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I
n this issue of JAM we look at the 
different ways in which arts and 
cultural organisations are meeting 
the needs and engaging with 

diverse audiences and visitors
Jo Verrent from Unlimited opens the 

debate by considering how increasing 
access to the arts for disabled 
audiences is more than just a checklist. 

By putting the needs of children with 
autism and their families first, Town 
Hall & Symphony Hall Birmingham 
successfully held its first ‘relaxed’ 
concert. Programme Manager, Chris 
Proctor, describes the background, 
planning and outcome of this concert. 

Rebbecca Conneely from Liverpool’s 
Everyman and Playhouse theatres 
explains how the Young Everyman 
Playhouse is reaching out to young 
people to help nurture new talent and 
engage with the next generation of 

theatre-goers and theatre-makers. 
Adam Werlinger from the charity 

Stagetext discusses the benefits 
of captioning and subtitling; from 
making performances accessible 
through to boosting search engine 
optimisation for online content. 

In Research roundup, Heather 
Maitland looks at the data behind 
meeting the needs of diverse 
audiences and reflects on the 
practical versus hidden barriers to 
audience and visitor engagement. 

We also introduce a new regular 
feature – Connect, Discover, Inspire 
– aimed at encouraging members 
to share their experiences and case 
studies. In this issue AMA member 
Kaitlyn Elphinstone from the National 
Gallery of the Cayman Islands shares 
the gallery’s creative approach to its 
2014 fundraising gala. 

The Middle Pages unveils AMA 
Bespoke a new programme of tailor-
made training and professional 
development. The spotlight falls on Dr 
Debbie Potts, the AMA’s Membership 
Engagement Coordinator and we visit 
the National Football Museum for just 
a minute with Adam Comstive. 

 

> EDITORIAL

Diversity – where we are now

Sæl ok skál

T
he arts were a lucrative gig in 
medieval Scandinavia. One 
skilfully crafted praise poem 
could earn you a gilded shield, 

your body weight in gold, or even – if 
you had a particularly extravagant 
patron – an entire fleet of long-ships. 
Tell this to a poet these days, and they 
will probably laugh sardonically before 
taking another hefty swig of gin. 

I studied medieval Scandinavian 
literature for years – eight, in fact. 
I also drank a lot of gin. If I were 
to curate a retrospective of my 
professional life, Viking poetry 
would not be consigned to a single, 
curious cabinet of juvenilia. It would 
cover at least a galleries’ worth of 
wall space. The most eye-catching 
work in that display would consist of 
two cultural engagement projects I 
ran in collaboration with poets and 
academics. The aim of my projects 
was a modest one: to extend the 
reach of Old Norse verse to a wider 
audience, to teach people how to 
write – and think – like a Viking. 
And this is something I love about 

the arts and culture in general, in 
all its manifold forms. The way it 
encourages us to think differently; 
to step back and reimagine our 
understanding of the world around us. 

Books do this for me in a big way. 
The post-Viking chapter of my career 
history is populated almost entirely by 
books. It is the narrative of bookselling, 
of Freud and feminism, of literary 
festivals and champagne-infused 
launch parties. 

The book industry has had its 
share of challenges in recent years. 
And while the digital revolution has 
spawned an exhilarating new age of 
textual democracy, where anyone 
can get their authorial voice heard 
via ebook, major publishing houses 
have felt the pinch, have been 
forced to pare down their lists to 
the tried and tested at the expense 
of emerging talent and the kind of 
innovative writing that challenges our 
preconceptions. This is why, for me, 
it was so heartening to see a number 
of energetic publicists bringing debut 
authors to the forefront of public 

reception through some brilliantly 
devised campaigns. Ever heard of H is 
for Hawk, or Elizabeth is Missing?

A turn of the page and now to my 
new role at the AMA as Membership 
Engagement Coordinator. I look 
forward to connecting with you all, 
to hearing about your achievements, 
your goals, and the exciting projects 
you have underway. And I am proud 
to be part of such a vibrant, forward-
thinking community at a time when 
marketing and fundraising in the arts 
has never been more important, or 
more necessary.  

> SPOTLIGHT

Jacqueline Haxton 
Senior Programme Officer and  
Editor, JAM, AMA
e jacqueline@a-m-a.co.uk
Tw  @amadigital

Dr Debbie Potts  
Membership Engagement Coordinator
AMA
e  debbie@a-m-a.co.uk
w  www.a-m-a.co.uk   
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I
’m often asked by cultural organisations for an access 
checklist – a simple list of things a venue, promoter, 
organisation can do to make them accessible, 
inclusive and generally warm and lovely towards 
everyone. There are lots of useful checklists out 

there – at Unlimited, we’ve some great ones available on 
our Unlimited Impact website1 where we keep our case 
studies and resources – but they really aren’t a magic wand.

Before you get to deciding on the nitty gritty, two 
things have to happen – you have to demonstrate a 
conscious resolve to improve what you do and set a clear 
measurement of what it is that you want to change. Good 
will and vague intentions don’t work.

You might want to expand the reach of your marketing, 
you might want to open up your performances to a specific 
audience segment, you might want to ensure staff are both 
competent and confident in welcoming a wider range of 
people, or you might want to ensure you’ve done enough 
to protect you from being sued if the worst came to the 
worst. You might want to do all those things, but you will 
need to do different things to achieve each one and trying 
to do everything simultaneously often leads to very little 
action as a result.

So how do you demonstrate resolve? This has to be 
organisation-wide, from the board down through every 
level. Is your commitment to improve embedded in 
your plans for the future? Is it a strong feature of your 
organisational delivery plan and not just your equality one? 
Has it been discussed and agreed at board level? Have 
you put some resources against it both in relation to staff 
capacity and costs? Have you ‘champions’ within your 
organisation who can ensure it remains a priority, including 
senior staff?

The pressures on cultural organisations are increasing and 
juggling priorities is a skill set we all need at the moment, 
but the raw truth is unless something is deemed a priority 
and has a clear set of measurable targets set against it and 
monitored, it just won’t happen. Or if it does, it will happen 
in a piecemeal, one-off, tokenistic way that has no legacy 
for the future.

For example, if your target is to open up your work to 
a deaf audience, one ‘quick fix’ might be to book a sign 
language interpreter or a captions team for an event or to 
programme work like Fittings’ Edmund the Learned Pig2 
or Birds of Paradise’s Wendy Hoose3 that have access for 
deaf audiences as an integral part of their aesthetic… Tick? 

Why tick boxes 
alone won’t help you 
diversify your audience
Jo Verrent, Senior Producer at Unlimited, explains how making the arts and 
cultural sector more accessible requires more than just checklists

The pressures on cultural organisations are increasing and juggling priorities 
is a skill set we all need at the moment, but the raw truth is unless something 
is deemed a priority and has a clear set of measurable targets set against it 
and monitored, it just won’t happen.
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No. Sadly, this won’t get you a deaf audience on its own. 
There is research to be done first to determine what kind 
of provision is more suitable for the people who attend, or 
might attend, your venue. 

Do you have a strong British Sign Language (BSL) using 
Deaf community you can link to or a high level of older 
people who are becoming deafened or hard of hearing 
(HOH)? For both groups there will be community events 
within local social groups for deaf people that you 
could link into for publicity – or at least be aware of – to 
avoid diary clashes. You can also make your website and 
marketing materials accessible to deaf audiences. Why 
not add captions to any video content or create a BSL 
welcome introduction like Southbank Centre did for the 
Unlimited Festival?4

You could check that your language level is appropriate 
for people who might have issues with complex written 
language and make sure people can find out all the 
information they want to know online; including who the 
interpreter is or where the caption box will be and the best 
places to sit in order to see. It’s great if people can get more 
information in multiple ways (a clue here: deaf people don’t 

phone). You could also ensure your staff are trained in deaf 
awareness and have basic BSL skills.

Like anyone else you aren’t currently attracting, most 
people aren’t sitting around waiting for you to invite them 
in. You’ll have to go out and woo them. Make people aware 
of what you offer and why you think it will appeal to them. 
A one-off approach probably won’t impress but make that 
a real commitment over a year and you can really build 
this audience segment through word-of-mouth. It’s also 
worth thinking how you are going to ‘count’ the audience 
members using whatever service you choose to provide 
and how you might get their feedback to see if your service 
is meeting their needs. The best audience development is 
when it is two-way: you get an audience and you also use 
their knowledge, skills and experience in order to improve 
what you offer.

Everything you want to achieve will need to be broken 
down into this kind of detailed specifics and that’s finally 
where checklists can come in. They are great at making sure 
you’ve thought of every angle, but only when you are clear 
about what it is you want to do in the first place and why.

For this example, you’ll find useful information, even 

> FEATURE

Opposite: An interpreter working on Diverse City’s performance of Touched. Photo by Rachel Cherry for Unlimited.

Above: Edmund the Learned Pig, Fittings Multimedia Arts. Photo by Joel Fildes.
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> FEATURE

checklists, at: Adapting events for deaf and disabled 
audiences, Edinburgh Fringe,5 Developing Deaf Audiences, 
Disability Arts Cymru,6 Stagetext,7 SPIT,8 Information  
on captioning, Accessible Theatre9 and The Deaf and 
Hearing Ensemble.10

And as mentioned before, we have information that 
we are adding to each month on our Impact website (do 
sign-up for regular news bulletins). Within the next month 
or so we are putting out a guide to increasing audiences 
for audio description based on work we’ve been doing 
with Brighton Dome and Festival. We are also working on 
a guide for producers of small-scale companies looking at 
what they might be able to achieve with limited budgets 
and capacity.

Unlimited aims to create extraordinary work by disabled 
artists and works hard to make that work as accessible as it 
can be. But alone, that’s not enough to increase access to 
the arts for disabled audiences. To do that, we all need to 
work together – one seamless jigsaw – covering outreach, 
development, education, marketing and more. It’s all of 
our responsibility. Only by creating a movement of change-
makers at all levels within the arts can genuine access and 
equality become the real picture.  

Jo Verrent
Senior Producer, Unlimited
e joverrent@weareunlimited.org.uk
Tw  @weareunltd 
w  www.weareunlimited.org.uk

Footnotes
1. www.unlimitedimpact.org.uk
2. www.fittings.org.uk/edmund/
3.  www.birdsofparadisetheatre.co.uk/#productions
4.  www.youtube.com/watch?t=237&v=BfsCc5MgmDU
5.  www.edfringe.com/uploads/docs/participants/Fringe_

guide_to_adapting_a_show_2012.pdf
6.  www.disabilityartscymru.co.uk/equal-spaces/equal-

spaces-action-planning/developing-deaf-audiences/
7. www.stagetext.org/
8. www.spit.org.uk/
9.  www.accessibletheatre.org.uk/marketing/marketing-

captioned-performances/target-audience/
10.  www.theguardian.com/culture-professionals-

network/2015/may/12/staging-theatre-deaf-hearing-
audiences

Wendy Hoose, Birds of Paradise. Photo by Eamonn McGoldrick.
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Putting the 

audience first 

C
hildren with disabilities 
should have access to 
the same life-enhancing 
opportunities as their 
peers, which is why in 2014 

Town Hall & Symphony Hall (THSH) 
Birmingham introduced a programme 
of relaxed performances. Each 
designed to meet the needs of children 
with autism. The word ‘relaxed’ was first 
used to promote and describe autism-
friendly performances during the 
hugely successful Relaxed Performance 
Project that took place in 2012/13.

The first performances at Town 
Hall, based on musical theatre, were 
an overwhelming success but as a 
charity that manages two world-class 
concert halls, we wanted children and 
young people to be able to access 
inspirational live music performed in 
a concert hall by classical musicians. 
So we collaborated with Autism West 
Midlands and Orchestra of the Swan 
to present our first relaxed concert in 
March this year.

For most young children, a trip to 
see a show or a concert is fun, but for 
children with autism it can be a sensory 
overload. Many aspects of a production 
can cause difficulties: busy foyers, 
unexpected music, lights going up and 
down and applause. The concept of an 
interval can also be confusing. 

So we consulted the experts, 
prepared and consulted families, 

prepared our venue, and prepared our 
team. We hoped that with enough 
research, thought, and preparation, the 
performance would be a success and a 
template for others.

When it came to picking the music, 
we thought we’d let the experts 
decide, so Autism West Midlands 
asked their network of families what 
music they would like to hear. Three 
key themes stood out: Superheroes, 
Space, and Last Night of the Proms. 
Decision made.

They also introduced us to James 
Rowney, a young ventriloquist, who has 
autism, and who hosted the concert 
alongside his puppet Little Jim.

Once the music and host were 
decided we moved onto the next 
stage of preparation: helping people 
familiarise themselves with our venue 
and the concert, in order to reduce 
stress levels on the day. 

We did this by creating a number 
of materials that could be read and 
reviewed before the event, from a 
video guide of Town Hall to James and 
Little Jim’s video guide to the relaxed 
concert, a visual guide to Town Hall and 
the concert itself, and a fun flag-making 
guide for use during the concert. This 
preparation was absolutely vital and 
served to educate, break down barriers 
and put people at ease. As part of the 
experience we were lucky enough to 
be able to survey some of the audience 

In March 2015 the Town Hall & Symphony Hall 
(THSH) Birmingham gave an autism-friendly 
concert for children with autism and their 
families. Chris Proctor, Programme Manager at 
THSH explains the background, planning and 
outcomes of this ‘relaxed’ concert 

> CASE STUDY

Jo Verrent
Senior Producer, Unlimited
e joverrent@weareunlimited.org.uk
Tw  @weareunltd 
w  www.weareunlimited.org.uk

©
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needs of the
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and 68% said that the visual guides for 
carers and parents were ‘highly useful’.

Additionally, all members of the 
orchestra and the THSH team working 
on the relaxed performance received 
autism awareness training. They learnt 
what autism is, how to spot signs, 
and how best to assist with any issues 
that may arise, meaning that they felt 
confident, and able to provide the right 
environment for children and families. 
This was not only important for the 
safety and wellbeing of families on the 
day, but also for the team who could 
approach the day stress-free. 

The materials and training were just 
part of our preparation as we also 
tasked ourselves with transforming the 
Town Hall; from streamlining public 
areas and moving furniture, to removing 
bright visual stimuli. The hall itself 
also had to adapt. We broke concert 
etiquette by keeping the hall doors 
open throughout the performance, 
allowing people to move freely, we 
also created a central aisle in the stalls 
for wheelchair users and carers, and to 
create more space for moving about. 
We also created breakout spaces: one a 
chill-out area, and another, a quiet zone, 
equipped with beanbags and toys for 
children that might need a break from 
the concert. 

As for the concert, it was a journey 

that began with James introducing 
Little Jim to the audience, who, like 
many of them, had never been to a 
concert, or seen an orchestra perform 
before. They then went on a musical 
adventure weaving through genres, 
interests and by meeting members of 
the orchestra, with James and Little 
Jim talking to the audience along 
the way. At the end of the concert, 
there was a questions and answers 
session for inquisitive minds, followed 
by a wonderful opportunity for the 
audience to meet the orchestra and 
have-a-go on some of the instruments. 

So was it perfect? No it wasn’t, 
but we have had valuable feedback 
from both participants and audience 
alike, and our intention is to make the 
necessary improvements for next time. 
With 93% of children, who responded 
via their own surveys, saying that their 
experience of the concert made them 
feel ‘happy’ or ‘very happy’, it is a great 
foundation for us to build upon in 
future.

As one of the first publically 
available relaxed concerts in the UK, 
it was an utterly unique experience. 
We established an excellent working 
relationship with Autism West 
Midlands, which allowed us to harness 
their expertise to programme and 
deliver the concert as sensitively and 

as appropriately as possible. By working 
together we were able to benefit from 
their invaluable knowledge, subsidised 
training and advice, so that from 
conception to evaluation, we put the 
needs of the audience at the heart of 
everything. Thanks to their support 
we were able to develop a trusting 
relationship with this audience, and 
following the success of this project, 
we’ve been awarded the UK’s first ever 
Autism Alliance’s Autism Charter, so we 
can say that we are an autism-friendly 
venue. As you can imagine, we’re 
pretty proud of these achievements 
so far, and are looking forward to 
developing more relaxed performances 
and concerts in the future.  

Chris Proctor 
Programme Manager
Town Hall & Symphony Hall 
Birmingham
e chris.proctor@thsh.co.uk  
w www.thsh.co.uk
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> CASE STUDY: THE RELAXED CONCERT

Gerard’s experience
Gerard who has autism and other learning disabilities, attended the 
Town Hall & Symphony Hall (THSH) Birmingham’s Relaxed Concert 
with his mum and dad, and younger sister Darcey. After the concert,  
                         Gerard’s mum, Emma Reynolds, had this to say: 

ROOKIE REVIEWS 
Working with Autism West Midlands, THSH produced 
Rookie Review sheets for the children to complete after the 
concert. These included emoticons – sad faces and smiley 
faces – to help the children describe how they felt about 
their experiences at the concert. 

93% of children said that the concert made them feel 
‘happy’ or ‘very happy’.

83% of children said that their visit to Town Hall made them 
feel ‘happy’ or ‘very happy’.

The responses were all very positive with Star Wars and 
the William Tell Overture being the most popular pieces 
of music. Some of the words used to describe how they 
were feeling were: amazed, excited, inspired, new, exciting, 
dancing, and strange. 

‘The relaxed concert was a 
fantastic idea that was really 
well executed.’

‘Gerard felt reassured 
because we showed him 
the chill-out area before we 
went into the main hall. The 
fact that he was allowed to 
get up and wander about 
also helped because that 
meant that his anxiety levels 
weren’t heightened. He loved 
hearing Star Wars and Little 
Jim the puppet made him 
giggle!’

‘We relished the opportunity 
that [THSH] gave us to go 
out as a family and not worry 
about what people around 
us thought. We listened to 
a world class orchestra in a 
very relaxed and welcoming 
atmosphere and we are very 
grateful.’

Useful links Town Hall Symphony Hall, Birmingham: www.thsh.co.uk 
   Autism West Midlands: www.autismwestmidlands.org.uk/ 
   Orchestra of the Swan: www.orchestraoftheswan.org/ 
   Video Guide: www.youtube.com/watch?v=XI2UULzIYbg 

Details and evaluations of the Relaxed Performance Project 2012/13, which was a hugely successful project 
highlighting the importance of relaxed performances and developing and promoting the use of the word ‘relaxed’ to 
describe autism-friendly performances are available from the Include Arts website www.includearts.com.  
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Reaching out to young people

B
ack in 2012 the Everyman and Playhouse (e&P) 
theatres already had established roots working 
with young people. There was a long-standing 
Youth Theatre with a great reputation and 
an even greater waiting list; a thriving Young 

Writers course for aspiring playwrights; and we had strong 
links with hard to reach communities in the city. 

With funding secured for the vital redevelopment of the 
Everyman theatre we had the unique opportunity to consider 
how we could make the most of this amazing investment, 
secure our future and make it as vibrant as possible. 

Working under the mantra of ‘An Everyman for 
Everyone’ we had a real commitment to build a venue 
that each and every member of our community would 
feel at home in whatever their background or previous 
cultural experience. We also had great ambitions 
artistically and two things were essential to allow us to 
thrive over the coming decades: engaging with diverse 
audiences and nurturing new talent. 

We would need to engage with a diverse audience, 
open to new ideas and trusting of us to guide them 
through a varied set of theatrical and cultural experiences. 
But as a producing theatre, we also needed a ready 
supply of artists and professionals with the specialist 
skills to perform, write, direct, produce and market high 
quality, daring work. To fill this need the Young Everyman 
Playhouse (YEP) was born. 

After a spectacular launch night that saw masses of 
young actors take over one of Liverpool’s busiest city 
centre squares, we unveiled a scheme that would balloon 
unrecognisably and see us winning the ‘School of the 
Year’ at The Stage theatre awards earlier this year.

YEP at its very simplest allows a person aged 11-26 to 
join for free and, for most shows, purchase tickets for only 
£5. The idea was to keep the message as straight forward 
and as simple as possible. Pricing ourselves comparably 
to a cinema ticket, we aimed to remove some of the risk 
from a theatre visit and encourage young people to be a 
bit daring and try new things. The only prerequisite was 
that we received personal contact details for each young 
person allowing them to get into the habit of booking 
their own tickets and allowing us to communicate directly 
to them and bypass the middle-men, i.e. parents, teachers 
and youth group leaders, and encourage independent 
theatre-going. 

The £5 ticket scheme is essentially a massive audience 
development investment, which we hope grows the next 
generation of theatre-goers with a hunger for something 
different. Making it a membership rather than a discount, 
means that, while they’re getting great value, they’re also 
part of something bigger and feel more invested in the 
work of the e&P as a whole.

For those young people who are inclined to ‘do’, as 
well as watch, there are six strands that they can get 

Following the award-winning redevelopment of Liverpool’s Everyman 
in 2014, Rebbecca Conneely explains how the theatre is engaging with 
young people to ensure the future of the next generation of theatre-goers 
and theatre-makers

YEP’s Young Technicians The Grid, Young Everyman Playhouse

Pho
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> CASE STUDY

Reaching out to young people

involved with: Young Actors, Young Directors, Young 
Writers, Young Producers, Young Technicians and Young 
Communicators. These all offer practical, professional 
training with the aim to create the theatre-makers of 
the future and provide a long lasting legacy of skills to 
Liverpool and the North West. 

Throughout each year there are various projects that 
bring some or all of these strands together; combining their 
expertise and skills. There are full-scale productions in the 
main auditorium, where the energy of 50+ young actors on 
stage never fails to make an impression on audiences young 
and old alike; and there’s also the annual promenade and site 
specific performances in the city’s parks. 

Recently the Young Directors’ Festival has begun to 
grow its own dedicated following and the regular Young 
Producers showcase Scene Change provides a unique 
opportunity for a broad selection of small-scale work. The 
Young Technicians programme, in particular, constantly 
expands in the diversity of its intake with many people 
from socially deprived backgrounds who haven’t stepped 
inside a theatre before, discovering a lifelong, and 
sometimes life-changing interest.

The Young Communicators are responsible for 
marketing activity around all of these performances and 
creating content for the monthly YEP newsletter. After 
a crash course in theory at the beginning of the year, 
they’re guided through all aspects of press and marketing; 

creating their own copy, design briefs, social media 
campaigns and learning how to tailor the messages to 
different audience segments. 

This coming year the Young Communicators will be 
developing their own area of the e&P website and joining 
the full time e&P marketing team working on campaigns 
for the main in-house produced shows. This will allow 
us oldies to gain from their direct experience of what 
it’s like to be a young person in 2015, and help us to 
tailor our messaging and create content that embraces 
opportunities to communicate with young people on 
their terms.

Every year it’s great to see the most committed 
members of the YEP strands grow their experience and 
further their careers. We’ve had Young Producers move 
to placements within the main e&P company; helping to 
produce YEP shows and other events in our buildings, and 
helping us increase our capacity to make our spaces as 
animated and lively as possible. 

We’ve also seen two of the YEP members go on to get 
additional funding as Ignition Artists with one Young 
Actor, Lewis Bray, devising and performing his own one-
man show Cartoonopolis, which was a truly unique and 
outstanding piece of theatre that wowed critics and 
moved audiences.

YEP is all about empowerment. Allowing young people 
to explore different possibilities, to tell their own stories, 
and be open to as many different theatrical experiences 
as anyone could imagine. To do this we’ve had to truly 
open our doors and be open ourselves to where YEP 
members can take us. We believe that theatre changes 
lives, and hopefully YEP is one way to convince another 
generation that it really does.  

Rebbecca Conneely  
Head of Communications and Sales,  
Liverpool Everyman & Playhouse Theatres
e  R.Conneely@everymanplayhouse.com 
w  www.everymanplayhouse.com

Rebbecca will be exploring diversity in more 
detail during her AMA online workshop 
Diverse Audiences: a case study on  
11 February 2016.

Lighting the Rec, Kirkdale
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AMA BESPOKE
The AMA’s recently appointed Associate Producer, Laraine Penson, 
unveils AMA Bespoke – a new programme of tailor-made training and 
professional development

S
uits you sir? No, the AMA 
is not branching out 
into developing our own 
clothing range (although 
thinking about it, AMA 

conference T-shirt to match the bag 
anyone?). We have however created a 
new tailor-made training programme 
called AMA Bespoke. 

I’m new here but already I know 
that working at the AMA you get to 
meet so many people, hear about 
such brilliant work taking place 
and be part of what can be quite 
simply transformative learning. 
That’s what drives us every day. 
We also pride ourselves on being 
excellent matchmakers. We can 
match the right person with the right 

problem; our little black book of 
contacts is extensive. Our knowledge 
and expertise in understanding 
challenges and what works and what 
doesn’t work in training has been built 
up over years and years of practice. 
We now see an opportunity and 
desire for us to share this on a more 
individual and bespoke basis.

Julie Aldridge, Executive Director 
of the AMA explains: ‘These are 
incredibly exciting times for the 
AMA, we have identifi ed a number of 
signifi cant opportunities for growth to 
further support the sector. In addition 
to our programme of conferences, 
master classes, residential and online 
training, we are increasingly being 
asked to produce tailored, bespoke 

marketing training and professional 
development programmes and we 
have launched AMA Bespoke to 
respond to this demand.’

You have told us that you are 
looking for training that is tailor-
made for you in order to address 
the specifi c challenges faced by 
you and your organisation. In 
addition, increasingly the AMA is 
being identifi ed as an organisation 
that can provide creative training 
solutions to sector-wide issues, such 
as the challenges around resilience 
and developing audience or visitor 
diversity. 

One project the AMA was 
approached to take part in was 
Connecting Creative Markets, an 

More information about the Connecting Creative Markets project can be found here: www.basa.co.za 

A network of expertise We’ll come to you Bespoke training



Laraine Penson  
Associate Producer, AMA
e  laraine@a-m-a.co.uk 
w  www.a-m-a.co.uk

Left: AMA-led BASA Education Workshop, 

Johannesburg.
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international collaboration with the 
British Council and Business and 
Arts South Africa (BASA). The AMA 
organised and delivered training on 
marketing and audience development 
for arts organisations in South Africa. 

Four South African BASA Fellows, 
who had been selected by BASA from 
an open application process, travelled 
to the UK to take part in audience 
development training with the AMA 
last autumn. Their visit included time 
spent with arts organisations who 
were able to provide excellent case 
studies in audience development. 
They also attended the AMA’s Digital 
Marketing day with the opportunity 
to learn from a host of international 
guest speakers, hear more case 
studies and network with a wide-
range of delegates – connecting 
them directly with UK practitioners.

Earlier this year, the AMA 
travelled to South Africa to deliver 
audience development training to 
approximately 40 arts practitioners 
and organisations in Johannesburg 
and Cape Town. The four Fellows 
actively took part in delivering this 
training. The participants came 
from a range of art-forms and sizes 
of organisation, from individual 

practicing artists to large-scale 
theatres. Following this the Fellows 
received ongoing mentoring from 
the AMA and have embarked on 
six-month placements in an arts 
organisation in South Africa to 
put the learning about audience 
development into practice.  

Kim Sanssoucie was one of the 
fellows on the Connecting Creative 
Markets project. She’s an artist 
entrepreneur based in Johannesburg 
and found that the project began a 
shift in thinking about the audience 
in South Africa:

‘I have learned so much about 
the enigma that is “the audience” 
through the AMA programme and 
training. So often we tend to do 
blanket marketing for art events here 
in South Africa and want to appeal 
and include everyone, however I’ve 
learned that segmentation gives us 
valuable and quantitative feedback, 
which creates a microcosm for us to 
work from. Audience development 
is not about “bums on seats” but 
about ambition, strategic marketing, 
programming and education. 
The placements have been both 
challenging and exciting because this 
is the fi rst of its kind in South Africa.’

I was fortunate enough to be part 
of this ground-breaking project 
sharing case studies and practice 
from Northern Ballet where I 
was, at the time, Director of 
Communications. For me the project 
was transformative. The combination 
of a shared passion for the arts, a 
willingness to learn from others and 
a desire to work together to make 
change and develop audiences across 
South Africa means that Connecting 
Creative Markets has huge potential 
and I felt honoured to have played 
a small part. I also learnt so much 
about cultural practice in South 
Africa and the different artists and 
organisations represented in the 
project, a true international exchange 
took place. 

Exchange is a very exciting aspect 
of bespoke. It provides a new 
platform for the AMA to exchange 
information and learning with and 
across the sector. Flexibility is also a 
key part of bespoke. You speak, we 
listen and we work to your scale and 
your timeline. 

In fact you have spoken and we 
have listened so please get in touch if 
you think you and your organisation 
could benefi t from AMA Bespoke.  

> MIDDLE PAGES

A-M-A-BESPOKE.CO.UK 

Learn anytime, anywhere Personalised resources Inspire your team



Making the most of  
captions and subtitles

F
or the past 15 years Stagetext has been making arts 
and culture accessible to deaf, deafened and hard 
of hearing people. When we think about where we 
are today, it’s hard to believe that as early as 2000, 
captioning in the UK didn’t even exist and that the only 

way some deaf and hard of hearing people were able to access 
theatre, was by watching performances while reading along with 
the script by torchlight. We’ve come a long way since the first 
captioned performance by the Royal Shakespeare Company 
(RSC) at the Barbican. Stagetext now caption over 300 theatre 
performances a year around the country, as well as supporting 
organisations to caption far more than this in-house. 

Leaps in technology have enabled us to expand into the 
museum and gallery sector, providing live subtitles for talks 
and also for tours, where we developed the use of tablets 
to deliver accessible tours. There are now an estimated 10 
million deaf and hard of hearing people in the UK, as we all 
live longer, that’s set to increase to 14 million by 2030. For 
many people who lose their hearing later in life, learning 
British Sign Language (BSL) is a real challenge, which is why 
text-based access can deepen engagement and open up the 
arts to so many more people.

Of course, arts and culture has developed a lot too, in the past 
15 years. We now have performances taking place not just on 
stages but also around buildings, in the open air and transmitting 
to our TVs, laptops and into cinemas. The challenge, as we 
move forward into the next 10, 20 and 30 years, is to embrace 
new technologies and find innovative ways to continue to 
make all arts and culture accessible to deaf and hard of hearing 
audiences, whether they are watching on a laptop, in an art 
gallery or in the middle of a field. 

While technology will innovate and develop, what won’t 
change is the way we deliver access, through text. For us this 
means captions or subtitles. The great thing about subtitles is 
that they have so many additional benefits to a whole range 
of audiences. As Stagetext’s Digital Programme Manager, 
I’m working with arts and cultural organisations to make 
sure that all of their digital content is open and accessible 
to everyone; from theatre productions in cinemas, to live 
streamed events, through to production trailers. If there 
are subtitles, then there is the possibility of reaching a much 
wider audience than without, and nobody is excluded. 

For a start video with subtitles are indexed and prioritised 
by YouTube and Facebook, so if you subtitle your trailers 
and videos, you are guaranteed more views. Subtitles will 
also boost your search engine optimisation (SEO). Most 
videos have about 250 words per minute. The more words 
attached to your content, the better the SEO and the 
higher potential there is of audiences finding it online. 
Recently the Discovery Digital Networks found an overall 
increase of 7.32% in views for subtitled videos and a study 
by PC Magazine and Google’s A/B test results, show an 
increase in view times equals an increase in engagement. 

The evidence is clear, if you subtitle your trailers and 
events, not only will more people see them, they will be 
more engaged with the content when they do. And this 
increase is not just from the 10 million deaf and hard 
of hearing people in the UK. It’s the general population 
that are using subtitles. 55,000 people a day use subtitles 
on BBC iPlayer and generally, of the people who use TV 
subtitles, only 20% are deaf. Audiences are using subtitles 
on their mobiles, iPads, on public transport, in public places, 

As Stagetext, a registered charity that provides captioning and live 
subtitling services, celebrates its 15th anniversary, Adam Werlinger, Digital 
Programme Manager, explains how this technology can help arts and 
cultural organisations reach a wider audience

14 > JAM 60



> CASE STUDY> FEATURE

and to help them access the arts. Why then would we not 
subtitle trailers, live stream events, cinema screenings and 
as much of our online content as possible? 

The answer maybe because we don’t know how? Or 
because we think it might be expensive? Or because we 
just don’t know where to find out the information? Well, 
at Stagetext we are here to help. As well as delivering 
performances and events we exist to support the 
industry, in marketing, audience development, advocacy, 
technology and with digital services. There are a number 
of ways we can help with subtitling content, whether 
that’s arranging to subtitle content for you or advising on 
free online tools to enable you to do it yourselves. The 
important thing is that we start to increase the amount of 
content that is subtitled and open up a whole new world 
of arts and culture to deaf and hard of hearing audiences, 
driving engagement with this content, and audiences into 
your venues. 

One-in-six of the population has a hearing loss. When 
you apply that statistic to your audience, the figures can be 
eye opening. As more of us experience a hearing loss later 
in life, you might also want to consider that if, in the future, 
one of those people is you, would you be able to access 
your venue? 

To celebrate our 15th anniversary, Stagetext is launching 
Captioning Awareness Week from 9-15 November. We 
hope you will join us to raise awareness of captioning, and 
help make the arts accessible to the 10 million people in 
the UK that need this essential service.   

Adam Werlinger  
Digital Programme Manager
Stagetext
e  Adam@stagetext.org  
w  www.stagetext.org
Tw #CAPaware/@Stagetext 

The more words attached to your 
content, the better the SEO and the 
higher potential there is of audiences 
finding it online.

Opposite: Handbagged by Moira Buffini, Tricycle Theatre. Set design by Richard Kent. Photo by Jeremy Fowler. Above: Patron with tablet. Photo by 

Anthony Brown. Below: Ring Cycle Plays, The Scoop at More London. Photo by davidwphotos.

JAM 60  > 15



Empowering our members to take the 
next step on their career path
Having received the news of her promotion in early 2014, Ruth Evison, 
Marketing & Communications Manager at the London Academy of Music 
and Dramatic Art, embarked on Retreat 1, an invigorating marketing 
leadership programme run by the AMA. In this exclusive one-to-one Ruth 
reveals how Retreat 1 helped her deal with the demands of her new role:

> What spurred you to take part?

I was looking for a course that would 
offer me a holistic approach to being 
an effective Marketing Manager, 
with plenty of take home tips, big 
ideas and a chance to get to know 
my peers from a diverse range of arts 
organisations. 
 

>  How would you describe your 
experience? 

Over just four days I learnt a lot about 
best practice for marketing. There 
was time to absorb information from 
industry leaders, sound out problems, 
solutions and ideas in small working 
groups and then to think about how 
I could take back big ideas to my 
office. I really enjoyed the amount 
of time allowed to discuss certain 
areas with people from similar 
organisations. If I had to sum up my 
Retreat experience in one word it 
would be ‘exhilarating’. 

>   How did Retreat 1 impact 
your work? 

Like so many arts marketers, I’m in 
a small and very busy office, and it’s 
tempting to get stuck into a trap 
of thinking about products (bulk 
emails, leaflets, Instagram posts…) as 
opposed to objectives. I also learnt 
that people don’t usually want to 
hear your advice so be sparing. I use 
this piece of wisdom every day to 
think about how I would effectively 
manage someone without cramping 
their own creativity as a marketer.

‘The Retreat allowed me to step away from the cycle of constant 
activity. I now always write my to do list under the title “growing our 

audiences” (as opposed to “promoting the shows”).’

Visit our website www.a-m-a.co.uk/retreats 

or email laurie@a-m-a.co.uk for more information 

Has Retreat 1 sparked your interest? 

Ruth Evison at a recent LAMDA event.

Photo by Brendan Bell © LAMDA Limited
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H
ow would you define a 
diverse audience? Maybe 
a vivid picture springs 
to mind of an audience 
you’ve seen or would like 

to see at one of your events. But is 
diversity that easy to spot?

Cultural organisations most often 
use easily observed demographic 
factors to define their target 
audiences like age, ethnic background 
or disability. We are lucky enough to 
have large data sets and ever-more 
sophisticated tools for analysing 
them. They clearly tell us which 
groups in our society need more 
encouragement to engage with arts 
and heritage:

•  78% of English adults describing 
themselves as White had attended 
the arts in 2014/15 compared 
to 68% of adults who described 
themselves as from Black and 
Minority Ethnic (BME) groups.1

•  84% of Scottish adults in the AB 
social groups take part in creative 
activities at least weekly compared to 
66% of those in the DE social groups.2

•  77% of adults in Wales aged 65 and 
over attended or participated in the 
arts at least once a year compared 
to 92% of those under 65.3

•  56% of young people in Northern 
Ireland entitled to free school 
meals attended a museum in 2010 
compared to 67% of young people 
who were not entitled.4

But if we look more closely at the 
data, diversity gets complicated.

At first glance, income appears to 
be a factor. But people with similar 
incomes have very different levels of 
engagement. Analysis of huge data 
sets about attendance in London and 
Manchester found that the level of 
higher education qualifications in an 
area was the best overall predictor 
of attendance, and that income and 
socio-economic factors were barely 
significant, once qualifications were 
accounted for.5 But income only 
appears important because higher 
levels of education usually mean 
people have higher earning jobs.6

A large scale study in the US found 
that education also explained some 
of the differences in engagement 
between age groups. Those with lower 
levels of education were also more 
likely to be unable to attend because 
of poor health caused by their lower 
standard of living.7 In the UK, some 
of the differences in engagement by 
disabled people are linked to age and 

education rather disability itself.8 The 
National Autistic Society found that 
two groups are less likely to engage in 
leisure activities: 16-24s and those with 
the lowest household incomes. This 
is because they are unlikely to have 
access to a car and most cannot use 
public transport.9 Analysis of large-scale 
English data revealed that when other 
factors are held constant, income, 
social class and disability status have 
little or no effect on engagement.10 

So, the differences in engagement 
are linked to demographic 
differences but not caused by them.

But what is important? There 
appears to be two sorts of barriers 
to cultural engagement: practical 
(e.g. having pre-school children is a 
predictor of lower engagement)11 and 
psychological around issues of identity 
(culture is ‘not for people like me’).12

This means it would be so much more 
effective to segment our audiences 
by the things we can’t see: attitudes, 
beliefs and identities.

That’s why The Audience Agency’s 
and Arts Council England supported 
segmentation system, Audience 
Spectrum, was built using the Taking 
Part survey data, geo-demographic 
information and details of proximity to 
cultural activities. It has been further 

Meeting the needs  
of diverse audiences
Heather Maitland wonders if seeing really is believing

Ruth Evison at a recent LAMDA event.

Photo by Brendan Bell © LAMDA Limited
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enriched with lifestyle and consumer 
data from Experian, data about people’s 
cultural engagement drawn from over 
100 box office systems, more than 
100,000 surveys by arts organisations 
and specially commissioned large-
scale panel surveys. There is lots of 
information about it available free, so 
we can all get a better understanding of 
what really makes our target groups tick, 
including what motivates and prevents 
different people engaging with different 
aspects of culture.13

But there are some drivers and barriers 
to engagement that seem to apply 
regardless of how we segment people.  
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The barriers are:
• lack of interest
• lack of time
• the difficulty of getting there
• cost14

and the drivers are:
• the need to socialise
•  childhood exposure (especially 

participation)
•  formal education (which seems to 

give people a sense of the value of 
culture)

•  arts education (enables people to 
unlock meanings)

• status and identity.15

Again, a closer examination of the 
data reveals that these barriers 
are not as straightforward as they 
appear.

Lack of interest involves complex 
perceptions of relevance that derive 
from the individual’s history, interests 
and cultural identity.

And lack of time is about 
perceptions too. Two-fifths of the 
parents of young children who said 
they didn’t have time to engage 
with culture said they spent several 
evenings per month socialising with 
friends and a quarter said they spent 
at least one night per month going 
to bars. They were four times more 
likely to have visited a zoo with their 
children than a cultural activity.16

And ease of access to a particular 
cultural destination is not about 
distance but the familiarity and 
convenience of the route.17

People who don’t attend cultural 
events talk about cost as a barrier but 
few of the attenders of free or low 
cost events mention the price as a 
motivation. Cost in itself is only a barrier 
to low income groups. The barrier 
for other non-attenders is perceived 
value. These non-attenders don’t value 
cultural experiences so don’t think they 
are worth the price.18 Value involves 

People who don’t attend cultural events 
talk about cost as a barrier but few of 
the attenders of free or low cost events 
mention the price as a motivation. Cost 
in itself is only a barrier to low income 
groups. The barrier for other non-
attenders is perceived value. These non-
attenders don’t value cultural experiences 
so don’t think they are worth the price.
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Heather Maitland
Consultant and Associate Fellow at 
the Centre for Cultural Policy Studies, 
University of Warwick
e heather@heathermaitland.co.uk
w www.heathermaitland.co.uk

For more information about 
segmentation and audience data visit 
www.culturehive.co.uk

judgements about status and esteem as 
well as quality and efficiency. And value 
is different for different people.19

These reoccurring barriers are 
closely related to the drivers of 
attendance because they are about 
perceived values developed as 
a result of education, childhood 
exposure and social identity.

So we won’t develop audiences 
simply by removing practical barriers. 
We need to look beyond what we 
see to understand particular groups’ 
attitudes and beliefs about culture then 
work to change those perceptions and 
to make culture relevant.   

17. Orian Brook, 2010

18. Blume-Kohout et al (2015), pp 26 and 48

19.  Florin Vladica and Charles H Davis, ‘Value 

propositions of opera and theater live in 

cinema’, presented at the World Media 

Economics & Management Conference, 

Thessaloniki, Greece, 23-27 May 2012 

consulted at Value propositions of opera 

and theater live in cinema 8/4/2014
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A tiny island arts 
organisation with 
a big approach 
In this case study, AMA member Kaitlyn Elphinstone shares the National 
Gallery of the Cayman Islands’ creative approach to fundraising galas

Background
With a population just scraping 60,000, the Cayman Islands, 
nestled South of Cuba and West of Jamaica, has a vibrant 
arts scene matched with a highly competitive fundraising 
environment. With over 200 local non-profi t organisations, 
an abundance of international not-for-profi t initiatives 
and fundraising events held in the Cayman Islands, local 
charities need to rethink traditional approaches to both 
fundraising and marketing strategies to avoid donor fatigue 
and to truly engage audiences.  

Taking the National Gallery of the Cayman Islands’ 
(NGCI’s) annual fundraising gala as a ‘destination’ case 
study, I hope to reveal some of the challenges faced by this 
tiny island’s arts institutions and to share some strategies 
NGCI has employed to mitigate these obstacles.  

Objectives
The NGCI fundraising gala helps to raise essential funds 
needed for the non-profi t organisation to provide 
a wealth of free community programmes and free 
admission for everyone including the two million tourists 
that visit Cayman each year.

The 2014 gala titled The Surrealists’ Ball, started with a 
clear goal from the onset, which was to lead the project 
with a holistic marketing concept; an approach that 
everything matters and that the surreal experience should 
start with guests’ fi rst contact with the gala. From the 
surreal design of the invitations that had to be read using 
a mirror, to the dessert presentation where guests had to 
pluck their fl ower shaped treats from a red dress frame, it 
was our goal to have the surreal experience immerse the 
gala from the marketing campaign and event through to 

post-event promotions and follow up. 
A secondary goal was to spend as little as possible 

on design, media and printing costs. Having everything 
imported, with the exception of rum cakes, means 
running down to the corner store to pick up an extra pack 
of matching envelopes is close to impossible and local 
graphic designers who know what you want, don’t come 
cheap. Careful planning from all departments and enforced 
deadlines were also vital to the success of the event. 

Target audiences
Comprehensive market research defi ned our target 
audiences and guided the marketing strategies that were 
employed to promote the event and utilise restricted 
marketing funds. For example, we were able to come up 
with a unique way to deliver event invitations, in pure René 
Magritte style – green apple in tow, which allowed our 
fundraising gala to stand out amongst the crowd. We also 
understood that audiences needed inspirational tools to truly 
engage. Bearing this in mind, we developed a Pinterest board 
to illustrate surreal fashion and invited a local artisan to create 
surreal accessories that were sold in the NGCI’s gift shop. 

Process
Despite being a small organisation with a team of only 
nine staff, a busy schedule of 75 happenings per month 
and eight major exhibitions annually, the majority of 
the marketing campaign’s creative, technical and design 
elements of the gala were executed in-house, allowing 
NGCI to keep costs low. 

The ability to produce excellent work in-house meant 
that human resources and volunteer programmes 
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were well structured ensuring that volunteer skills were 
utilised and NGCI staff were supported and equipped 
with the right skills. This matched with an effective social 
media strategy and excellent relationship management 
with local media outlets, meant that in order to be 
effective the entire process needed to be considered 
holistically, rather than tackled in parts. 

Outcomes
With design, media and print costs of CI $2,273.85 
(£1,813.50) and a total of CI $53,166.35 (£42,402.10) 
raised at the event, NGCI was able to bring in CI 
$23.38 (£18.60) for every dollar spent on marketing 
and promotions. The gallery also received the Cayman 
Islands Marketing Professionals Association (CIMPA) 
award for Marketing on a Small Budget for the project. 

The post-event media coverage and lively event 
photographs attest to the success of the marketing 
campaign as well as the high level of public engagement 
with the theme and NGCI brand. From the Governor Her 
Excellency Ms Helen Kilpatrick with her lobster fascinator 
to stunningly surreal settings that made excellent photo 
opportunities, guests were moved to share their surreal 
experiences with others undoubtedly raising the profi le 
of the gallery and instilling a sense of NGCI community. 

The initiative has allowed NGCI to expand the 
Creative Careers programme, which supports the next 
generation of arts professionals by offering training 
and internship programmes, academic scholarships and 
mentoring opportunities for students looking to pursue 
a career in the creative industries. It has also increased 
engagement with NGCI social media platforms, solidifi ed 

Kaitlyn Elphinstone 
Communications & Public Engagement Manager, 
National Gallery of the Cayman Islands
e Communications@nationalgallery.org.ky 
Tw  @kstonekk 
w www.nationalgallery.org.ky
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a core following of individuals who will support NGCI 
in the future, grown new audiences and has raised 
signifi cant awareness of the gallery and the work that 
we do.  

Conclusions and recommendations 
By employing a plethora of marketing and fundraising 
tactics with an everything-matters approach, NGCI 
was able to communicate a clear and unifi ed brand 
value, surpass fundraising targets, solidify long-term 
relationships with NGCI patrons and reach new 
audiences, elevating the value of the event and raising 
the overall profi le of the gallery. 

The future is moving fast and as new marketing 
techniques, tactics and technologies evolve, taking the 
time to integrate them fully and holistically into your 
organisation may just be what sets your next campaign 
apart. 

CONNECT, DISCOVER, INSPIRE is a new regular feature we have introduced in this issue of JAM. 
We hope that by sharing case studies and experiences AMA members can connect, discover and 

inspire one another. If you have a case study that you’d like to share email Jacqueline@a-m-a.co.uk 

Above from left to right: The Surrealists’ Ball invitation; accessories sold in the NGCI’s gift shop; Pinterest web page; The Surrealists’ Ball 

venue. All photos by National Gallery of the Cayman Islands.
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> JUST A MINUTE

What is your fi rst memory 
of the arts?

Coming from a fairly small town my 
fi rst memory of the arts is probably 
the same as lots of peoples’ – the 
local panto. I remember being 
fascinated by the theatre as a whole; 
the building, the people, the stage. 
Even at that age I wanted to explore 
backstage and get involved somehow. 
At a similar age my Mum took me to a 
chamber orchestra concert at Chorley 
Town Hall, hoping to ignite a spark 
for classical music in me. I remember 
being impressed by the kettle drums. 
She’s still trying to broaden my tastes. 

How did you get into arts 
marketing?

There were probably two main 
factors while I was at university in 
Sheffi eld. One was becoming Editor 
of the Students’ Union magazine, 
the other was getting a part-time 
job as a Marketing and Box Offi ce 
Assistant (fl yerer and occasional 
phone-answerer) at The Leadmill. 
Both made me aware of the roles 
and responsibilities in the running 
of a venue and opened my eyes to 
the careers available in the sector. 
After some deeply un-glorious (but 
character-building) time temping in 
Manchester, I managed to use my 
experience of a live music venue and 
ability to turn copy around quickly to 
land a temporary Marketing Offi cer 
role at The Met in Bury. I’ve been in 
the arts almost ever since.

What attracted you to the 
arts sector?

When I was young (and shallow) 
I started writing about music and 
working at venues almost entirely to 
get free CDs and tickets. Once I’d got 
over that (although we all still love a 
freebie, don’t we?), I loved the sense 
of collaboration and dedication in the 
sector. None of us will get rich doing 
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this but almost everyone 
here loves what they do. It’s a 
friendly, supportive sector that 
seems like an impossibly small 
world at times, but gives us 
opportunities to reach people 
across the world and even change 
lives. Sounds good to me.

When and why did you join 
the AMA?

I think my fi rst membership year was 
around 2007, when I started in the 
marketing services team at Arts About 
Manchester (subsequently All About 
Audiences, now The Audience Agency). 
Taking the wider view and learning 
about audience development, and 
getting an idea of the challenges and 
opportunities across the sector was 
vital, and fascinating. I try and get to a 
couple of training events a year; even 
when I think I know it all (which of 
course is rare) it’s always good to meet 
other people and share best practice. 
I’m long overdue another trip to the 
conference though; Newcastle is my 
only one so far.

What is your proudest 
moment?

The birth of my son, of course. Or 
maybe my wedding (my wife is an 
AMA member, she may well read this). 
But professionally it’s probably the 
work we’ve done here at the National 

Football Museum. Being involved in 
a project like this from pre-opening 
to now when we have almost half-a-
million visitors a year, with a designated 
collection and a genuinely diverse, 
international audience is fascinating, 
challenging, sometimes inspiring and 
occasionally frustrating. We’ve barely 
had chance to catch breath in the 
three years since we opened. I don’t 
know how many languages I’ve been 
translated into now.

What is your greatest 
indulgence?

I’m a man of many vices, none of which 
are indulged very regularly any more. 
My greatest indulgence, because it’s 
probably the one I talk about least, 
is computer games. I play very rarely 
now, but when I do I’m aware it’s such 
a massive, indulgent waste of time. 
It’s probably even more fun because 
of it. As it happens, we’re opening an 
exhibition called Pitch To Pixel: The 
World of Football Games at the museum 
from October. If any JAM readers fancy 
a game of Sensible Soccer or Pro Evo 5 
they know where to fi nd me: at work.   
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