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Q
So the first question I would like to ask is rather introductory so for the record could you let me know your role and the department you are in?

B12
Certainly I'm head of collections which is a senior management role, all the content collections and all the things we look after in museums and galleries.

Q
Right okay and can you tell me if you have used any social media or any web data analytics before?

B12
A little yes I receive reports and I do do analytics and things like that but nothing too deep really and I'm mildly personally interested in this sort of thing so I do play around myself sometimes.

Q
Okay and thinking about the data we generated during the project which is in this report how valuable did the findings appear to you?

B12
I think there was quite a lot in there and I found the visualisations quite difficult to use but I thought actually the conclusions drawn were quite interesting and probably could help us shape how we use social media and social networking to better effect using more influential tweeters and bloggers, that kind of thing, trying to identify those but yeah I mean with these things it is always difficult to get an easy way to understand the data isn’t I think but I thought it was an interesting way of doing it.

Q
Okay. In what ways did you find it interesting?

B12
Well the way that it really matters the terms you're using, so ‘my learning’ was a good one because you picked out in the report that ‘my’ and ‘learning’ are words that are in common use so putting it together doesn’t really necessarily give you unique and relevant content and so actually drawing out the people that really are talking about you is quite hard. So that means that we take that information and say well actually that's interesting so therefore we need to be, not making up words, but actually thinking carefully about what we call things and the terms we use for talking about things and I suppose the other thing was the sort of data about how much activity was there in the States for example. I mean we know that the States wake up mid afternoon in our time suddenly every ((0:02:10?)) but actually seeing that in terms of our own interests I thought that was quite interesting too. But yeah there's a lot in there.

Q
Okay and would the type of findings we generated through this report be useful in your job specifically?

B12
Yes, yes. I'm in charge of digital media as well as collections and things like that so I manage [Colleague 1] who’s our Digital Media Manager so in order to help guide her work but also to guide us as an organisation in terms of how we engage digitally, how we get our messages out, but also how we have those dialogues we do need to be able to base that on facts and data. It’s very difficult I think to make decisions on anything without data, without getting some evidence. So having this kind of thing is really important and as these analytics evolve the more useful they’re going to be.
Q
So that would be insights around for example mainly what are people talking about in terms of [Museum Partner] then?

B12
Absolutely yeah I mean it’s two ways really isn’t? It’s that whole how we get our messages out and sort of stimulate conversation but also listening and what are people talking about, good and bad, it’s a performance measure in many ways, how effective are we? How are we reaching people? What is our reach? How far do we reach out there and are we having an influence? Can we be influenced by these conversations that are going on? And on the very, very basic level if people are unhappy really to be able to respond and improve things so they are happy. So at that very basic level just in terms of service improvement it’s really important to be able to get this data and putting it digitally like this is really useful.

Q
Okay so would you say there is also then a public engagement dimension as well?

B12
Absolutely yes, yes, yes. I mean we use social media to a relatively small degree really, you could have as many staff as we have already just engaging digitally out there really but it’s a really important way of communicating and sharing and stimulating people to think more about what we do and who we are and what they’ve seen maybe in our venues before they visit, after they visit, during their visit. We use things like Flickr for exhibitions, people take their own photographs, post them online and share them. Because what we're about, I'm responsible for 1.3 million objects in this museum and many of them are here and I need to be able to find ways that we can share them. I can't put them all on display ((laughingly)) I can only put very few of them on display, so the rest, what people are talking about, what people are asking about, what people are coming to see, if I can engage people digitally and develop audiences that way then great and if it stimulates them to then come and want to see these things even better. So yeah it’s a really important tool for engagement.

Q
Okay and then it would also be important in terms of promoting a specific campaign you are running or something like that as well?

B12
Well I always think they’re the worst sort of Twitter posts and the worst kind of Facebook pages, the ones that are just advertising but of course there's an element of that, of course it’s just basic marketing sense to use these things but the best ones of those, the ones that weren't intentionally advertising or they didn’t sound like they were advertising, it’s not just a listing, it’s not just saying, “On Saturday it’s this, that and that, we're having this event on…” it’s about let’s talk about rally…old cars, let’s get a conversation going about old cars, things in our collection. And as it happens there's an event down at [Site 1] on Saturday if you want to carry on that conversation. So yeah it has to be used for that sometimes but I always find that's the least interesting and the worst kind of engagement ((laughingly)) really because it’s not engagement, it’s just a listing in a newspaper.

Q
And you spoke about visualisations in what terms did you find them interesting pr are they more the trickier part to understand?

B12
Oh in the report?

Q
Yeah.

B12
Yeah I mean they’re strangely compelling. I think they'd probably be easier to understand if you saw them on a screen because it looks like these sort of sand cloud things that you have, these.
Q
Feel free to flick through it.

B12
Thank you. I mean I think seeing the connections, seeing how people are connecting to one another and where the voices of influence are I think it’s quite a quick way of seeing and I think if you looked at it more closely you can see the connections, see the thicknesses of the line and who are more or less influential and how strong the links are.

Q
Actually this one is generated using issue ((0:06:43?)) so it doesn’t look at influences that much.

B12
Oh this one doesn’t right yeah.

Q
It’s basically a thing where you feel into it the URLs you are interested in and then it will map a network, depending on how many connections these websites have to one another. So it doesn’t look at content or users it’s just how connected…

B12
No, no, it’s just purely links yeah, yeah. So I mean I think this is really interesting but you've got to get your head around it I think and I'm slightly interested in this kind of thing so I always make more of an effort but I think maybe your standard marketing person or site manager who maybe not so digitally interested may struggle with it but I thought it was quite compelling. I'm a scientist as well so it had a bit of an electron sort of look about it which I quite like but I think, I presume you can get this on screen and you can zoom in and see more closely because I would be interested in doing that.

Q
Okay. And has this report been circulated or used in any way within [Museum Partner]?

B12
We haven't circulated it widely until we've had this conversation really but certainly I've discussed it with [Colleague 1] the digital media and had small conversations with a couple of keepers who’ve seen it but I think this kind of thing is going to shape how we measure our performance digitally but also decide what the most effective tools…where are we wasting our time and resources and where can they better be directed. And this kind of data can really help with that. I mean we know already some of the influential voices out there in [City 1], [Person 1] and people like that ((0:08:18?)) and [Person 2], these people are actively blogging, they’re actively tweeting, they’re really vigorous and we know they’re voices of influence but there are some in here that have popped out and you think, ‘Ah really!’ and it’s getting at those and how we can direct our messages or engage them in conversation I think it will be really interesting and important increasingly.

Q
Okay and [Colleague 1] told me that there was a social media policy being written.

B12
Yes that's right.

Q
Did this report inform that in any way?

B12
A little yes of course. I mean it’s [Colleague 1] that's been drafting it and of course it’s being drafted within a context of the [Council 1] one which is also being written up at the moment so there's a bit of a dialogue going on there and of course the City Council haven't really engaged with this but yes I mean I think the policy is sort of setting out our aspiration saying that we use social media, we think it’s an important tool, these are the kind of things we’ll use it for, and this is how we're going to control usage. Because that's another thing for us is we don’t want 5,000 Twitter accounts that aren’t monitored or aren't used so we need to make sure we're getting the most out of them. But it’s understanding that any Twitter user, say on our side, understands how we're going to measure this and how, you know, these circles seem to be getting bigger ((laughingly)) in terms of their influence and what have you and not to be the tiny spot in the background there because what'd the point of having 12 followers? Can you not just direct your 12 followers to the [City 1] City Art Gallery account which has 5,000? So yes so I think it’s starting to and I think the more of this sort of thing we do and get the better our policy will be.

Q
Yeah. And in terms again of the findings in that report how likely do you think it is that they will be used in the near future?

B12
Pretty likely. I think there's some great stuff in there already. I mean I realise this is a kind of a pilot isn’t  it?

Q
Yes.

B12
So it’s just sort of giving it a go but I would certainly encourage more of it, I would commission more of it and we would, as a result, commit to using it because it can inform our policies and our practice.

Q
Which kind of tools did you find the most insightful in this report?

B12
Ah that's a good question I mean there are quite a lot of different tools in here as far as I could fathom, I'm trying to think which was the ones that I used. There were a couple I didn’t quite understand. I'm trying to think which ones. I mean things like the conversation volume ones were good, I think that's really good for exhibitions because you've got these ephemeral things, they’re only on for a few weeks or a few months, and just seeing what the impact could be and when, actually the spikes of activity and things is interesting, I presume these are weekends I'm guessing?

Q
Yeah probably.

B12
((laughs)) Where the spikes are. And just seeing who, how, where, where are these people talking? Are they male or female? All that kind of thing is really useful because that's the data that we gather anyway. We gather that from admissions and from filling in visitor surveys, so being able to also augment that data with this stuff too certainly demonstrates how important that is.

Q
I think these ones come from the commercial packages, Meltwater, Buzz and…

B12
That's right.

Q
…and Groundwatch.

B12
Yeah, yeah. So I think that's pretty useful. To be honest I didn’t dwell too much on which tools were used I looking more at this to be honest. Because I mean I suppose that tells you something, somebody in my position I'm interested in the results it doesn’t really matter what the tools are I need the data. But I think [Colleague 1] probably would talk to you in more detail about the tools really.

Q
Yeah and how do the findings in this report compare with your existing knowledge and perceptions?

B12
About our social media impact?

Q
Yeah.

B12
I think it enormously enhances it actually. We haven't done a lot of it. We do a bit on Google Analytics but it’s mostly around our website. There are some sort of basic tools out there, online tools that we can use that we've had a play with but we don’t do it systematically just yet. [Colleague 1] is working on it. So I mean I think this really points us in some quite strong directions. There are some tools here that I think give us good, tangible data that would be really useful to use. We then need to look at what are the broad cost implications of using those in terms of time as well as paying for that as well. But no I mean I think it just comes to strengthen and augment what we're doing and actually these do more than our ((0:12:52?)) analytics can do. Ours is more about our website and its reach and its hit rate and all that kind of thing. This is much deeper and is more nuanced. I think that these nuances are where the nudges in performance can happen. So when you’re analysing who are the influences, I'm trying to think, which are the websites that are unexpectedly well linked to us and what have you then suddenly we can put some energy into those and boost them, amplify them if you like and then look at those that maybe needs more amplification.

Q
Yeah.

B12
I mean it’s always interesting about what are people talking about in [City 1]  and they’re not talking about us at all. Was it this one? I can't remember which one it was, volume content, they’re mostly talking about Arts Council and that kind of thing aren’t they? So it’s just trying to say well okay we need to turn up the volume on some of this a bit.

Q
And what are the other ways in which [Museum Partner] generates data? Obviously there's visitor surveys and forms that are filled in but…

B12
Yes we do loads of stuff and I mean in terms of audience data is that what you mean?

Q
Yeah.

B12
Yeah so we collect data at websites where we sell tickets. So we find out where you’re from, where you found out about us, that kind of thing, what your postcode, that sort of thing and we click you in with roughly how old you are. We gather your qualitative experience data in surveys and things and all our sites do annual visitor surveys. So we take something like 2,000 responses I think and we do that every year so we've got comparators. And we also do non-visitor surveys, so we commission a company to find 500 people that have never visited us. In fact that was impossible so we found 500 people that hadn't visited us in the last two years. So finding out about them, what are their motivations, why don’t they want to come, why haven't they heard of us, or how are our messages getting across or not. So we do quite a lot of analysis of visitor behaviour, why they come, what they like best, all that kind of thing. How they behave in the sites and then we have them say why they don’t come.

Q
Okay and is there a lot of analysis being done on all the data you generate?

B12
Yes more and more. As you'll know I mean the more data you collect over time the better your analysis is going to be and the conclusions drawn. So we’re in the current programme in year three of the way we're doing the audience research so actually we've  got three years’ worth of data which is now really bearing fruit, really interesting, demonstrating trends, showing us which subject matters are more or less interesting, which sites have the worst toilets, you know, all this kind of thing. We're interested in all of the visitor experience and it’s visitor experience from the point of view of every touch whether they’re using our website, whether they’re visiting a site, whether they’re trying to borrow something, whether they’re ringing us up, so it’s getting all that information and seeing whether the experience they’re having is valuable and satisfying.

Q
Okay. And so these types of data generated through social media analytics would largely complement then those things?

B12
Absolutely because this is an area that we don’t have that much expertise in actually which is why we're really pleased to be doing this with you to kind of help guide our policy and how we do things. So this is the kind of thing that [Colleague 1] will take and turn into something, a way of working for us that's going to augment our existing visitor research because I mean a lot of these people they may be visitors, they may not be but they’re certainly people who are interested in us. ((laughs)) So it’s important that we get all this picture. We can't ignore the digital side of things, visual engagement and nor can we say it’s separate, it’s all part of a big picture there these days.

Q
Okay and do you think that other people within [Museum Partner] would find these findings useful?

B12
Possibly yes I mean I think  some people would be a bit frightened by it but I think if we gave them things like the conclusions and drew out a bit more of the analysis and what it means I think they would be really pleased with that, especially the marketing team, especially the keepers, those who are responsible for on sites, and of course myself and [Colleague 1] when we're looking at digital media engagement generally. But yes I think it’s about the answers and the conclusions rather than the methods if you like.

Q
Yeah and do the findings in this report confirm the things you already know or do they tell you anything new as well?

B12
No they told us new things, absolutely and just gave us more detail really. I mean it’s confirmed some assumptions that we had that these art galleries are more popular than other things and that ‘my learning’ as a phrase is not very useful, ((laughingly)) you know things like that, but I just thought just the depth it can go into was really useful and actually that interconnectedness and it’s always worth remembering the whole power of the internet, the whole power of social media is about the connections between people and science and I think it’s easy to forget that. I think often as marketing people we present ourselves and say, “This is our Twitter feed come and consume it,” and actually it’s not about that at all it’s about engagement, it’s about people sharing you and recommending and all that kind of thing and I think this kind of thing confirms that and it’s good evidence when somebody’s coming to you and saying, “I want to start a Twitter feed for the [City 1] Tiger,” and you say, “Well these are the reasons why you could and these are the reasons why you shouldn’t,” ((laughs)).

Q
Mm.

B12
And it helps consolidate that sort of thinking really.

Q
What would be behind the idea of they shouldn’t in that particular example?

B12
Well I think part of it is about who are you talking to? Why do you want to talk to them? And as I say often people don’t usually think about that, they always think about what they’re saying rather than what they’re going to be hearing. Is there a channel that's already doing it or is there an existing channel that should be doing what you’re trying to do and therefore will do it better because they already have a following? So yeah I mean you ask anybody and everybody wants a Twitter feed but unless you’re going to be using good content, connecting with relevant people and sharing, you know, you’re doing all your tweets and sharing and all that kind of thing, it’s not just about listing your events on Saturday which is what most people want to do. We have other channels for that, there's other means of doing that, the website or the newspaper. And the other reason I'd say no is about monitoring, you know, a good Twitter account is somebody that's tweeting ten or more times a day, if not, loads more times a day and actually having conversations and it’s sort of about thinking about how are you going to set aside time to do that? As a curator, or as head of collections I'm trying to make you do lots of other things do I really want you spending most of your day on your Smartphone tweeting? Is that the best…and it might be the best way to engage people with your collection because it might be a difficult collection to engage with and maybe some time doing that is really well spent but we have to consider all these angles about where is it going to sit in here? How are you going to meet like minded people and how are they going to get your messages out as well?

Q
Absolutely.

B12
Does that make sense? ((laughs))

Q
Yeah and how much confidence do you have in the findings of this report?

B12
I think a reasonable amount. I mean I think there's always noise but I don't really know enough about it to be able to sort of say it’s not for us this data. But because it kind of confirms some of our assumptions it feels right. I think you’re probably better placed than me to say how you’d refine it, how you’d improve its efficacy and its reliability I suppose but as a former scientist myself it’s about testing it from other angles isn’t it than just saying, “Okay these are the findings we got from this tool let’s find some other tools and see are we getting the same sort of results.” But as far as I can see you've got some different types of tools, lots of different ways of asking questions and similar themes are coming out and as I say it does confirm some of our assumptions but actually tells us more.

Q
Okay, so you would say they’re broadly representative the results that are in this?

B12
They feel to be, yes I'm no expert so it’s hard for me to kind of make an empirical judgement but yeah they feel right. They feel useful and from my point of view I want them to be useful and help us make decisions so from that point of view it does.

Q
Okay. I've covered all the questions do you have anything to add on the reports, on the general report?

B12
No I don't think so I mean I found it really interesting, stimulating and helpful. I think others might find it difficult. Have you spoke to [Colleague 2]?

Q
Yes she wasn't very impressed with the report I gathered?

B12
No ((laughs)) she was like, “I don’t understand it at all!” but I think it’s just you bring your own interests and your own way of looking at things and your own attention span to it don’t you? I'm naturally interested and I'd like to spend more time on it whereas [Colleague 2] would say, “Just give me the facts,” so I think whenever you’re producing a report like this you've always got to be looking at the person who’s just going to say, “Just give me the facts,” I think there's always that.

Q
From our perspective as a research team that was extremely interesting the fact that she said that because it kind of shows that as you say people come to digital data analysis from different angles and it’s not relevant for everyone, there's people who are more sceptical of it, so it was a very interesting kind of talk I had with her.

B12
Good, that's good. But I mean [Colleague 2] is one of these people who would be a really important user of this sort of data because she's a really vigorous tweeter, actually runs the Twitter feed at [City 1] Art Gallery, and successfully actually, without realising it probably but actually yeah giving her this in a digestible, easy, factual ((clicks fingers)) way she would use it and it would make sense. But as I say yeah she's not the sort of person who would dwell on something like this, as you've found. And I think other similar people or other key persons, the site managers would probably be the same. It’s a time pressure thing as much as anything but it’s also level of interest I suppose and what’s it going to do for me?

Q
Yes I suppose that something that came up more and more as I was talking to the people engaging in this project was the actual presentation around the findings I agree that some of the diagrams here in front of a decision maker probably would flabbergast him more than anything else…

B12
Yes absolutely.

Q
…and so there is really an issue of expertise and the kind of skill to say, “Okay this is what it tells us and this is where it could be taken,” or…

B12
Mm absolutely sort of a key and how much…sort of what is it based on a bit. Yeah I mean I think you did quite a good explanation about what these things were based on, how Meltwater, Buzz works, that kind of thing, but so you can attribute levels of importance or levels of reliability to it I suppose with a bit more of that background information. But like with anything as decision makers you need the facts and you need to know that behind them is good, strong, reliable tools but ultimately what you want are good firm results that you can then start making decisions based on. But I think in any organisation like ours you’re going to get people like me and [Colleague 1] who are interested and will dwell on it and interrogate it and you'll get people like [Colleague 2] at the other end of the spectrum who will say, “Just give me the facts!” ((laughs))

Q
Yes. And the other issue I suppose is as you said the time constraints and generally human and generally financial resources to invest in that sort of thing?

B12
Yes that's right. Well I mean we invest a lot of money in audience research, thousands of pounds actually so we are coming to the realisation really that we need to invest in this kind of thing too. I mean it’s all part of these are our audiences it’s not just the people that are coming through the door or not coming through the door it’s the people who are engaging with us and talking about us digitally, so this should be being added to our audience development plans and our programmes  going forward and so we should be investing in it but as you say with that comes time, money and time and expertise. But I suppose that's where digital media and audience development come together to do that.

Q
Yeah. Anything else to add perhaps?

B12
I thought it was great actually. Absolutely and I haven't said that but I thought it was good, I thought it was interesting and I can see a use for it.

Q
Okay excellent. I will stop here then.

B12
Okay.
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