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The older audience 
 
The portrait for this was a Yorkshire woman, who did online banking, checked her 
emails and bought tickets online. Over 45 years old, they attend quite a lot of 
mainstream arts and cultural events – big events, musicals, well-trusted brands. 
They’re not luddites but they don’t go overboard on technology and don’t have all the 
latest gadgets; they have a mobile but really just use it for calls and texts. They think 
the internet is incredible, but they have a nervousness about using it more; they don’t 
like to give out many personal details, so signing up for mailing lists online is not 
something they are comfortable with; they definitely don’t download or upload; they 
like emails from theatres and so on that they’ve been to before, but wouldn’t open an 
unsolicited email. 
 
Why audiences engage with culture online 
 
Of those that DO engage in online arts, what 
are their reasons? The majority said it was 
because the live tickets cost too much but they 
don’t want to pay for the online experience, so 
a balance needs to be struck; some said it was 
because they couldn’t get tickets for the live 
event, so it is an alternative. Some didn’t have 
time to go, or were unable to get to the venue, 
so there are definitely issues around access 
and availability that make online culture viable. 
But it is still as an alternative to the real thing, 
not an active choice instead of the live thing.  
 
In summary: 

• Arts online is mainstream – but a complement rather than a substitute for live 
• A marketing channel first and foremost 
• Google, Facebook and YouTube – arts organisations must master them 
• Clearly defined audience segments  - tailor your marketing strategy 

accordingly: 
– search engines key to all segments 
– Facebook and Twitter key for leading edge and (to a degree) core 
– older audiences need familiar brands – online newspapers, listings 

• Some (limited) opportunities for augmenting arts experiences online – but 
spend your money carefully! 

 
 
 

Hugh Wallace, Head of Digital Media, National Museums Scotland 
Starting from scratch 

 
The presentation is called that because it is about Hugh and his team’s experience 
over the last year and the process they’ve been through, the research they’ve used, 
how they’ve put their strategy in place, and where they think it’s going in the future. 
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Background 
 
National Museums Scotland is the museums service for Scotland with five different 
sites with diverse focuses and collections: the National War Museum, the National 
Museum of Flight, the National Museum of Costume, the National Museum of Rural 
Life, the National Museum of Scotland (the main site, currently closed, undergoing 
major refurbishment). In terms of digital, a year ago everything was ‘tumbleweedy’, 
with a dated website not offering the content that was needed or wanted. They have 
now developed what they call their ‘own little eco-system’. They re-launched the 
website at the beginning of November as a first step, offering the right kind of content 
and experiences, designed to be open technology, thinking through the desktop 
experience, the tablet experience, the mobile experience. They also have what are 
now considered the main social media presences (Facebook, Twitter, Glow, Flickr, 
WordPress, Wikipedia), some of which are working well, some of which are still 
being looked at. These channels are not seen as stand-alone, as each social media 
platform can feed another and they see a lot of traffic from one to another. 
 
How did they get there? 
 
Without burying yourself in stats every single day, it’s very important to get a view of 
what people are doing on your website. They extracted a lot of useful information – 
who’s visiting, what are they looking at, what are the user journeys. It’s quite difficult 
in arts and cultural venues to build a return on investment model, especially for non-
ticketed ones. They could see that 60% of visitors were looking to plan a visit; about 
20% were looking at ‘depth’ content (resources, games, things that take more time 
online); the brand terminology was scoring highly as to how people were getting to 
the site via search, showing the offline marketing was working well, so people were 
searching on National Museum Scotland, National Museum of Scotland...  They 
could see that they were growing traffic from social media sites, particularly 
Facebook and Twitter over the last six months since they’ve been more active with 
those platforms. He advises looking at the key patterns of content being used, 
whether it’s collections information, event information, and so on.   
 
Asking your audiences 
 
They did a substantial piece of research into their existing audio guides and looked 
at the trends in audio guides and how mobiles fit into that, and what people want out 
of those, where mobile is going from a market perspective and the anticipated 
growth in the use of smart phone usage. A useful exercise in assessing what the in-
gallery experience could be, it also gave an insight into the current use of their 
website and other online presences. 
 
When it came to the website redesign, they did crowd sourcing exercises to develop 
the new navigation and developed new features. It wasn’t a full site overhaul, but 
they wanted to put some audience experiences and opinions into the process they 
went through. They did marketplace analysis – what are people using and who is 
setting the tone in the sector (e.g. the V&A’s excellent collection search functionality, 
Brooklyn’s use of FourSquare, Tate put their online strategy online). But insight 
needs to look beyond the sector, so they looked at sites close to the sector such as 
Guardian: there are also invaluable free reports such as Nielsen’s Global Faces and 
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Networked Places (http://bit.ly/hODoM), Pew have published online some amazing 
(though US-based) information about digital trends (www.pewinternet.org), and 
Econsultancy is always a mine of information (http://econsultancy.com/uk). The 
report that Charlotte’s talked about should be read by everyone as it is an invaluable 
study.   
 
Listening in 
 
They’ve been assessing what people have been saying about the organisation 
before they were so active in social media. Social monitoring is important, so they do 
that fairly consistently using tools like Social Mention, Addictomatic, Twitter 
searches: they also use Google review sites like Google Hotpot, Yelp, Qype. There 
are some nice sites that give you a view of how your visitors are rating their overall 
experience, which helps to feed in to what the online experience is.  
The synthesis of this is five principles: 

• ‘Snackable’ content is readily available  
• The online world blends seamlessly with the physical 
• People share their experiences 
• Dialogue is the expectation 
• Information is accessible 

 
What this might look like 
 
They have 360o photos of the cockpit of Concorde, which they posted on their 
website and proved very popular, and were picked up by a popular technology blog, 
and led to a lot of dialogue. This led to 70 Facebook likes + 130 Tweets + 135 
comments = 50,000 extra visits to their site. 
 
They relaunched the website using the data they had, focussing in on the people 
who were coming for physical visits, looking for visitor information, exhibition 
information and so on: there are easy ways into the ‘depth’ content too though, and 
they’ve made sure that social bookmarks are featured everywhere. They tailored 
pages – specifically the home pages of the separate museums – for particular 
audiences, making popular content easy to find, bright, accessible. They make sure 
things like the blog are mentioned from the site and the Flickr profile is integrated, so 
it is easy to see there are user generated opportunities.   
As they grow, they want to: 

• Offer more opportunities to participate and create experiences 
• Reflect diverse audiences and offer content that informs , educates, inspires 
• Value quality as well as quantity 
• Identify who the niche audiences are in the grand scheme of things 

 
 

Dafydd James, Head of New Media, Amgueddfa Cymru 
Evaluating the impact of a collections website 

 
Dafydd leads a small team that develops content for all kinds of digital media 
projects for the seven sites of the National Museums across Wales: the overall brand 
National Museum Wales covers National Wool Museum, National Museum Cardiff, 


