced his career in the arts in 1999 when he
joined the Grand Opera House in Belfast.  He then became the box office
manager for Belfast Festival at Queen’s in 2002, and then joined the Ulster
Orchestra, also in their box office. During his tenure as IT systems manager at
the Grand Opera House he was responsible for the City Wide BOCS network,
utilised by the Opera House, Lyric Players Theatre and the Ulster Orchestra,
whom he brought online in 2000.  He also oversaw the introduction of live real-
time online booking for the theatre.  In 2003 he worked in conjunction with Roger
Tomlinson, Debbie Richards and arts organisations in Northern Ireland on the
integrated online ticketing project and the audience development agency
feasibility study, business plan and economic appraisal for the Arts Council of
Northern Ireland.

John Nicholls is the managing director of London Calling Arts Ltd, having joined
the organisation in February 2004.  Prior to this, he spent some 17 years working
in the not-for-profit sector.  John has worked as a senior business development,
communications and brand professional for a number of arts institutions in the
UK and overseas.  These include Shakespeare’s Globe where he was director of
development until earlier this year, the Young Vic, English National Ballet, San
Francisco Symphony, and the Washington Ballet.  He has also taken short-term
contracts for several others to create and deliver business development
strategies: these include Singapore Dance Theatre and the Vienna Staatsoper.
John has also worked for Friends of the Earth, the Royal Institute of International
Affairs and the Stonewall Lobby Group, improving the effectiveness of their
activities and opening up new income streams.  In addition to working for London
Calling, John also serves as a trustee of the Oxford Stage Company and of the
National AIDS Trust.
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Delegate List

Pam Badwal Impact Distribution and Marketing
Kate Barrington The Brewhouse Theatre and Arts Centre
Peter Bary CultuurNet Vlaanderen
Adrian Bevan Visit Britain
Helen Bolt AMA
Carly Bowen Royal Albert Hall
Trisha Bradnam Education And Leisure, Salford Council
Susan Briggs The Tourism Network
Orian Brook Audiences London
Gavin Burns Education And Leisure, Salford Council
Annabel Busher AMA
Kate Carreno Sainsbury Centre For Visual Arts
Jacquie Cassidy Historic Royal Palaces
Emma Conba Impact Distribution and Marketing
Justine Cooper London Transport Museum
Kieran Cooper Catalyst Arts
Paul Courtney Exeter Phoenix
Jo Dereza Exeter Phoenix
Toma Dim Battersea Arts Centre
Anita Dinham Audiences Central
Simon Drysdale The Glasgow Royal Concert Hall
Helen Dunnett Royal Liverpool Philharmonic Orchestra
Elizabeth Eaton National Trust
Gaynor Egan Norwich Gallery
Annabel Elton Elton Art Commissions
Claire Eva Tate
Sascha Evans Battersea Arts Centre
Nick Finnigan Historic Scotland
Ros Fry West Mead Lodge
Steve Gibbs The Watermill Theatre
Derek Gilchrist The Audience Business
Jonathan Goodacre momentum arts
Caroline Griffin Audiences Central
Rachel Harrison Audiences Central
Pam Henderson AMA
Barbara Hogue Freelance Consultant
Tom Hunter London Calling Arts

Jeffrey Hyman
The Food and Drink Innovation Network (FDIN
Ltd)

Claire Ingham London Transport Museum
Alice Irving Audiences London
Clare Jepson Homer Birmingham Repertory Theatre
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Gill Johnson Arts Council England
Andrea Jones London Calling Arts
Carol Jones Chapter
Helena Joyce CIDA
Kate Knowles Dulwich Picture Gallery
Adrian Lesurf Arc Theatre Trowbridge
Margaret Levin Aldeburgh Productions
Anita MacGregor The Audience Business
Rob Macpherson Birmingham Hippodrome Theatre
Heather Maitland Freelance Consultant
Deirdre Malynn The Cochrane Theatre
Rachel Mapplebeck Whitechapel
Andy Martin MORI
Grainne Millar Temple Bar Properties
Penny Mills Royal Court Theatre
Andrew Moir London Calling Arts
Fiona Moorhead The Women's Library
Andrew Muir Arts Council Northern Ireland
John Nicholls London Calling Arts
Anna Parker-Smith Arts About Manchester
Catherine Peers Richmond Theatre
Ross Perth National Galleries Of Scotland
Susan Phelan Seatem
David Popple Stamford Arts Centre
Alan Postlethwaite ts.com
Chloe Priest Britten Sinfonia
Cookie Rameder The Cochrane Theatre
Victoria Reeves Timespan Heritage Centre
Marilena Reina Whitechapel
Martin Reynolds National Galleries Of Scotland
Amanda Rigali Arts Council England
Jane Rosier Victoria and Albert Museum
Lee Rotbart London Calling Arts
Ruth Sapsed Freelance consultant
Avril Scott Hayward Gallery
Lynn Scrivener LSM
Jessica Silvester Royal Albert Hall
Juno Snowdon London Calling Arts
Helen Stallard Audiences Central
Shirlie Stone Scarborough Borough Council
Roger Tomlinson ACT Consultant Services
Anne Torreggiani Audiences London
Selena Virrels South Bank Centre
Vanessa Walters Royal Exchange Theatre
Jenni Wardle Soho Theatre Company
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Samuel West London Calling Arts
Ian Whitaker Young Vic Theatre Company
Ian Whiteside University Of Salford The Arts Unit
Kate Whitlock AMA
Andrew Willshire Horniman Museum and Gardens
Jo Wilson The South Holland Centre
Akiko Yanagisawa [mu:] Promoting Music and Culture from Japan
Pippa Yuill Sainsbury Centre For Visual Arts


