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How to devise integrated digital experiences 
– turning strategy into projects and services to 
delight and engage, rather than bankrupt 
Dominic Tinley, Partner – Thoughtsmith 
Jon Drori, Partner – Thoughtsmith 
  
 
Chaired by Carol Jones, independent cultural consultant, trainer and lecturer 
Previously Director Marketing and Engagement at Chapter 
This interactive workshop was about turning your integrated strategy into a set of sensibly 
prioritised practical projects and services. Drawing on their experience across the cultural sector, 
both of commissioning and creating new services, Jon and Dominic will guided delegates through 
the minefield of generating and prioritising ideas. This was a practical session with a natural 
emphasis on the strategic questions – ‘What should we do?’, and ‘Is there something better we 
could spend the money on?’ 
 
Dominic Tinley, Partner – Thoughtsmith 
In this session we are going to look at and get you to think about some of the criteria with regards 
what makes good projects, to work together to develop some ideas for projects and then we’ll 
collectively critique those and think about what makes it work. Before we start, is there anybody in 
the room who might describe themselves as ‘technologists’? [no hands were shown] 

One of the points that Jon made this morning is that it is important when you are coming up 
with project ideas to try to have technologists in the room with you or around the table. They don’t 
have to be the ones that you are going to work with, they don’t have to be your suppliers but 
having someone who can give some technology input is extremely useful.  
 
Jon Drori, Partner – Thoughtsmith 
There was a question that came up in the ‘keynotes in conversation’ session this morning about 
whether Facebook and Twitter will be the tools forever or whether we should be planning for 
something else. My answer was that we don’t know whether it will be Facebook or Twitter but 
there are some things about human behaviour that don’t change very much and it’s worth bearing 
those in mind.  

Certain things that people always want include a reaction to their actions – people expect 
organisations to be responsive whether that ends up with being Twitter or Facebook or in another 
way – that is something that human beings desire. They also desire to participate and to be 
included in things – a bit like with my example from York Art Gallery this morning where people 
were given the opportunity to chalk comments around the gallery walls. People’s desire to 
communicate with each other knows no bounds. It doesn’t matter if you are sitting in a quiet 
carriage of a train – people will still be chatting on their phones because there’s a strong human 
impetus to communicate. People want to be told stories and that will continue – they like choice 
but not too much choice. It’s an interesting feature of TV channel design that if you offer people 
too many channels they actually watch less. People want to belong and to feel part of something – 
the feeling of being in a group or part of a tribe is most obvious with teenagers but also applies to 
the rest of us. Then there’s the feeling that you’ll all have had, that psychologists often call ‘flow’, 
the feeling that you are completely immersed in something, time disappears and you are 
challenged just enough that you are feeling that immersion. These are some people motivations 
and it might be worth just bearing them in mind.   
 There’s also a list that people use when they are compiling experiences. Now, some of you 
will have come across this list and there’s something a little bit ‘California hippy’ about it but there  
 

http://www.a-m-a.co.uk/uploads/John%20Drori%20CBE.pdf
http://www.a-m-a.co.uk/uploads/Dominic%20Tinley.pdf


Arts Marketing Association    Digital First? / 7/11/2013 / Sadler’s Wells, London 

Compiled by Helen Bolt, Marketing Manager AMA   

 

 
are several things that compelling experiences; the things that people want to come back to over 
and over again or tell other people about, have in common. What are the sorts of things you either 
want to tell people about or come back to again and again?  
Delegate: I was thinking of an arts example while you were talking and that was inside an air base 
with people moving things around and there being surround sound …  
Jon: OK – so a weird experience with surround sound and people in a converted air base.  
Delegate: the game; Subway Surfer  
Delegate: food 
Jon: Things like sharing chocolate cake, watching a weepy movie with a prospective lover on a 
Friday night – sex, drugs, rock n roll. 
 

These are the sorts of things that people think of as 
compelling experiences. Each of us will have our own set but 
they do include sex, drugs, rock n roll, religion, child birth etc. 
For these people, the sorts of things that they have in 
common, the checklist, the reason why I’ll remember your air 
base experience and Subway Surfing and I’ll instantly forget 
what type of food it was. The first thing that you need for 
something to be compelling enough for people to tell other 
people about it is that it has to be well defined, it has to be 

 
Create compelling experiences 

• Defined 
• Fresh 

• Accessible 
• Immersive 
• Significant 

• Transformative 
 

something that you can name, describe, say what it does and what it is. Many new digital services 
don’t fall into that very easily because they’re new and different. When Eastenders launched that 
was a problem, it wasn’t well defined yet – you have to get people to know the characters etc. 
 
A second thing is, is it fresh, does it feel new or is there a twist? You don’t want to come back to a 
website or a service that’s just the same every time – it needs to change. You probably wouldn’t 
want to go to the same show over again – you might if it was with different people or there was 
some sort of fresh twist to the experience. I wouldn’t want to watch the same weepy movie with 
the same prospective lover … I might want to watch a different one.  
 
Is it accessible? Some people want to climb mountains and that’s fine but can you find this thing, 
can you work it, does it do what you want? When I order from Amazon the book arrives – can you 
get what you want from this thing that you are creating? There are some people who want the 
challenge as with the Subway Surfer game but sometimes people don’t want that challenge – they 
just want to get their money out of the bank machine. Whatever it is, you want it to be of the 
optimum accessibility for the kind of audience you are creating it for. That doesn’t mean that you 
have to make it as accessible as possible …  
 
Is it immersive? This is the sex, drugs and rock n roll experience. Can you lose yourself in it? Is it 
significant? Does the thing matter? Do you want to tell others about it? Is it something you connect 
with others or develop? And finally, is it transformative? This means that you will be left with 
something or changed in some way or do others think that you’ve changed? You can apply this to 
the transaction phase of an experience, the experience itself and then what people get afterwards. 
Just for now, let’s run through some experiences and think about how these things work within 
them.  
 
If you think about MacDonalds as an experience – it is well defined. The experience is so well 
defined that you get almost the same experience whichever country you are in. 

- Is the novelty fresh? No. They’re really low on this but then, you don’t go to MacDonalds for 
novelty. 
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- Is it accessible? Yes. It’s cheap and easy, it works and it’s the same everywhere. 
- Is it immersive? I’m not a doctor but a fat and sugar hit that you get from MacDonalds is a 

kind of drug-like experience. For the people who are prone to it, it is an immersive 
experience. 

- Is it significant? Not in the slightest. A trip to MacDonalds is not a significant experience.  
- Is it transformative? I suppose we’re not really that hungry but if you are a kid you might get 

a Happy Meal toy. 
 

So, the bits that they are really weak on are novelty or freshness and significance. If you look at 
their advertising – it goes all out for these two things. The technical MacDonalds advert is the one 
where there’s some sort of family gathering on a Sunday afternoon, Sunday lunch, kid doesn’t 
want to come down to sit at the table with the family, dad goes up to talk to the kid, unbeknownst 
to them – the baby monitor is on so that the rest of the family gathered around the dinner table 
hears the conversation between the dad and child. It’s a fantastic bonding moment when the dad 
says that he doesn’t want to be with these people either and promises that once it’s all over they’ll 
go for a MacDonalds. There’s a wonderful emotional moment between father and child and when 
they get to MacDonalds, everything on the menu is new!   
 
Now let’s look at the London Eye. That’s also a very well defined experience, there’s some novelty 
in it even if you’ve done it before because you’ll get a different view or you might be with different 
people. In terms of queuing they’ve made it very accessible, it’s an immersive, physical 
experience. It matters a bit. They looked down this list and they thought; what can we leave people 
with? That’s why you get your photo taken on the way round. The reason they take and allow you 
to buy the photo – is not to make money, although they do – but it’s actually to make the 
experience more compelling as a whole.  
Delegate: Do you define that as being more successful that MacDonalds as it ticks off all the 
items on the list?  
Jon: Any sceptic here would ask ‘do you have to tick them all’? Sometimes, something can be so 
strong on one thing that it actually doesn’t matter about the others. The drug crack is such an 
immersive experience for the people who take it that if you are a drug dealer, you don’t really have 
to worry about selling any of the other things. Like any check list you can leave things out if you 
want to, if you think that you might be making something less accessible for a reason or there’s a 
reason why it’s not novel – the list should be used as a useful guide. Generally, if you’re not hitting 
three or four of the things on the list, then your project is likely not going to do very well. Education 
is fantastically significant and transformative yet very inaccessible for a lot of people in terms of 
how they engage with education – it’s not very well defined, there’s some novelty in it. It’s a 
difficult thing and when something’s difficult like that you have to make people do it!  
 
Dominic: We’re now going to ask you to try to develop an idea. Obviously, developing an idea is 
something that you would normally take hours or days over but we want you to pick an audience 
and think of an idea that would help to plug a gap for that audience. At the end we’ll ask you to 
present that back, we’ll critique those ideas and discuss what might make that a good experience 
or where it could be improved. In order to be able to assess those ideas we’ve got some criteria of 
what makes a successful digital project. Jon has just given you quite a few but it would be really 
good to get one or two other ideas or variations on those themes of what makes something, what 
makes a successful integrated digital project.  
Jon: I’ll start with ‘practically doable’.    
Dominic: So, you need to think about things such as costs. What criteria might you apply to a 
project in terms of costs?  
Delegate: That it delivers. That there’s some sort of return and that it is measurable – people 
through the door, tickets sold.   
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Delegate: That it reflects the ethos and goals of your organisation and it’s not just ticking boxes.   
Delegate: It’s suitable for the audience that you are trying to attract.  
Jon: That there’s a sensible cost per user and that there’s measurable return. That it is legal, 
decent and honest and won’t bring your organisation into disrepute.  
Dominic: One of the things that came up in the session this morning was having a balance of risk. 
Not to take any risks at all but to try to balance the risk across the project or across a range of 
projects – not every one of them is trying to target a new audience, maybe one is trying out a new 
technology etc.  
 
In terms of developing ideas, if we had the time, we could sit down and work through in detail who 
it is for, who you are going to partner with, how they are going to find out about it, what sort of 
media it is going to use, how you are going to make money from it. I’ve recently taken a sanitised 
approach on a project where people all work collaboratively, putting ideas up on a wall and 
working through each of these questions in turn, thinking about; who are the audience, who are 
the audience not. It’s a helpful way of focusing people’s minds on who it’s not for and who it is not 
going to target and how it is not going to work. We don’t have time to do this so we’re going to try 
a condensed version which includes some questions to think about when you are thinking about 
your idea: 

- What happens before and after? 
Rather than thinking about the digital, try to step back from the digital bit and think, looking 
at the digital bit as a whole, how do people come to it and what happens after they leave?  

- How can the online and the offline elements of a project affect each other?  
That works both ways around. Someone could come to a website and add some 
contribution that could add to something in the physical space or something could happen 
in a physical space that could add to an online space.  

- How can each user who comes to the service add value for the next user?  
 
If you are stuck on trying to think of an idea, some ways to unlock your thinking might be to think 
‘what could we do if we were in partnership with a particular organisation?’ or think what would we 
do if we were Disney, or Apple, or an organisation that is not you? Because we have a limited 
amount of time, another useful way to try to focus your thinking would be to think how we might be 
able to do a project if we only had five days. What would you do?  

You’ve got 15 minutes in your groups to try to come up with an idea and then present it 
back. Pick an audience, it could be someone that you work with already or a group such as the 
Time Poor Dreamers which is one of Arts Council England’s segments of people who don’t have a 
lot of time to attend. They’d love to get involved in the arts but they just don’t have enough time or 
there are families, or the hard to reach groups such as teenagers. What are those people doing? 
What kind of service could you design to fill a gap in their lives? It could be any media, any genre, 
any kind of service at all – something around ticketing or an immersive experience. The benefit 
from this exercise will come when we start talking about the ideas and discussing what works and 
what doesn’t.  
 
Jon: While you are thinking of that here’s an example. I used to work for Estelle Morris who was 
Secretary of State at the time and she said to me; ‘what are you going to do for 100,000 Asian 
grannies in Birmingham?’ It was one of her constituency worries – she wasn’t being directive and it 
was a sensible question. Luckily we had a range of people on our team who knew about what that 
segment would be interested in so we ended up with a project which they worked on with their 
grandchildren around the cultural uses of various, quite obscure to us, food plants from South Asia 
and how those are used in religion, cooking, ritual etc. alongside the stories surrounding it. The 
kids grabbed the stories from the grandparents and the grandparents were going online and 
researching and looking at stuff. The botanical gardens around the country and National Trust  



Arts Marketing Association    Digital First? / 7/11/2013 / Sadler’s Wells, London 

Compiled by Helen Bolt, Marketing Manager AMA   

 

 
properties did trails of the plants that they had in their collections so that the Asian grannies would 
be interested to go and visit those collections and look at their plants. We made it very easy for 
people by providing mini buses to transport people to the places to see the plants and we also had 
a customised map for visitors. There was a mix of digital and offline.  
 
DELEGATE PRESENTATIONS 
Delegate: We thought about creating a way to talk to families who don’t live within a commuting 
distance of a gallery or a museum. We would do something that blends the curatorial expertise of 
the gallery or museum to create micro museums to be used in potential village or community 
hotspots. It would be about getting communities to submit facts and artefacts about their local 
areas. It would be presented online through a portal and some bits and pieces would also be taken 
into the community and supplemented with similar materials that would be online. What do people 
get out of it? We talked about how it would increase people’s own knowledge about their area, 
increase a sense of where they come from and provide stronger links to galleries as they’ve 
learned a bit about how items are chosen to be displayed in galleries as well.  
 
Delegate: We’ve chosen a specific target market of economically impoverished working class 
people from Tower Hamlets in Central London. They are feeling disenfranchised with the 
gentrification of their area and the gap that we want to fill is their ownership of that particular area. 
They want to reclaim the streets, reclaim their personal history, reclaim their sense of ownership 
over their particular streets and areas. The way in which we might do this is to get them to tell their 
own stories, to tell their own personal histories of their streets, add photos and archive stories that 
they have a strong personal investment in to create a cross story of the entire area e.g. stories 
about houses that might be empty now but they knew the people who used to live there, streets 
that are now completely ‘posh’ but they’ll reminisce about what they looked like forty years ago. 
We thought that we might partner with Google Maps. Because we came up with the audience first 
rather than thinking of an organisation to partner with, we thought that perhaps it is a local 
community group or a library running this project and therefore funding or sponsorship would be 
needed. The reason why it is compelling, what we wanted to do to engage the online and the 
offline, there would be the strong reclaim your streets element including a big live event after the 
digital engagement of capturing the stories had ended such as open mic nights at pubs, street 
parties etc. 
 
Delegate: We were focusing on teenagers – Year Nine and Year Ten, 13 and 14 year olds – who, 
just before they start their GCSEs and that shift of head space into study and qualifications, are 
also starting to go out in small groups independently from the family unit. That’s what we are 
looking to facilitate – the idea of a Tripadvisor equivalent of cultural activity for young people. Not 
just the cultural activity but also how to get there, the experience going on around it and curated by 
the young people themselves. They can reward themselves with ticket offers and we can package 
tickets with companies offering transportation. It can grow with content over time with more 
response and engagement from the young people and they may also be able to benefit from 
packages from the particular cultural providers – i.e. a theatre could offer transportation, reduced 
price for the ticket and support with some ‘how to’ stuff around ‘how to behave in a concert’ etc.  
 
Delegate: The art form that we’re working with is South Asian classical music and a learning 
device / tool for those people learning those instruments. South Asian classical music has a raga 
system which is musical notation system that is almost like a language that one has to learn. It has 
rules within it and those rules don’t currently have a very good solution worldwide so we feel that 
there’s a gap in the market for an interactive database of these ragas – there’s about 120 of them. 
We want a fully immersive platform that integrates audio, visual, notation information and one that 
is essentially a learning device. It is pitched for teenagers and upwards and we feel that in terms of  
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pitching to teenagers they tend to be the most digitally complex and immersive group at the 
moment so we want to make something for them.  
 
Delegate: We also talked about going after the teenage market and we talked about the term 
‘bedroom DJs’ which describes people who are producing work while probably not performing it 
live. We think there are a lot of these people who don’t necessarily associate with the arts, they 
don’t consider themselves artists but they are performers. We liked the idea of hosting an online 
open mic with local YouTube performers, going through schools to get to them, going through 
existing open mic nights and maybe using Google as well to try to build relationships with those 
people and deliver their content to a more typical theatre audience that we already have access to. 
That audience will then vote on these younger performers and eventually it would boil down to a 
group of these performers coming into the space to perform live and to have recurring events 
based around the idea of breaking down the barriers. There is a lot of stigma around theatres and 
live performers among that young demographic and hopefully by showcasing their content to an 
un-typical audience we could help to bring them into the space and have them perform in that 
space.  
 
Delegate: We went for teenagers and the Bedroom DJs as well. Our objective was to bring them 
out of their comfort zones into arts venues wherever multiple art forms are on display. We’ll get 
them into the venue, map out a trail where they have to ‘check in’ and explore what’s on offer. 
They can create content and we also benefit from any content that is generated by them. It’s a 
substantial long-term investment to get them through the doors in the first place so that model 
could be rolled out city wide as a kind of city treasure hunt or an ‘art’ hunt. We want to generate 
loyalty and other elements that we looked at such as accreditation or some kind of qualification 
where they’re discovering art for themselves.  
 
Jon Drori: Let’s have a vote on which project you’d be most interested in developing further if you 
had a commissioning budget – based on all the criteria that we gave. Just to recap there’s:  
The Family Micro-museums (7 votes) 
The Tower Hamlets personal stories (4 votes) 
Tripadvisor Culture Project for Teens (8 votes)  
The South Asian classical music raga database and teaching tool (5 votes)  
The Bedroom DJs online open mic (10 votes) 
And the Teens Bribed to Go to Venues Project (!) (2 votes) 
 
If you were going to do this in reality then you’d get a different result if you did a secret vote.  
One of the things that I hope has come across from this exercise is how important it is at the ideas 
stage to have a diverse group of people involved. It would have been impossible for us to think of 
projects to engage Asian grandmothers if we hadn’t had a young Asian woman on our team in the 
same way that if you are doing something for kids – involve people with families. It’s more 
important at this stage to have that diversity rather than seniority and also have the technologists 
be a part of it.  
 Does someone who voted for the Family Mirco-museums project want to say why they did?  
Delegate: I thought it was a clear way of integrating digital and the community. And I also liked the 
idea of using digital to reach communities that you might not be able to reach generally. 
Jon: I didn’t quite understand the digital integration in the way that I did with some of the others 
but I can see how that would happen and it’s possible that I missed you saying it. You can imagine 
how there might be people leaving comments about things and so on. One of the things about the 
phrase ‘family micro-museums’ is that it was easy for me to write down. And it is very easy to 
remember – having something that you can describe in three words is a good thing. Would  
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someone who voted for the Tower Hamlets Personal Stories project like to explain why they did?  
 
Delegate: I loved it. I’ve got a personal relationship to it as the place where I’m living is going 
through a similar thing. And also I liked the idea of the parties and the links to the pubs. We have 
pubs in our area doing local jam sessions and I could visualise it and I thought they sold it and 
described it really well.  
Jon: I would have personally put that one slightly higher up the list. But I became slightly sceptical 
when I thought there might be too much partying for the scale of the project! I could see that one 
happening and I liked the idea that everyone who would participate in it would bring value for other 
people. Occasionally when I’ve seen exhibitions or things where loads of photographs are on 
display and people love looking at them together – they create bonds between people because 
they’ve got something to look at together.  
 
Delegate: The reason I voted for The Tripadvisor Culture Project for Teens was that a lot of things 
seem to be about family and young people but this seems a bit different, very real, a great idea 
that could be realised.  
Jon: I mentioned this morning that if someone told me there was a unicorn in the back garden I’d 
need better evidence of it. I’m not criticising this project on 65 seconds but I’d need more evidence 
as teens are a notoriously difficult audience and style, tone, select content are all very important. It 
may be that piggy-backing on the right bits of Facebook or Vine etc. could make that work and you 
might need to think about partnerships with other organisations locally to kick it off. `I can see that 
would be exciting to do but quite difficult.  
Delegate: I have teenagers and it sounds like a nice idea but I’m just not sure that they would do 
it.  
Jon: My teenager possibly wouldn’t but then maybe if it is marketed to them in the right way …  
Dominic: The incentives of the free travel and the packages might make it quite compelling.  
 
Jon: The Raga Database and Teaching Tool – is well defined … 
Delegate: I voted for that because of the emphasis on heritage and tradition of thousands of years 
that is passed down verbally and through tuition as opposed to being written down and recorded – 
so I like it because of the archiving and recording aspects.   
Jon: I’d want to know that the institution has some ability or track record of doing this sort of thing 
and that maybe they’d want to look to experts in India for help. Doing this kind of thing can get you 
‘Brownie Points’ with the target audience – you can imagine that there’s a group of people here 
who might suddenly feel good about your organisation if you were to do this. They might not be so 
interested in the Raga Database but because you are doing it they may feel that your organisation 
is the kind of organisation they can get involved with and go to see something else there.  
 
Delegate: I voted for the Bedroom DJs Online Open Mic project because I think it’s fresh, a great 
way of generating content and a reason for people to come back to the venue – it has longevity.  
Jon: One of the things I liked about that presentation was that it seemed to have lots of detail in it 
that we could just imagine happening. Leaving aside the quality of the idea … which was good…it 
had that detail in it which left us thinking that we could see what we were getting. I think that the 
trick with this would be to ensure that people who take part get a large audience among the people 
that they care about. There are people who do this sort of thing on YouTube and you need to think 
about how you can make it into an event, what is it that you are going to do to ensure that people 
who take part in this really get some recognition from their peers which is what they want.  
Dominic: Why do we think that teenagers would go for that one but not for the Tripadvisor-style 
project?  
Jon: I would say that the Tripadvisor Culture Project for Teens is too much about contributing and  
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not about getting much back – for a teenager! And Bedroom DJs is more focused in terms of the 
genre and there’s more that a particular teen could get back from it.  
Delegate: It’s also because they’re already doing the online element and you are taking it 
somewhere else and getting them to do something different.  
 
Jon: And the final project; Teens being bribed to go to venues …! It’s really difficult to do a 90-
second pitch including ideas from everybody else but what made the Bedroom DJs project so 
compelling was the granular detail, the instant view of what the thing is and then the detail that 
filled it in. But that’s not saying that the idea is bad.  
Delegate (project team): We talked about Foursquare, about geo-tagging and how to map out 
the trails in the arts centre in different spaces where there is art so that they walk through visual 
arts, they walk through music, performances. Each of those things would have a ‘check in’ and an 
opportunity to generate content.  
Delegate (project team): I think it’s a cross between Foursquare and gamification of trying 
different art forms. There’s an element of it being like a digital version of the Scouts and when you 
get your ‘badge’ you release pay-as-you-go minutes onto your mobile phone. That’s the bribery 
part – knowing that teenagers love to have air time – and the gamification of it was about getting 
people to try different art forms that they might not have tried and they could build up a series of 
badges.  
Delegate: You’re trying to achieve an angle and actually get teenagers through the front door of 
your venue and I think that this could work.  
Jon: The reason that I find it difficult, even now that we’ve heard more about it, is that I get the 
‘bribery’ bit as I think that teens would like air time but I’m still missing what it is that the teenager 
is actually doing. I just haven’t understood that.  
Delegate: They’re experiencing multiple art forms.  
Jon: Are they going to somewhere to experience these? I just don’t think that I’ve understood it 
and one of the unfortunate things in life is that you will be pitching ideas to people in your 
organisations and in other organisations who might sometimes just get the wrong end of the stick 
– as I did. A way of avoiding some of that, and I’m sure you would if we’d set this up differently, is 
to do what Phillips does when it trials new concepts and new services. They ask people to come in 
and sit down with the people who have developed it and they take them through the product and 
ask them what they think. They then get those people back a week later and watch them from 
behind a two-way mirror as they explain the concept to a group of their peers. I’ve done it with 
some things that I’ve developed where I thought that everyone would understand it but when you 
hear your target group trying to explain it to someone else you realise that they just haven’t ‘got it’ 
at all which can be very frustrating. Unfortunately that’s humans for you. If you are trying to pitch 
something you might not go through all that rigmarole but maybe just find someone who hasn’t 
been involved in it at all and who doesn’t mind saying to you that they ‘just don’t get it’.  
Delegate: I was just going to say that I would vote for the last one because as a theatre trying to 
get young people into your arts experience I understand how tricky it is. I’ve sat in many meetings 
where we’re thinking about getting new people in for the first time and we say we’ll organise this or 
we’ll do this thing but if you sat down and asked them what they wanted, they wouldn’t say any of 
those things!  
Jon: I think you’ve put it extremely well – in a way that I would immediately understand and start 
voting for.  
Delegate: You have to think about what the first thing that particular audience might be attracted 
to and actually that first thing isn’t theatre … theatre is the barrier.  
Jon: Asda used to do ‘single’s nights’ because their research had told them that people were 
looking in each other’s baskets to see what they were buying as a gauge to whether they had a 
partner or kids. They made a good business out of that and as I mentioned this morning what lies 
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behind what we put to the forefront is often the thing that will bring success in your project 
objectives.  
 
There’s a handy checklist on our website of things to think about with digital projects:  
http://thoughtsmith.com/digital-projects-checklist/ 
 
 

http://thoughtsmith.com/digital-projects-checklist/

