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As a prelude to AMA conference 
2017, this issue of JAM explores the 
theme of tried and trending. 

The AMA’s new Head of Programme, 
Lucy Jamieson, begins by reflecting 
on the value of tried and tested 
marketing and the appeal of new 
trends and innovations. 

Digital marketing is constantly 
evolving and subject to many 
emerging trends. Ash Mann takes 
a closer look at new digital trends 
and considers which ones are worth 
looking at now and those that are 
worth keeping an eye on. 

What is the ‘sharing economy’ and 
how can it benefit arts, heritage  
and cultural organisations? Sara 
Lock, the AMA’s Associate Editor, 
spoke to Benita Matofska about 
how the sharing economy can help 
develop new audiences and revenue 
streams. 

Bea is for busy business. Bea is for 
books filled with quirky poems and 
children’s Grimm-like anecdotes. 
Bea is for the betterment of others.
  
My working life began as a 
Mechanical Design Engineer for 
Rolls-Royce Aeroengines, which 
led me to chairing the IMechE 
Young Members of Derby and 
Nottingham — building membership 
to record levels. At the same 
time, I managed the Wild Thyme 
creative writing group in Derby. 
We supported and contributed to 
Derby’s Festival of Words festivals, 
working in collaboration with Derby 
City Council, BBC Radio Derby and 
bringing local and national authors 
to the region.  

At my best, I’m a creative 
protagonist, someone who enjoys 
listening to people and then turning 
their thoughts and needs into 

Erin Koppel challenges assumptions 
about what really matters to 
audiences and explains the 
concept of IDEA — Intentionally 
Deepen Engagement and Access; 
and considers how organisations 
that strive to provide meaningful 
connections with their audiences 
thrive. 

Making your voice be heard can 
be challenging. Laraine Penson 
considers the importance of 
influencing your organisation 
by being the champion of your 
audiences and driving innovations in 
communicating with them. 

New trends in fundraising emerge 
each year. Pamela Johnson reflects 
on the benefits of going back to 
basics and considering not just what 
fundraisers do, but why. 

In Connect Discover Inspire, AMA 
member Lucy Liddell explains how a 

shift in mindset at the MAC in Belfast 
has enhanced the mobile browser 
experience of its website. 

The JAM spotlight falls on Bea Udeh, 
Programme Produce at the AMA 
and Robert Jones from Wolff Olins 
explains how inspired thinking can 
help creative organisations become 
creative in business too. 

Jacqueline Haxton 
Senior Programme Officer  
and JAM editor
AMA

jacqueline@a-m-a.co.uk
a-m-a.co.uk
@amadigital

projects that bring together niches 
in communities or the masses. The 
sound of my voice is known to make 
people sit-up and listen. This is 
probably why now, after having left 
producing and presenting a radio 
show at BBC Radio Nottingham, you 
will find me delivering mentoring 
training sessions at the AMA.  

At my least, I’m juggling projects 
including creative poetry, crafting 
and making shea body butters, 
faking Nigerian recipes to try on 
my mum and children and looking 
for the Venn diagram that overlaps 
everything. 

It is this Venn-ness that enables me 
to holistically approach audiences, 
equality and the AMA membership 
with specific hooks — Mentoring 
Scheme, Audience Diversity 
Academy and the Regional Member 
Reps.

There are many ways to cook rice 
and grains to suit all sorts. This is 
how I see my role and projects at 
the AMA — a variety of members 
with different tastes, but a common 
goal — and a keenness to try their 
hand at other things to keep them 
fresh and ready to take them to the 
next level — all in good time.  

Bea Udeh
Programme Producer
AMA

bea@a-m-a.co.uk
a-m-a.co.uk
@amadigital
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Being at the cutting edge of new developments, 
technologies and innovations in our sector is where 
we’d all like to consider ourselves. Not just because it 
sounds good, but because it’s how we know we’re able 
to communicate with our audiences and customers; 
the ones we already have and the ones we’d like to 
have in the future. We’re all familiar with the clarion call 
to reach new audiences — they are the people who 
we as venues, marketers, programmers, press officers, 
promoters, CEOs, front of house staff, all of us, are so 
keenly seeking. 

how do we explore new trends and 
innovations, while recognising the value 
in the tried and tested techniques that 
just work?

So how then, do we set about this objective, while 
simultaneously keeping our existing audiences? And 
how do we explore new trends and innovations, while 
recognising the value in the tried and tested techniques 
that just work? This is really at the heart of the AMA’s 
2017 conference in July — The Value of Everything.

Having recently joined the AMA, I’m grateful to have 
a pretty interesting perspective, not least as I’ve 
worked for quite a few venues, large and small, both 
in marketing and in programming. So what has this 
experience taught me? Well, it’s taught me that there’s 
an ever-present impetus for organisations (and artists) 
to keep moving; to be present on new social media 
platforms, to live-stream, and to engage. And this 
principal is right — I can’t imagine too many readers 
feeling offended by the thought that we should be 
dynamic in our work; staying up to date and responding 
to new ways in which our audiences interact with us. 
But what does it mean in practice, when the reality 
of our organisation’s vision, limited budgets and staff 
resources all need to stack up?

Until recently, I was the Head of Marketing at Rich Mix 
in East London. Rich Mix is a busy multi-arts venue in 
a part of London that’s seen a dramatic demographic 
change in the last few years, meaning that the venue’s 
audience and, importantly, its potential audience is also 
changing fast. Like many arts organisations, Rich Mix 
is a not-for-profit and operates with limited resources 
relative to the programme it puts out, so a certain kind 
of creative-yet-economical approach is vital. Where the 
venue is successful is in its understanding that it has 
many different audiences, and that there are overlaps 
between them. So while 16-25 year olds might be on 
Snapchat, and people aged over 50 might appreciate 
a nice piece of print, everyone is likely to be using 
Facebook. Which means that’s the perfect place to 
start trialling live streaming without investing too much 
time, energy and kit before we even know if people will 
actually want to watch a show that way.

there’s a discernible shift towards 
experiential marketing; creating an 
experience around the event you’re 
trying to draw people to, or getting a 
particular message out there through an 
event. 

And it’s not all about technology, there’s a discernible 
shift towards experiential marketing; creating an 
experience around the event you’re trying to draw 
people to, or getting a particular message out there 
through an event. Where I’ve seen this work really 
well is with Rich Mix’s membership activity. Asking 
members what they’d like (a film club in one case), and 
then delivering it (Rich Flix), has been a tremendously 
positive way of simultaneously involving existing 
members and enticing new ones. 

An additional and often unanticipated benefit of 
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As AMA Conference 2017 in Belfast fast approaches, Lucy Jamieson, the AMA’s 
new Head of Programme, reflects on the value of tried and tested marketing and 
the appeal of new trends and innovations. 
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No area of marketing evolves faster than digital, and therefore no area of marketing 
is subject to quite as many emerging trends. In this article Ash Mann, who’s been 
working in the arts for nearly a decade and in digital for even longer, tries to 
separate the wheat from the chaff.

Predicting trends is basically 
educated guesswork so take it all 
with a pinch of salt, after all epoch-
defining inventions such as the 
telephone and the internet were 
dismissed out of hand by far more 
learned people than me.

Mobile

I’m going to start with a ‘trend’ 
that is less a trend and more an 
unavoidable reality: mobile. For 
ages (and ages) we’ve been hearing 
about the growth of mobile. We’ve 
now reached the point where, for 
most of our clients at Substrakt, 
desktop now accounts for a minority 
of their traffic. 
 
Mobile is here, people use their 
phone for everything and yet we still 
see e-commerce products which 
aren’t responsive, content that 
hasn’t been created to be consumed 
on small(er) screens, pages that 
take ages to load because of 
unnecessarily large images, clunky 
mobile apps and so on. 
 
You might spend most of your day 
looking at your website on your 
desktop, but it’s likely most of your 
customers will be looking at your 
website, at one point or another, on 
a phone or tablet, and therefore that 
should be your priority. 

In many cases the thing in most 
urgent need of fixing will be your 
purchase pathway and landing 
pages, for which you may be 
beholden to your ticket system 
supplier’s plans — you’re not the 
only one. Talk to other people using 
the same product and put pressure 
on suppliers to up their game.

Trends that are worth your 
attention now 

Multi (or omni)-channel analytics 

More and more of the systems 
your organisation uses will offer 
the fullest possible picture of your 
audiences — who they are and what 
they do. However this is usually 
limited to commercial interactions 
with you (buying tickets, giving 
donations, joining membership 
schemes), sometimes this will be 
augmented with some insight into 
interactions with emails you send. 
Separate to this, you’ll probably 
have access to channel-specific 
insights (Facebook, Twitter, your 
website) but how do you pull all 
of this data into the one place? 
After all people are unlikely to just 
interact with you in one way or on 
one channel, you need to be able 
to build a properly rounded view of 
who your customers/audiences are 
and how they engage with you.

There are a growing array of tools 
which enable you to track your 
users across channels and devices 
and create a more holistic picture 
of who they are and what they’re 
doing. Drawing all of your digital 
insights together in a single platform 
will provide you with an incredibly 
nuanced, sophisticated and 
potentially powerful view of who 
your audiences are, what they’re 
doing, how they interact with every 
element of your digital presence 
and, as a result, enable you to be 
far more targeted and measured in 
the planning and delivery of your 
marketing activity. 

Pseudo-personalisation

‘Pseudo-personalisation’ is almost 
certainly a made up term, that 
I’ve just made up. What I’m 
describing takes the concept of 
broad audience segmentation 
and uses it to influence audiences’ 
digital user experience, rather 
than ‘true’ personalisation. This 
could encompass everything from 
the content they’re shown to the 
website design that is delivered 
to them so you can offer a more 
targeted and appropriate user 
experience, e.g. you offer complete 
first-timers a different experience to 
high-level donors.

feature

this experiential approach, is that it breaks down 
organisational silos. The marketing team collaborate 
with the programming team, box office and front of 
house, to make this work, doing away with the idea that 
Programming programme the thing, Marketing market 
the thing, Box Office sell the tickets and Front of House 
make it all smooth on the night. No. It makes us work 
in that coveted ‘joined up’ way — where marketing 
and programming feed into one another and everyone 
gets involved. While we’re blurring the boundaries, 
is experiential marketing even marketing? Isn’t it 
programming too? At the core it’s all about creating a 
great event that people want to come to, whatever the 
driver.

One particular shift, which I’ve observed working really 
well in terms of audience engagement, but which is 
very difficult to track back to ticket sales, is doing away 
with trying to sell to people over social media posts. 
Facebook ads and events, fine. But endless streams 
of “fabulous event on this date, here’s the booking link” 
tweets don’t really inspire anybody. What does work 
however, are interesting posts that acknowledge there’s 
a world outside our organisation. Which is often harder 
to do than it should be, such are the demands on our 
time and the pressure to sell tickets. But those posts get 
much better levels of engagement, reflect positively on 
the organisation, and they may lead to ticket sales (we 
just can’t prove this bit). 

At conference this July, I’m of course looking forward to 
hearing about the cutting edge new things, the things 
I’ve not yet heard about or that I’m just starting to read 
about and hear mentioned. But I’m also hugely pleased 
to have the opportunity to acknowledge the things 
we’ve been doing forever (printed brochure, anyone?) 
and to think about why we do them, and whether they 
could be even better. 

House Gospel Choir performing at Rich Mix. Image courtesy of Rich Mix © Tatiana Gorilovsky.

Key takeaways
Tried and trending, what’s right for me?

 —Think about why you want to try out something 
new. What’s the desired outcome and is the 
activity right for your organisation? 

 —What can we try out simply, cheaply, and in a 
way that has minimal impact if it’s not a howling 
success? 

 —Be brave — trying a new approach or a new 
activity will have positive outcomes, even if 
they’re not the ones you anticipate.

Lucy Jamieson
Head of Programme
AMA

lucy@a-m-a.co.uk
a-m-a.co.uk
@amadigital
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Being able to implement this sort 
of thing will probably require you 
to be using some sort of multi-
channel analytics package so you 
have a broad enough range of 
data to make the segmentation 
worthwhile. Most of these multi-
channel platforms can be integrated 
with other parts of your digital 
infrastructure which means the 
data in one system can drive the 
functionality in the other.

Automation and optimisation

Data could (and I believe should) be 
playing an increasingly vital role in 
the way you plan and deliver your 
marketing activity. 
 
Data-driven automation will 
probably do a better job than 
you can in refining and optimising 
ongoing campaigns. What might 
this look like? There are already 
a number of services that can 
do this (with varying degrees of 
sophistication) with your AdWords 
activity and it shouldn’t be long 
before you can apply this process 
to every aspect of your online 
marketing activity.
 
More broadly I’m sure that more 
banal, repetitive tasks probably form 
an irritatingly-large part of your day. 
There are (free and paid-for) tools 
like IFTTT and Zapier that can easily 
be leaned on to speed up, and in 
some cases totally take care of, a 
lot of these tasks so you can spend 
more of your time concentrating on 
increasing the impact you can make.
 
Trends worth keeping your eye on

New ways of interacting with 
technology 

I’m still on the fence with voice-
activated/voice-controlled 
technology, I can see it just as easily 
going the way of 3D TVs. However 
the two things that have swayed me 
toward thinking they may become ‘a 
thing’ are; seeing how easily friends, 
colleagues and family members 
actively and naturally engage 
with things like Siri and Alexa for 
an increasing array of tasks; and 
the fact that most technological 
interventions that pander to human 
laziness normally have a fair chance 
of success. 

What might the widespread 
adoption of this technology look 

like? Customers will expect to 
be able to accomplish more and 
more tasks via whichever device 
they’re talking to, whether that’s Siri, 
Google Home, Alexa or whatever 
else ends up popping up (and there 
will be lots of them over the next 
12 to 18 months). This will include 
finding out information about your 
shows and booking tickets. Can 
customers currently interact with 
you like that? They almost certainly 
cannot. The technical challenges 
are not inconsiderable, alongside 
building separate apps for the 
various products/marketplaces, 
there is also the natural language 
processing to consider, alongside 
the integration with your other 
digital platforms (e.g. ticketing/
e-commerce, collections, etc). 
 
It is far too early for most 
organisations to be considering 
investing in this sort of product. The 
cost and complexity of development 
alongside the lack of existing 
consumer expectation means you’d 
have to be very bored and very rich 
to pursue something like this right 
now in any particularly meaningful 
way. But I believe that it’s not going 
to be that long before there will be 
gentle but growing pressure for this 
to exist.

Immersive experiences 
(Augmented Reality (AR)/Virtual 
Reality (VR))

A VR experience is getting good 
reviews at Cannes (Alejandro 
Iñárritu’s Carne y Arena). I recently 
saw Toby Coffey talk about the 
work the National Theatre is doing 
with immersive storytelling (Draw 
Me Close looked particularly 
extraordinary) and we have recently 
been hearing about how our friends 
at the Royal Court Theatre might be 
engaging with VR.
 
Alongside this more overtly 
artistic exploration I have also 
seen some interesting examples of 
AR and VR that could ostensibly 
fall into the remit of a marketing 
or communications department. 
Broadly, museums seem to be 
ahead of the performing arts in this 
sense. And the North Americans are 
ahead of Europe.

How do you market a VR 
experience? We’ve moved to a 
position where some level of digital 
collateral is usually the norm when 

marketing more traditional arts and 
cultural experiences. But I believe 
the move to VR will be such a 
paradigm shift that it will inevitably 
make new demands of marketers. 

Ash Mann
Strategic Director
Substrakt

ash@substrakt.com
www.substrakt.com 
@substrakt
@biglittlethings 

Ash Mann will be speaking at AMA 
conference 2017 in Belfast. 

Substrakt are a web agency, making 
websites and applications for 
organisations in the arts, cultural 
and heritage sectors.

Key takeaways 

 —Focus on mobile 
Particularly the booking 
journey (i.e. is your checkout 
process responsive). 

 —Analytics no longer means 
‘just’ your website 
Try to create the fullest 
possible single picture of how 
your audiences interact and 
engage with you. 

 —Harness the power of 
automation 
This could involve automatic 
optimisation of your AdWord 
campaigns, or automating 
activity to target customers 
who abandon the checkout 
at a specific point. 

 —Start thinking about 
evolving customer 
expectations 
If people can use their  
voice-controlled device to do 
shopping, order a taxi or play 
music, then how might they 
want to interact with you in 
this way?

6 JAM 65 — winter 2017Im
a

g
e
 c

o
u

rt
e

sy
 o

f 
L

o
n

d
o

n
 T

h
e

a
tr

e
 P

ro
d

u
c
ti

o
n

s 
L

im
it

e
d

B
ri

d
g

e
 T

h
e

a
tr

e
 h

o
m

e
p

a
g

e
, 
b

ri
d

g
e

th
e

a
tr

e
.c

o
.u

k
. 
W

e
b

si
te

 b
y
 S

u
b

st
ra

k
t.



8 JAM 67 — summer 2017 a-m-a.co.uk 9 

Key takeaways 

 —Ask what resources you have that could be 
shared — it could be physical space, skills, 
knowledge or transportation. What do you have 
that could benefit others? 

 —Think about what you need and the different 
ways you might be able to access it.  

 —Who else might need what you need and how 
could you share space, equipment or training to 
reduce your costs? 

 —Consider who you could partner with from 
outside the sector to create shared value. 
Your skills could help a corporate organisation 
develop creative approaches and open up a new 
revenue stream for your organisation. 

 —Be creative in how you communicate sharing 
with your audiences and visitors — how can you 
involve audiences, crowdsource ideas and turn 
empty spaces into new revenue?

Hallmark, for example, started running ‘maker fairs’ in 
order to associate itself with a community of makers. 
Their partnership with Brit + Co is an example of a 
traditional brand participating and benefiting from the 
sharing economy. According to a 2015 study by Deloitte, 
90% of consumers want brands to share, yet only 40% 
are perceived as doing this well. The sharing economy 
is an opportunity for organisations to turn costs into 
revenues, while making more efficient use of resources 
and diversifying audiences. 
 
If you need to generate revenue, think about who you 
could partner with beyond the sector and how they 
might benefit from the skills and resources that you 
have. 
 
What are the benefits of a sharing economy? 

Embracing the sharing economy is not just about 
sharing what you have. It’s about thinking differently 
about how you can access what you need. The 
sharing economy is a hybrid economy. It encompasses 
swapping, exchanging, collective purchasing, 
collaborative consumption, shared ownership and 
many other aspects, as well as traditional monetary 
exchange.
 
The rapid increase in the number of co-working 
collaborative spaces is testament to the benefits of a 
sharing economy. Shared spaces enable individuals and 
start-ups to split the costs of an office and the tools and 
materials they need. By being in that space together, 
they also have access to each other’s skills and expertise. 
It’s a more sustainable model of working.
 
At the heart of the sharing economy is how we work 
with other people. We are no longer reliant on global 
corporations to access the products and services we 
need. Websites such as Airbnb and Etsy have enabled 
us to trade peer-to-peer in an affordable way, while 
creative collaborations allow us to swap skills, services 
and ideas without a monetary exchange. Next time you 
need something, think about how you can access it in a 
way that creates shared value.
 
You may already be hiring out spaces or sharing 
equipment but there will always be something else 
that you could share. Identify your idle resources and 
use them to involve audiences, generate new revenue 
streams, and develop a culture of sharing that will 
increase the resilience of your organisation.  

What is the sharing economy? 

The ‘sharing economy’ is, in its infancy, known most 
notably as a series of services and start-ups — like 
Airbnb — which enable peer-to-peer exchanges through 
technology. However, this is only the beginning; in 
its entirety and potential, the sharing economy puts 
sharing and collaboration at the heart of all aspects of 
social, environmental and economic life.
 
It includes the shared creation, production, distribution, 
trade and consumption of goods and services by 
different people and organisations. Rent, borrow, swap, 
exchange, collaborate, community, crowdsourcing; all 
of these terms refer to different types of sharing or 
accessing shared resources.
 
How can the sharing economy build new audiences?

Ourscreen (ourscreen.com) is a brilliant example of 
how sharing resources and creation with members 
of the public can build new audiences. Born out of 
Picturehouse cinemas, Ourscreen now operates as its 
own individual platform. Cinemas offer specific time 
slots for people to create their own screenings. The 
audience chooses the film and promotes it. If enough 
people book tickets, it goes ahead.
 
The films are shown at times when the cinemas would 
otherwise be empty so the screenings generate 
income from unused space. They increase footfall and 
attract diverse audiences because they’re promoted 
beyond the cinemas’ usual network. They also increase 
engagement because people are given the power to 
shape their own experiences. 
 
Audiences are no longer content with being passive 
observers. They want and expect to be part of the 
development and creation of events and experiences. 
Opening up your spaces and creative production to your 
audiences is key to building those relationships. 

In what ways can the sharing economy help generate 
new revenue streams?

As well as spaces and equipment, arts organisations 
have skills and human resources that could be shared. 
Corporate businesses who are keen to be seen as 
innovative brands of the future are often keen to partner 
with organisations who can share creative approaches. 
They are also keen to be associated with creativity. 

Benita Matofska
Keynote Speaker, Sharing Economy Expert

benita@benitamatofska.com 
benitamatofska.com 
@benitamatofska

Benita will be speaking at AMA conference 2017 in 
Belfast.

The People Who Share 

The People Who Share is a world-leading social 
enterprise that helps people and companies discover 
and participate in the sharing economy. Its mission is 
to mainstream the sector worldwide. The People Who 
Share is the pioneer behind Global Sharing Week the 
largest mass engagement campaign on the sharing 
economy which reaches over 100 million people 
worldwide: globalsharingweek.org
 
There are over 10,000 sharing economy services 
listed on The People Who Share’s online guide: 
thepeoplewhoshare.com/sharing-economy-guide

What do we mean by the ‘sharing economy’ and how can it help arts 
organisations reduce their costs and develop new audiences and revenue 
streams? Sara Lock, the AMA’s Associate Editor, spoke to Benita Matofska about 
the sharing economy and its potential benefits to arts, heritage and cultural 
organisations. 

Library of Birmingham © AMA.

case study

This article was first published in Arts Professional: 
artsprofessional.co.uk
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In recent years arts, heritage and cultural 
organisations have developed a new 
kind of resilience in order to thrive. 
Robert Jones explores how inspired 
thinking can help creative organisations 
become creative in business too. 

It’s the age of looking out.
 
You’d imagine from the media that the arts are in crisis. 
Local authority spending on museums, for example, 
fell by 31% in 2016. In some areas the impact has been 
disastrous: Lancashire County Council announced plans 
last year to withdraw funding for five museums.
 
But there’s another way of telling the story. A decade 
of squeezes has actually had some positive effects. 
According to John Orna-Ornstein, who’s currently 
moving from Arts Council England to the National 
Trust, public-sector funders have had to become more 
strategic, and arts organisations have had to become 
smarter.

the health of an organisation, just like 
the health of an individual or a nation, 
depends absolutely on culture
 
Funding bodies now often have imaginative strategies 
aimed at wellbeing, liveability or economic regeneration. 
They’re looking out towards broader social goals, and 
the money is there for those arts organisations that can 
contribute to those goals.

Meanwhile, cultural organisations have also learned to 
look outwards. Museums, for instance, obsess less about 
their collections, more about their visitors.
So are these changes a manifestation of a new
kind of ‘resilience’? Jo Hunter, who runs 64 Million Artists, 
thinks there’s more to it. “Resilience can feel like doing 
the same thing, just harder and better. Whereas actually 
what the arts needs now is the ability to think differently, 
to be more relevant by listening, connecting, giving away 
power and ego.” In other words, by looking out.
 
And the best organisations are doing just that. They’re 
now pretty sophisticated about their business 
models. According to a recent report by the Museums 
Association, 35% of museums increased their income in 
2015/16. Impressively, 42% of museums increased self-
generated income through commercial activities such 

as shops, cafés and events. Creative organisations have 
become creative about business too.

Many realise that, for their business strategies to 
succeed, their own internal culture must be right. As 
the management guru Peter Drucker famously said: 

“Culture eats strategy for breakfast”. This thought 
should feel natural to the arts world: the health of an 
organisation, just like the health of an individual or a 
nation, depends absolutely on culture.

And several organisations have come to believe that 
culture depends, in turn, on a sense of purpose. These 
organisations have worked closely with their own 
people to define why they exist — why they matter to 
visitors, users, neighbours and funders.

So business models depend on culture, and culture 
depends on purpose. This is a formula that’s spread 
across both the commercial and the arts worlds in the 
last decade, and at Wolff Olins, we’ve helped dozens of 
companies to put it to use. And as brand consultants, 
looking out is second nature to us.

That’s why we worked with the AMA to create an 
online course that shares some practical approaches to 
business models, culture and purpose. We called the 
course Building Resilience, but our aim is to help people 
across the sector to be more than just resilient: to be 
creative, to think differently, to thrive by looking out. 

Robert Jones
Head of New Thinking
Wolff Olins

robert.jones@wolffolins.com
wolffolins.com
@robertjones2
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online training

1 September 2017
You will have six weeks to complete the 
modules.

 — Easily accessible online 

 — Completed at your own pace over six weeks 

 — Developed by the AMA in partnership with 
Wolff Olins 

 — Heavily subsidised by Arts Council England

Three online modules designed to inspire your thinking about how to 
build and maintain resilience within your organisation and create a 
thriving future.

£75 + VAT

Invest now
a-m-a.co.uk/building-resilience

Module leaders
Robert Jones
Head of New Thinking
Wolff Olins
Julie Aldridge
Director
Julie Aldridge Consultancy
Mark Wright
Director
People Create

Who is it for?
Arts professionals looking to create 
resilient organisations and a thriving 
future.

Module 1
Defining your purpose 
Fresh insights into the process of how to 
shape and define a compelling vision and 
future direction via case studies from the arts 
and commercial sector.

Module 3
Driving a high performing organisational 
culture 
Explore the characteristics of an effective 
team and the role of the leader in influencing 
and shaping this.

Module 2
Reviewing your business model
Core principles for developing a resilient 
business model which enables you to realise 
your purpose.
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The AMA conference theme of The Value of Everything is brilliant as usual 
in its encapsulation of a major issue facing the sector. I’ve been pondering 
this question: if everything has value, then how can you know what’s most 
important? The answer in fact transcends your art form, and is at the centre 
of the work we’ve been doing across all sectors and art forms. Fortunately, 
while everything certainly has value, you only need to know what matters 
most. Let me tell you a story. 

In October 2015, I created a workshop to assist a smart staff in reworking 
their strategies for customers, visitors, donors, and members. This 
organisation needed to take a step back, and wanted help in doing so. 
It became clear very quickly that what they desperately sought was a 
‘person-centric’ methodology to engage their audiences. They wanted to 
remove the internal silos that were keeping them from leveraging the full 
breadth of a person’s interactions with the organisation. While that sounds 
like CRM, this particular organisation was struggling under the weight of 
those three little letters, confusing the role of the technology with the 
people CRM is meant to serve. This organisation needed to shift their 
mindset, and lots of other organisations have benefited from this shift too.

Organisations which strive to provide meaningful 
connections, quality interactions, and indispensable 
emotional satisfaction to their patrons, thrive.

The first thing we did was ditch labels. Notice I didn’t use any to define the 
person the organisation was trying to influence? Rarely does an individual 
ascribe themselves a single label in relation to an organisation, yet we do 
that all the time. We have a marketing approach for ‘ticket buyers’. Another 
to increase the number of ‘members’. And still others to attract ‘new 
audiences’ for our venues, and drive ‘more visitors’ to our space. Generally 
speaking, organisations create these in silos, and then have important 
meetings to discuss how to implement them without stepping on each 
other’s toes, negotiating which segments will get which emails when so 
we don’t bombard people with too many emails. Friends, this is a very 
well-intentioned putting of the cart before the horse. IDEA – Intentionally 
Deepen Engagement and Access — upends that traditional thinking.

IDEA is the lens through which you first identify what it is that your 
organisation specifically and uniquely provides to your intended public. This 
is what we call indispensable emotional satisfaction, and once identified 
accurately, it is what matters most as you consider the value of everything. 
Indispensable is well, ‘indispensable’, to the concept. Literally it means 
necessary and essential, or, cannot do without. 

We start to uncover this through a series of questions, similar to this one: 
if your organisation ceased to exist, what would be missing from people’s 
lives? 

Sample answers have included:

“We bring alive the emotions that 
others can only read about.”
Shakespearean theatre in the US

“Panto is inherently joyful, and the 
nostalgia of attending every holiday 
is overwhelming.”
UK touring theatre

“The frenetic pace of your day falls 
away once you’re past the visitor 
desk.”
Contemporary art museum in 
Minneapolis

Once you have this right, you 
want to leverage it to connect 
people with your organisation — 
this is the essence of your most 
valuable strategy. Organisations 
that strive to provide meaningful 
connections, quality interactions, 
and indispensable emotional 
satisfaction to their patrons, 
thrive.  You’ll notice there are more 
aspects to this IDEA of Intentionally 
Deepening Engagement and Access. 
Many organisations are doing this 
subconsciously already. What would 
happen if organisations did it on 
purpose?

Being intentional is one of the most 
difficult tasks any person faces. How 
many failed New Year’s resolutions 
can you count, personally? Most 
people can count more than they 
would wish to publicly admit. Now 
imagine how that personal challenge 
is magnified on an organisational 
scale? It’s exponentially more 
complicated to be intentional 
when so many factors are out of 
your control. How does a lack of 
intentionality affect and undermine 
strategy in organisations?

Strategic Plan — the apex of organisational thinking

Most strategic plans focus on aspirations, and the impact of the strategic 
plan decreases over time. Now this can happen for lots of reasons, including 
staff turnover and a changing external environment, and diminished 
intention.

What if your strategy focused on indispensable emotional satisfaction? 
You have a much better chance of actually increasing intention within 
your organisation as time passes, and meaningful connections and quality 
interactions are continuously reinforcing your strategy. You are able to 
maintain your level of aspiration.

We’ve shown time and again in our work that engagement leads to revenue. 
I worked with a theatre provider in New York to help them clarify both 
their fundraising strategy and messaging. Once they nailed the anchor 
of indispensable emotional satisfaction — providing access to theatre at 
affordable prices to all — the resultant deepened engagement and access, 
increased contributed revenue and brought more students to theatre than 
ever before.  

IDEA allows you to consider each 
person for who they are to your 
organisation, to develop your 
strategies to engage them, and 
ultimately leverage indispensable 
emotional satisfaction. IDEA is 
a manner of thinking about the 
unique landscape of your patrons’ 
lives, and how your organisation 
features in it, regardless of your art 
form. When considering the value 
of everything, those familiar with 
IDEA know that it’s most important 
to intentionally deepen engagement 
and access with a given person at 
every opportunity. That’s the most 
valuable strategy. 
 
Erin Koppel
Senior Director Enterprise 
Consulting
Tessitura Network

ekoppel@tessituranetwork.com
tessituranetwork.com 
@TessNetwork 

Erin leads the Enterprise Consulting 
division within Tessitura. She was 
previously Deputy Director of 
Development at Lyric Opera of 
Chicago, raising funds in excess 
of $22 million annually and has 
worked with organisations such as 
Birmingham Hippodrome, Wales 
Millennium Centre, and Wigmore 
Hall.

For details about Erin’s AMA 
conference 2017 Sponsored Briefing 
go to a-m-a.co.uk/sponsored-
briefing-whats-truly-valuable

Erin Koppel, from AMA conference 2017 headline sponsor Tessitura Network, 
challenges assumptions about what really matters to audiences and visitors. In 
this article she explains IDEA — Intentionally Deepen Engagement and Access —
and will be leading an interactive briefing at the AMA conference that will leave 
you with some practical tools to identify how you can use IDEA for your patrons. 

feature
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As marketing professionals we’re 
often in a privileged position of 
being closer to our audience than 
many of our colleagues. It is our 
business to know about them, 
understand them and communicate 
the value and relevance of our work 
to them as well as listen to what they 
have to say to us. 

For some colleagues perhaps 
the audience isn’t of interest or 
doesn’t seem relevant to their role 
but we create art and experiences 
for people and we can’t exist on 
public subsidy, and the good will of 
a few, alone. I’m preaching to the 
converted of course but sometimes 
we can get so internalised we can 
lose sight of the external world 
and who we’re creating art and 
experiences for.

This is where you come in. As 
the holder of intelligence about 
your audience and as the person 
responsible for communicating with 
them, you are the champion of your 

We all face the challenge of becoming too internalised 
at the expense of the external world. Laraine 
Penson considers the importance of influencing your 
organisation and making your voice be the champion 
of your audiences.

feature

audiences and you can ensure their 
voice is at the table when decisions 
are being made, especially during 
the all-important business planning 
and programming cycle. But is 
everyone who needs to hear actually 
listening? 

you’re in the perfect 
position to champion 
your audience and 
drive innovations in 
communicating with them

I’ve worked in a number of different 
positions across the arts and I’m 
now at the National Trust, where 
the team I manage is part of a much, 
much larger organisation. I know 
how it can be hard to be heard, 
especially if you’re in a more junior 
position, and it can be a challenge 
for organisations to not get too 
internalised. What I mean by that 
is decisions that are taken based 
on our own systems and processes 

rather than on what’s best for the 
audience.  And this makes it even 
more important to be the voice that 
champions your audience.

How can you make sure your voice 
is heard and how can you influence 
your organisation?

I was recently discussing this with 
Lauren Scholey, Executive Director 
of Tobacco Factory Theatres 
in Bristol, which produces and 
presents art in unique, intimate 
spaces, including the Factory 
Theatre, as well as off-site in Bristol 
and in venues across the country. 
Our conversation struck a chord 
with me so I thought I’d share it.

Lauren says she is most likely 
to respond positively to an idea 
when people demonstrate they 
understand the organisation. “I 
want to see how what someone is 
proposing is relevant and will help 
make a difference to what we want 
to do. Demonstrating thorough 

understanding of the brand and 
messaging is crucial to building 
credibility.” 

We also discussed how important 
it is for staff not to present a 
completed plan. “I want to see 
room for change and development, 
something others, myself included, 
can contribute to and feel ownership 
over.” 

If you’re looking to bring colleagues 
with you then leaving room for them 
to contribute their own ideas will 
help get the buy-in you might need. 

Finally, Lauren said that she looks 
to more junior members of her 
team to keep her informed about 
the audience: “these members of 
the team are often closer to the 
audiences and are in touch with the 
latest ways of communicating with 
them.” 

This completely aligns with my 
experience as a senior marketing 

professional. The more senior 
I became the more I worked 
strategically and the less I practiced 
with our communications channels 
on a daily basis. 

So you’re in the perfect position to 
champion your audience and drive 
innovations in communicating with 
them. Go work those influencing 
skills. 

Laraine Penson
Consultancy Manager: Marketing & 
Communications (North) 
National Trust

laraine.penson@nationaltrust.org.uk
nationaltrust.org.uk
@nationaltrust
@LPenson

Laraine will be speaking at AMA 
conference 2017 in Belfast. 

Key takeaways

 —Demonstrate that 
you understand your 
organisation’s vision and 
strategy. 

 —Avoid presenting a 
completed plan — allow 
others to input. 

 —Keep it simple and get to 
the point — we’re all short of 
time. 

 —Talk to people in a way that 
they respond well to — some 
like figures, some like words, 
interpretive dance if it works.

Cinderella: A Fairytale at Tobacco Factory Theatres in Bristol. Image courtesy of Tobacco Factory Theatres © Hide the Shark.
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New trends and techniques in fundraising emerge each year against a backdrop of 
limited or reduced internal resources. Pamela Johnson reflects on the benefits of 
going back to basics and considering not just what fundraisers do, but why. 

The Arts Fundraising & Philanthropy 
programme has worked over the last 
four years to transform fundraising 
by developing innovative and 
efficient solutions for cultural 
fundraisers’ needs. Underpinning 
our work has been a commitment 
to providing quality, affordable 
professional development and 
training to help support individuals 
and organisations develop their 
capacity to generate more income.
 
Every year, we see emerging 
trends in fundraising and 2017 is 
not proving to be any different. 
Some of the successful approaches 
taken to expand organisations’ 
supporter bases have been achieved 
by fundraisers embracing new 
technology. Many have seen their 
donor base diversify and grow by 
putting time, effort and investment 
into crowdfunding, Facebook 
campaigns or refreshing their 
membership giving schemes.

With seemingly limitless options for 
reaching new donors — whether 
hosting an event, sending a tweet, 
posting a video, scheduling an 
email campaign… the list is endless. 
New techniques are emerging and 
developing all the time. However, at 

A poll last year by creative agency 
Aesop rated UK brands against 
storytelling elements including: 
being authentic, having a vision or 
mission, having an opinion, being 
memorable or evoking an emotional 
response.4 The National Trust was 
fifth with Macmillan and Help for 
Heroes ranked eighth and ninth 
respectively. These are charities 
that have really honed the art of 
storytelling. They also make a 
concerted effort to create shareable 
content that can make a story go 
viral, while keeping donors involved 
year-round with personalised 
messages and updates. 

So will 2017 be the year that 
storytelling works for you? Make 
your fundraising ‘ask’ come alive 
by turning facts into stories and 
post these on your website, in 
newsletters and on social media. 
Take your reader on a journey. Your 
story is an emotional contract, so 
what does it require to turn reader 
into donor and to ensure a happy 

the same time, internal resources 
are either limited or being reduced. 
So in order to be most effective it’s 
well worth going back to basics and 
considering not just what we do, 
but why we do it. As Simon Sinek’s 
famous TED talk some years ago 
clearly articulated: “People don’t 
buy what you do, they buy why you 
do it … the goal is to do business 
with people who believe what you 
believe”.1

“At the end of the day 
people won’t remember 
what you said or did, they 
will remember how you 
made them feel” 
Maya Angelou

Fundraisers cultivate, develop and 
grow relationships with current 
and prospective supporters in all 
manner of ways. But what sits at 
the heart of any ask should be a 
good story. Across the cultural 
sector there are many excellent 
communicators; it’s in our genes. So 
why should we use storytelling in 
fundraising? When we tell a story 
to someone, we reach parts of the 
brain2 that aren’t reached by facts 

ending? Most importantly, ensure 
that any prospective giver knows 
how a gift will help deliver the 
solution, which tells them not just 
what you do, but why you do it. 

Pamela Johnson
Head of Programme
Arts Fundraising & Philanthropy

pamela.johnson@cause4.co.uk
artsfundraising.org.uk
@artsfundraising
@pfrodo

The Arts Fundraising & Philanthropy 
programme inspires, trains and 
develops people at all levels, helping 
to enhance fundraising practice and 
achieve a networked, skilled and 
resilient arts and cultural workforce. 

— that’s because we use emotional 
shorthand to get a message across. 
Stories are easy to absorb, recall and 
remember. In a few sentences we 
can communicate and cut through 
barriers to understanding — and it’s 
that emotional connection to a story 
that makes people care.

Passion, creativity and confidence 
are skills the sector already has 
in abundance, being able to craft 
good stories that will attract new 
donors and keep current ones 
engaged is something we all aspire 
to.  Fundraising exists in order to 
solve a problem but the cultural 
sector is not always as good at using 
its cultural assets in this way.  You 
only have to look at the success of 
crowdfunding to see that this is built 
on the principle of people wanting 
to personally connect, give directly 
and not go through an organisation. 
We can also learn much from the 
wider charitable sector which offers 
creative and compelling stories 
about their needs and the impact 
support has had on beneficiaries. 
World Bicycle Relief is a global 
charity that effectively uses simple, 
motivating messages and tells 
stories about those whose lives have 
been helped in inspirational ways.3

References

1. ted.com/talks/simon_sinek_how_great_leaders_inspire_action

2. fastcompany.com/3031419/hit-the-ground-running/why-our-brains-crave-storytelling-in-marketing 

3. youtube.com/watch?v=dftK864Pjqo 

4. marketingweek.com/2016/09/29/apple-is-the-uks-top-storytelling-brand

Key takeaways 

 —Get out of the office, see the 
beneficial outcomes of what 
your organisation achieves 
for yourself.  

 —Talk regularly with your 
programming, marketing 
and education colleagues 
about the impact of your 
organisation’s work to 
understand not just what you 
do but why you do it. 

 —Have a genuine story to tell, 
with a good character you 
can talk about; the person/s 
your supporter base would 
be most interested in.

See our current training programme 
at artsfundraising.org.uk and for 
regular updates follow 
@artsfundraising

fundraising

Ai Weiwei’s Web of Light at the Liverpool Biennial Festival of Contemporary Art in 2008. Image courtesy of Liverpool Biennial © Adatabase.
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connect
discover
inspire

By adopting a mobile-first approach and providing an outstanding user 
experience, the MAC in Belfast increased ticket sales by 113%. AMA member 
Lucy Liddell explains how a shift in mindset has enhanced the mobile browser 
experience of the MAC’s website. 

The MAC, Belfast, is an award-winning venue in Belfast’s 
Cathedral Quarter. It is home to all kinds of exhibitions, 
theatre performances, experimental works and endless 
goings-on. 

We wanted our website to better reflect the MAC’s 
brand and respond to users’ needs. We teamed up with 
Eyekiller to create a site that would enhance the mobile 
browsing experience and offer a seamless booking 
process. 
 
Getting the basics right

During the early stages of the project, Eyekiller ran user 
experience workshops with the team. We used post-it 
notes to list all the pages from the existing website and 
sort them into a content hierarchy. Eyekiller then turned 
that hierarchy into our new sitemap.

Before taking the design further, Eyekiller carried out 
remote user testing with MAC audiences. We wanted 
to test the basic structure without the visual design to 
make sure the language and sitemap made sense to 
people.

We used our e-news to share the link and invite people 
to join the testing. We offered tickets to a show as an 
incentive and received over 150 responses.

During the testing, participants had to complete a series 
of simple tasks. Tasks included buying a ticket for a live 
event and finding out about hiring a room at the MAC. 
Eyekiller tracked which links people clicked for each 
task so that we could make sure information was where 
people expected it to be.

Conducting user testing early on meant we were able to 
tweak the structure and get it right from the outset.
 
Mobile-first approach

65% of users access the MAC’s website on a smart 
phone or tablet so Eyekiller took a mobile-first 
approach to the design. They began by creating low-
fidelity prototypes, known as wireframes. This enabled 
them to focus on user experience, including the layout 
of content, calls to action and navigational systems. 
Once they were happy with the prototypes, they were 

then able to adapt them for desktop users.

We also adopted a mobile-first approach 
within the MAC team. We now look 
at the site on mobile devices during 
all website meetings, rather than on a 
laptop.

We also adopted a mobile-first approach within the 
MAC team. We now look at the site on mobile devices 
during all website meetings, rather than on a laptop. 
That shift in mindset has enabled us to provide a better 
browsing experience for mobile users, resulting in a 
209% increase in revenue on mobile.
 
Prototype and post-launch user testing

During the prototype phase, Eyekiller carried out 
moderated user testing with a selection of our target 
audience. They tested both mobile and desktop 
wireframe prototypes and recorded and analysed the 
sessions to identify early areas for improvement.

Once we had launched the site we did further user 
testing through usertesting.com. Arranging it through 
a third party enabled us to reach participants who 
had no relationship with the MAC. We were able to 
specify the demographic of the testers and the type 
of device we wanted them to use. Participants would 
then video themselves using the site and give a running 
commentary of what they liked and didn’t like.  

Users responded particularly well to 
videos and images that showed them 
exactly what to expect.

The results of the user testing helped us shape the tone 
and content of the site. We discovered that people 
wanted far more information about shows than we had 
been providing. They wanted to know the duration, 
whether there would be an interval, and details of the 
cast and creative team. Users responded particularly 
well to videos and images that showed them exactly 
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   ESSENTIAL FUNDRAISING SKILLS 
The Art of Fundraising | Writing Strong Funding Applications | Individual  
Giving and Relationship Fundraising | Corporate Fundraising: Best Practice  
in a Changing Landscape | Using Digital Tools for Creative Fundraising

 
   FUNDRAISING LEADERSHIP 

Strategic Fundraising Planning | Developing an Organisation-wide Approach  
to Fundraising | Fundraising Success through Partnerships 

   TRUSTEE LEADERSHIP IN  
FUNDRAISING AND INCOME  
GENERATION HALF DAY COURSES

FUNDRAISING TRAINING COURSES 
SEPTEMBER 2017– MARCH 2018
Develop your career with our programme of practical, 
interactive and strategic one day training courses

BOOK  
ONLINE

artsfundraising.org.uk
training/

Sector partner discounts 
offered to members of
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what to expect. It was very clear from the responses 
that people didn’t want surprises.

Content and tone

We wanted to create a warm and welcoming feel to the 
site. We used the results from the user testing to tweak 
the language we were using and make sure it resonated 
with people. 

On Eyekiller’s advice, we created a Your Visit page to 
share practical information about the venue. On that 
page, we also created an editorial style section featuring 
different types of visit including Date Night, Friends’ 
Night Out, and MAC on a Budget. We wanted to show 
that there is something for everyone at the MAC. 

People spend more time on the Your Visit page than on 
almost any other page on the site.

Making it easier to browse

The main reason people use the MAC website is to 
find out what’s on. We wanted to ensure that process 
was as easy as possible for our audiences. Eyekiller 
spent considerable time testing and working with us to 
understand the diverse needs of our audiences so that 
they could build a suitable search function.

You can now search by event type, specific day, 
predefined date range or by user-defined date range. 
The search performs consistently across desktop, 
mobile and tablet. 

Lucy Liddell
Marketing Executive
The MAC

lucy@themaclive.com
themaclive.com
@TheMACBelfast

To read the full version of this case study and to 
access more free articles, guides and case studies 
go to culturehive.co.uk 

supported by

Key takeaways

 —Plan 
Keep to a methodical plan and tight time frame 
to ensure your project is on time and on budget.  

 —Analyse 
There will always be things you can do to 
improve the user experience. Plan for ongoing 
investment and analyse how people are using the 
site.  

 —Content 
Share as much content as you can, especially 
visual content, and try to include timings and 
casting details.  

 —User testing 
Don’t assume people will know where to find 
things or respond in a certain way. Consult your 
audiences and potential audiences.

Image courtesy of the MAC, Belfast.
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