Interview with [Museum Partner] about the data searching/analysis process 28.06.2013
[The interview took place at the [Museum Partner] with [P1]/[P2]/[P3] and [P4]/[P5] present; as such, it was interspersed with general conversation, while the questions were asked mainly by [P3] with some contributions by [P1] and [P2]. Additionally, [P4]/[P5] provided us with answers to the questions in written form – this is a combination of her written text with the recorded audio compiled by [P3] (some of it overlaps with the written text, some of it was elaborated further during the interview). The original text written by [P4]/[P5] is in black, the additional questions and answers are in blue, and interventions by [P2]/[P1] during the interview are in purple. The document also includes the contact details of more people involved for interviews/workshop, and a small diagram of the [Museum Partner]'s organisational structure – both at the end]
* * *

QUESTIONS

What kinds of searches have you run so far with the free tools?
· We tried a couple of specific ones and we tried a few broad ones for all our venues (which included keywords which were our site names that people would use regularly); we got a load of relevant results for the latter type of searches, and this is something that was tried in order to be a bit more broad.

· The two more specific searches Natural beauty (NB) and Marks & Spencers (M&S) were really... useless. And it was kind of... kind of... it made us lose faith a little bit, especially the M&S/[Edu 1] one, because we would publish content – or we know M&S would do so – we got news articles all over the country about it and not one result was found. And we tried changing that search, at times changing the keywords, and the logic, and it just didn't yield anything, so... it kind of puts you off a little bit then when you don't get anything useful back.

· We also tried a couple of more broad ones which had to do with [Edu 1] or search for a topic, but that was far too broad – for example minibeasts, we would then look to see who was talking about minibeasts in terms of [Edu 1], and see if we could link with their conversations, but it just wasn't relevant – we didn't get anything back.
[P3] question: In what way were the broad searches yielding good or interesting results as you said?
· Because it was about what we were talking, it was relevant. It was talking about all of our sites, and how people were talking about them in completely different ways.

[P3] question: Did you find some specifically interesting things that you didn't know about beforehand?
· Well yeah, definitely. From just about results, when you are taking it from Datasift, when you are going through that you can see the ways in which people talk about your venues that you didn't necessarily see if you were looking at your mentions of Twitter, or how people engage with you on Facebook, it capture lots of the other stuff that was going on – that maybe was coming up through google alerts, etc, too. But, again we didn't do anything much with NODEXL or Gephi. It was a little too... beyond us after we had a little... It was.. You'd go away, and go to work the next day and go back to it a few days later and say, 'Oh gosh', right, OK, and then something else would come up and... We never spent that much time on it because it was too difficult without having had more training on it.

· But, when we did do the graphs, and we went through them with you, we thought that was interesting, when you could see the connections between other organisations and the people and their connections. That kind of made you put two and two together. There was that transport example, that was key – you would see that the armories had a connection with transport companies and we hadn't really done things in that way, and why have we not – and our audience development person would really find that useful. If we could do more like that, great, but I think working out those searches in the first place...
How have you found the searching/analysis process (difficult, complicated, relatively straightforward/easy after familiarisation, time-consuming)? [This question was connected during the interview to the M&S/[Edu 1] campaign, so [P4] came back to that – the text is in blue below the written answer]
· Keywords is really difficult in datasift to get right e.g all mylearning searches resulted in nil results. The data is often too broad or not broad enough. Time zones in datasift confusing.

· Gephi and NODEXL are quite tough to get your head around – need more time and training.

· If you don’t do it day to day, it’s even harder to get your head around – you need to invest quite a bit into these tools to make them work.
· Regarding M&S, we tried a couple of different searches, where we'd search for lots of different words, we separated them so that we'd have M&S and [Edu 1] separately, we started two broad searches by using words like learning and it just wasn't relevant at all, or using M&S and that was far too broad. So then when we tried to make it a bot more specific.. it came back with nothing! So for example in the last search, we refined it a little bit: we had either M&S (and every kind of mutation of M&S) and then we had another where we had [Edu 1], the url, all the different mutations from [Edu 1], and not one result! And I didn't know where... There should have been, because – and we search through all content – we know there should have been... [[P2] then explained how different tools access different data sources, but emphasised that he didn't search for M&S – and added they could do that in the workshop] OK that's great! But generally, we found this kind of disheartening. Our audience development manager – Lorna – she would want to probably use it for campaigns, exhibitions, and if it doesn't really yield anything... Maybe though, it's to do with us knowing how to use the software properly first, and then going and looking at the keywords and trying to make them relevant, so that we know we can see results, and... I don't know. Maybe a bit more timely, come up with something, or maybe it's just the software.
Have you identified potentially interesting information from the searching/analysis process? [P3] question: So there wasn't a massive amount of insights generated?
· Yes. Could do more though.

· The [City 1] picture is fairly narrow and in terms of influencers, we know a lot of those already. There were a few that came out though that we weren’t aware of.

· Still unaware of how to access data regarding the bigger picture that we could get involved with.

· More useful for broader search terms for us rather than specific searches .g MYL & M&S that yielded no results event though we know there is content out here (question re retrospective searches again?). 

Can you think of ways in which these insights generated might be used? [P3] question: And regarding the transport companies example, do you think there is potential there for insights to be used in some way?
· To target influencers and organisations that we could partner with, new commercial opportunities.

· To broaden staffs knowledge of what’s being said about us online and encourage them to get involved in those conversations or the wider ones.

· We need a broader conversation with other staff to work these out.
· Yeah, [regarding the transport companies example and the potential to use such insights] I think there is potential. I talked about it a little bit here, but [City 1] is quite a small scene, and when we did the mapping, we knew all these people that would be influences and we gave you a list – but there were some people there that we didn't realise how significant they were, and we should be paying more attention to them to.. to highlight that. Because they are advocates, when you trace back to see what they were saying, they were advocates about what we were doing. 
Do you think such insights are likely to generate interest from relevant people in your organisation?
· If presented to them in the right way. 

· If they don’t have to do it themselves.

· If they can see useful data out of it.
· During the interview, [P4] added that if you put the three pieces of software in front of them, they would go: 'What the heck is that? That's too difficult, we haven't got the time'. But if you put some results, they'd perhaps go 'OK, we can do with that', they would be more interested. In our bit of the organisation, it would be down to us to do the actual work around it, but I think it would be really interesting to get – there is three people in particular we would like to get on board for a start: our head of collections who knows about the project and oversees all the kind of conservation, curatorial and registrar stuff; our head of societal development, who also runs the art gallery and the art gallery's twitter feed, and she's quite into her social media; and our audience development manager. Because I think they will come up with the more interesting questions than we did. And if we can give them some good data to have a look at, they could go, right, potentially we could do this, but I think they'll look at it from a different angle, so they will come up with some meaty stuff to work with; but I do think there would be a training element and it would come down to us easily – because we got it difficult and we are way more savvy than they are. 
[P3] question: And you are the main people, then, I imagine, who would be using these tools if you were to continue?
· Yeah, we'd be doing it on their behalf. They'd be asking us what we could get out of it and we'd be trying to find that information for them. But I think we'd need more training. In a block, you know in a condensed amount of time – not that I didn't find it useful to sit with you in those sessions – but we got...  you know we then slept a few times over it, so...
(What might the paid for tools do again that these don’t?)

How likely do you think it is these insights might be acted upon?
· If we can see some good data and demonstrate it to the right people in our organisation and get them excited about the possibilities of it yes.

· They wont have the time or skill but we might (?)

· They have the questions

Do you think it is likely you might continue using these tools after the end of the project? [P3] question: For you to continue using these tools, obviously then it is only pending further training that would be a likely eventuality?
Yes if;

· The benefits aren’t significantly less than paid for tools

· We have more training. Maybe a condensed and focussed period of time working on the tools with specific questions/targets

· We focus on the software first and get to know it and then apply the content and try to work with that.

· Our senior managers see a need for it. If they don’t see enough benefit to the data it will be pointless us spending our time on it.
· No. Obviously we need to get our managers on board as well, so they can see the benefits. Perhaps this [the report] might prove to be just the thing for them. Maybe not in its entirety, but maybe just to highlight examples of how it might be used. Also the workshop will be interesting to see if the pay-for tools come up with loads more relevant data, and if it's worth using them, or it is worth just persevering and just doing more training with these [free] tools. [[P2] then said there is no easy answer, but pros and cons to all of them, and also that's a little bit unclear about what's going on in terms of data, explaining and giving examples regarding [City 1] forum appearing in Meltwater-buzz/Brandwatch and their differences].
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