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Q
So the first questions I would like to ask are really introductory, so what you just spoke about, so if you could let me know your role and the department you’re in?

R
There are three of us and we’re in a new team, the Audience Development Team, and the two key functions are collecting and reviewing research about our audiences, so who visits our sites, what they engage in, what they enjoy, their demographic profiles, where they travel from, that type of information, to just a clear picture of who is using our service and how they use it.  And then other research around non-visitors, so who doesn’t visit, and perhaps perceptions, levels of awareness, and barriers to not visiting, so really trying to get that picture across [City 1], but also regionally and nationally as well, where people are coming from.  And then once we’ve got that overview, we use that then to target and tailor a lot of our marketing work, so we do all the marketing for the service, our nine museums and galleries, and then cross-service functions like volunteering, cross-service projects like the World War 1 Commemoration that’s taking place next year.  So all the press, publicity, advertising, campaign work, print materials, that’s all coordinated through our team.

Q
Perfect; that clarifies things.  And I also want to ask whether you have used any social media or web data analytics before within the framework of your job or maybe outside?

R
Not directly, because a lot of that work is dealt with through [Colleague 1] in the Digital Media Team, but she runs reports for us, for example, if we do Facebook advertising for school holidays.  We work with them to produce the adverts, to place them, decide which profiles we want to target, and then they coordinate that for us, but then also report back on how that’s being viewed, how many people are liked it, and the types of post that have been successful and what that feedback has been, but that’s mainly been dealt with by that team, who do feed that information into us.

Q
And thinking about this report that we generated during the course of this six month project, how valuable, if any value you see in it, are the findings and the stuff it talks about?

R
It’s useful to know about all these tools that we’re not that familiar with!  I’ve heard of a few of them, like the Meltwater programme.  I think the things that were picked up was obviously that international reach and the importance of using key words, like [City 1], to be able to analyse the impact locally, and obviously the type of information you can get from it.  And then the amount of information, so with social media you don’t get as much demographic data, which is something we do look at a bit more, but we have tools like SensorState that we can use for that.  It’s good that people that we’re working with, like [Group 1]s, are being picked up, so they were mentioned in the Natural Beauty work, so that’s reassuring that they are spreading the word on our behalf, essentially, and that’s a free channel that we’re not paying for!  So it’s good to see those types of people being mentioned as well.  Some of them are quite complex though, so I’m not sure if I fully understand, and I’m sure they’re really valuable but I perhaps need some more understanding of that data and how it’s presented.
Q
So it’s mainly about alerting or making you aware of the potential reach these tools can have.

R2
Yeah, the best channels.

R
Yeah, and who’s talking about us and what they’re saying: is it a positive representation of us, or it’s obviously important to pick up anything negative that is being broadcast as well, because obviously there are so many people out there using social media and it’s hard, I guess, to keep on top of it all!  But yeah, we’re interested particularly in that type of profile and understanding of who these people are, to know which partners and local representatives are out there helping us spread messages about our work.

R2
I think it’s also useful to be able to find out what people are saying about us, like you mentioned here, discovering what conversations are going on, I think that’s a useful tool as well.  Because at the minute we can only assume that maybe on Twitter or on Trip Advisor, or something like that, so being able to pick up that is quite useful.

R
Yeah and this is useful as well, about timing. So, for example, if we’ve got an exhibition launch, obviously there would hopefully be a lot of conversation when it’s just opening, but some of our exhibitions last for six months, or even a year, so for us to be able to see when that conversation is coming down, so that we can start channelling new messages and new information out, to hopefully help pick that up again and keep it going for that long time.

Q
So here you’re referring to the conversation volume identified using Meltwater Buzz on page 10?

R
Yeah.

Q
So it would be for both public engagement and identifying which platforms to get involved with, but also to see what’s being said out there?

R
Yeah, and for how long and how we’re being portrayed by people, which I guess links to our branding and protecting our brand identity and making sure people are saying positive things about us!

Q
And having seen this report, obviously not all the findings are spot on and could be used out of hand like this, but can you picture how some of these types of findings would be used specifically?  So, for example, you gave the example of the conversation volume and if it slows down then perhaps it’s a chance to spread more news out there to engage people once again, but can you identify any other ways in which these kinds of insights would be used in practice?

R2
I think the part about identifying influential contributors is quite good, because at the minute we know [Group 1]s and one or two others, but actually knowing more and how many there are out there and being able to build up those relationships would be useful moving forward.

R
Yeah, new contacts and new bloggers or active people who are on Twitter or other social medias regularly that we can start channelling more information to on our behalf.

Q
And would that be something that you would do in your job specifically, or would it be done through the Media Team?

R
Yes, the Media Team, but we send out newsletters and media listings of our events and exhibitions, so if we know there are some good contacts out there using social media, like [Group 1]s, then it would be useful for us to know that so that we could send them regular updates on what we’re doing and use them as another channel for passing the information on.  I guess another value to it is seeing people’s feedback and comments about their visits to our sites, because we find that sometimes people don’t stop and fill in feedback forms when they’re leaving and to leave here for us to read, and obviously social media is at their fingertips, so if someone’s just been here and they want to tell other people how good or how bad it was, then for us to be able to identify that and to pick those feeds out, and feed that back, so if there are any issues with anything onsite, for example, toilets or poor service, then that’s something we can pick up instantly and action quickly as well, to stop it being spread on and added to.  And obviously have a chance to respond to that, to say, ‘We’re sorry to hear that.  We have dealt with it and it won’t happen again,’ that type of customer service.

Q
So what are the main challenges that these tools could potentially help fill in or address, let’s say, for the Audience Development Team?

R
The most beneficial one is obviously social media is a free communication tool and our budgets could potentially, as a local authority, become more and more reduced.  So if we know who’s out there, who can pass on this communication on our behalf and the things we can access, then we can make more use of that as a free marketing channel, essentially, to get our information out about events and exhibitions and new developments in the service.

R2
I think what you mentioned before as well, it’s that feedback in real time instead of maybe our visitor service that are done once every year or six months, we’ll get that information there, as it’s happening on the day, which is really useful.

R
And we can look at trends as well, so hopefully it won’t just be one or two people, but if suddenly there’s a regular issue coming up we can track that over time to ensure that it doesn’t go on for too long, or if it’s a seasonal issue to do with a particular time of year.

R2
Yeah, and I also think it’s useful as well to see how much time we should invest in these channels, because if everybody is using social media moving forward and talking about it, we might not focus as much on print or things like that.

R
Yeah.

Q
So at this stage, at least, it would be more of a way to complement, let’s say, traditional ways of gathering data for the [Museum Partner] service?

R
Yeah.

R2
I don’t think we’d rely on it whole heartedly.

R
No, as a single channel.

R2
Real time, instant.

Q
What are the main ways which, for example, the Audience Development Team gathers data, what kind of feedback?  Obviously you mentioned the forms that people fill in, but what other means do you have?

R
In terms of visitor feedback, we do annual visitor surveys for all of our attractions once a year, because they’re face-to-face interviews and so they’re quite expensive to run.  We also have onsite feedback forms that people visiting can fill in and hand in.  Obviously [Colleague 1] monitors our social media channels where people are posting information about us.  We also check things like Trip Advisor and other websites where people post up their opinions of visits and things!   And people email us feedback and contact us directly as well.  And then we do have online tools, an online service, that we can set up ourselves in-house, which we might do more regularly throughout the year, to just get that feedback for a longer time rather than just once a year.

Q
And how likely do you think these findings would be used once they are gathered or brought into your possession?  Because I imagine there are some challenges that emerge around a particular insight or finding that would emerge through digital data analysis.  And obviously it’s quite a speculative question.

R2
I think it would be really useful to maybe go through it, because there are certain elements that are quite tricky to understand, like you can definitely see the potential with it, but I think it would be really useful to go through and have it explained a bit more, but there’s certainly some really useful stuff.
R
Yeah, because we work with the Digital Media Team and they do a lot of activity on our behalf, and sometimes, because our teams are quite stretched, we don’t have the time or the resource to actually look at proper analysis on how effective they’ve been. So if we know how key words have worked, or particular messages and times of things, then we would definitely use that as a guide for future work, to see what’s worked well and what hasn’t worked well, and just looking wider at other conversations and themes that might come up.  I mean we do a lot of exhibitions and events, all about different subjects, so if there was a particular hot topic of the time and there was something we could relate it to within our service, like a particular picture at the art gallery that people could then come and see, or an event that was coming up about food or clothing or something, then we could try and merge in with that conversation and use it as another way to attract people to come and visit us, based on that conversation initially, which could have started from something completely different, but just trying to be part of that wider conversation of other people, that we don’t necessarily know but just happens to be a hot topic at that time.

Q
And again, in terms of the report, it’s mentioned briefly in passing which visualisation or finding comes from which tool, but which tools did you find most interesting in that respect?

R
Well, these graphical ones are obviously easier to understand.  It was probably these ones which we’re just less familiar with, so we just need that interpretation perhaps a bit more in terms of what they’re representing.  And these are good with the bigger words, it makes you realise that they’re the ones that are being shouted about the most.

R2
This was quite ((0:15:12?)) page 25.

Q
The mapping of the [Museum Partner] Twitter network.

R
On page 23, I’ve never seen this, but just personally it was good to see profile names, and then obviously the bigger they are, I guess the more active they are.  So I’d never seen that before, and obviously some of those names are very recognisable and famous!  So if we could get Harry Styles to endorse one of our projects, we would be reaching thousands of people!  I know this is international, but locally if anything came up that we’d recognise, like the National Geographic, for us to be able to reach them without media listings or press releases and things.

R2
So it’s useful as well, it’s showing us where we need to maybe build relationships more, if there are any that are quite well established that we’re not in contact with as a service.  I think the gender stuff is quite interesting as well, like who’s talking about us most, who’s not, and that’s always useful to know, because if it’s very much one or the other, have we done something wrong and does it need to be targeted slightly differently?

R
And this list of bloggers is really useful because we do talk regularly to people, like Families [City 1], [Person 1], who’s the [Group 1], and some of these are actually within our own council, like [City 1] Inspired, ((0:17:07?)), and [Group 2], who are also local authority people and projects.

Q
The other thing I’d like to mention, and I don’t know if it was really emphasised in this report, it has to do with the first graphs here, I think it’s figure 2 on page 6. So when [Colleague 2], who is the other research assistant who is on the more technical side of things, he was dealing with all the tools that generated this, and we showed this to [Colleague 1] and she seemed very interested by the fact that there were several transport companies featuring there.

R2
I noticed that.

Q
So she was quite intrigued by this.

R2
Like W M Metro.

Q
And National Express and so on.

R2
But again, I don’t think we’re in touch with any of those. We worked with First earlier this year

R
First Buses, yeah.

R2
But we’ve had feedback on some of our sites about letting transport companies know where we are, so the bus drivers know how to divert people to our sites, so it’s quite useful.

Q
And I’m not sure also if this report made that really clear, but there seems to be some distinction in terms of tools, so you have some that are easier to access and entirely free, but which don’t do very complicated things.  And then there are some relatively cheap but more complicated to use tools, like DataSift, and the last one that produces maps, NodeXL and Gethy, all of these are free but obviously they have some form of learning curve.  And then there are the paid for commercial tools, like BrandWatch and Meltwater Buzz, which are the source of the pretty graphs in the middle of the report, but these involve usually a heavy cost in terms of subscriptions, so I’m not sure the report really emphasised all this and that’s why I’m just reiterating it.

R
That’s useful to know.  We can’t always access these because of our firewall on our computers, so anything like that [Colleague 1] was saying, we’d actually probably have to do ourselves, on our own personal computers, because of the way our systems are set up. But yeah, that’s useful to know, how the data is presented from each of the tools and then to see which are the most useful to us, to know if it’s worth investing in one that we have to subscribe to, or if we could actually manage from a free tool.

Q
Again, relating to the report and content it has,  how did that compare with your existing knowledge and perceptions of what the audience and the talk and the people who get involved with [Museum Partner] is out there?  Did you find anything particularly interesting or novel to pick up on here, or does it largely confirm things you are already acquainted with?

R
Yes, it’s quite hard because I don’t have as much awareness of what’s already been, because again [Colleague 1] does a lot of that and she has that understanding.  But obviously it’s great that we are featured and there’s information here and people are obviously talking about we do.  So it’s hard to compare it because I don’t know that much about what’s being done already.  It is useful for us to see these kinds of feeds, but I do know [Colleague 1] does capture them, because then obviously if it’s a really nice story or nice feedback, we can then feature it on any marketing materials, or things like annual reviews, and capture that feedback which is the more qualitative feedback, rather than using a lot of our quantitative numbers and levels of satisfaction type data, and to have that picture of that experience that that person has been through at that time when they’ve been to visit.

Q
Actually, one of the tools, because in this project we had three partner organisations and the only partner that worked quite closely and experimented with the tools was [Museum Partner]s, mainly through [Colleague 1] and [Colleague 3], and they had quite interesting ideas on stuff that we, helping them get acquainted with the tools, hadn’t thought about.  So in DataSift, which basically you put a selection of key words in and it goes on the social platforms you have identified for it to look at, and it picks up stuff.  So they had the idea of putting the name of each site [Museum Partner] manages, which then allowed them to access what was being said in the last two weeks or so – I don’t remember what the timescale was – regarding those sites.  So that was quite a useful exercise for them I thought.

R
Yeah, I was going to say that, because these two projects, My Learning and Natural Beauty, I mean Natural Beauty was an exhibition which was for six months, but it would be good to get that picture of what people are saying about our nine attractions and what’s been on offer there, and what people are seeing and doing there throughout the year.  Natural Beauty, particularly, was a time-limited exhibition and won’t be seen again probably, so it was just that day-to-day on-going visit that people experienced and having that feedback about whether they enjoyed it or not, and what they’re doing when they’re visiting us, what they’re seeing and what they’re taking part in.

Q
And [Colleague 1] mentioned, when I last talked to her in July, that [Museum Partner] was in the process of developing a social media policy, which, from what I understood, was about managing the online personas of [Museum Partner]. And she was saying that this kind of report might have fed into it in some way, and it’s something I need to ask her again later this month.

R
Yes, she has drafted that and I know it’s with the management team at the moment, so there has been a policy that’s been developed.  I think having an example of how far messages can go out on social media would be really useful, because [Colleague 1] manages our [Museum Partner]s and Galleries Twitter and Facebook accounts, but some of our sites and some of our staff may set up or run individual site accounts, but may not be as familiar with social media as obviously us and the Digital Media Team, for them to realise what the impact might be from one particular message on one channel and how far out it could be Retweeted or how big conversations could grow!  So they probably won’t be familiar with these either, so for them to realise that these things can be monitored and how far out information can go, and to have that picture that it’s not just about one message on their site, actually it can go a lot wider and further afield than perhaps they expect.  So being able to capture that and show that to them I think would be of value, because then they can realise what considerations they need to take when they’re writing messages and the content that they’re putting into it, just to make sure it’s consistent with what we want to do and it’s not anything that might be misunderstood or taken the wrong way!

Q
I can imagine that given the channel shift and the turn to these kinds of new digital media outlets, it must be a huge challenge for organisations, public sector organisations in particular, to deal with all these.

R
Yeah, because a lot of people use it personally, but then they’re not understanding how they need to represent themselves within the workplace and on work social media channels, and how they need to be careful about what they write, and then the realisation of how quickly information can spread if anything is posted in error or misunderstood, and that’s very hard to control.  So that’s why we need it to be right to begin with, which is why [Colleague 1] is doing her social media policy, so that staff know how to behave and control it!

Q
Somebody from [Council 1], who’s worked with us on this project, was telling the story about a sports event and they had the idea of putting on the Twitter account, ‘Bethere,’ which could be read as ‘Bet here,’ so it was like a council endorsed invitation to go to the bookies!

R2
Plenty of examples like that ((0:26:51?))

R
And sometimes people just don’t check things, or think to check things, so yeah that’s a good example of where that could have just gone out, and then it’s too late then, it’s already been noticed!

Q
And in terms of this report again, the tools and the findings contained in it, do you think other people within [Museum Partner] would find this potentially useful, apart from the Media Team and yourselves?

R
Yeah, I think so, because I don’t think many will have seen any proper social media analysis, or much of it, or even realised that these types of tools are available.  So particularly if they have any funding for a particular project where there is a lot of social media activity planned, then it’s them recognising that they can make use of things like this to feedback to funders or partners to gather more evaluation and more data about how effective their project has been.

R2
And then our colleagues, for example, café managers, the art gallery ((0:27:55?)) find it useful, and then our other ones, other than just Museums and Twitter.

R
Yeah, and like exhibition teams as well, if you’re looking at the Natural Beauty one, see how successful that’s been on social media, and I’m sure they’d find it interesting to see that, for future planning for their exhibition programmes and things like that.

R2
Especially when writing your evaluation report from your exhibition, it’s always useful to say, ‘This many people were talking about us and this is what they were saying.’  I definitely think that would be good.

R
Yeah, they would probably need some more interpretation of how the tools work, though, or just a presentation of each of the tools and how they work first, before they see how the data’s presented, because they would probably be quite new to it all.
Q 
Which links in to my next question which is about the confidence you would have in these types of findings, so do you think they are broadly representative, would you place some confidence in these types of findings?

R2
Yeah, I think I would, definitely.

R
I guess it’s just tailoring it to make sure the findings are relevant and local, because you’ve got an international audience, so it’s making sure that key words and locations are included in that analysis, so you’re not filtering through a lot of other information to find what you want.

R2
Things like the Natural Beauty, we’ve been using the Natural Beauty hash tag, and if you actually look at the conversations around the hash tag, there are conversations around our Natural Beauty, but then people just use the hash tag of Natural Beauty to talk about anything really.  So it’s distinguishing between what’s relevant to us and actually what other people are saying.  And it’s like people may have different names for our sites, for example, like some people might call our art gallery [City 1] Art Gallery, and others call it City Art Gallery, people say different things about us, so it’s making sure we’re collecting all that as well.

R
Yeah.

Q
That was one of the major challenges we faced with these two particular topics we chose.  One challenge was of course identifying, as you say, local content, because, for example, on Twitter nobody puts the geolocalisation; I think only 10% of it is accurate.  Most people don’t have it or haven’t enabled it, or just lie about where they are, or put something completely funny or irrelevant, so it’s a big challenge to know what is local, what is not.  And the other challenge of course is the key words selection, because as you said, we had a lot of trouble, for example, the term Beauty, where I think the first search we ran we had 20,000 results from all over the world, so there is really a trial and error process in refining the key words and making sure they yield what you are looking for.

R
In terms of ages, is it easier – I think it is mentioned here – and it’s that demographic data again, but just knowing typically the age groups of people who are active on social media.  Because we make assumptions that it’s younger people, perhaps not as many older people, but we do know website access and internet access is growing with older audiences, but in terms of like wording things, using the right language, is it people in their twenties and thirties, or is it people up to their fifties and sixties?  And then particularly if it’s around a collection or object where perhaps older audiences might know more about it or be more familiar about it from when they were younger, but it’s just understanding who we’re talking to, if we can!

Q
Yes, it’s really hard to know the demographic data from social platforms.

R2
And Twitter especially, you don’t get asked to put your age on.  I know with Facebook you have the capacity to do age, but again a lot of young children probably don’t tell the truth on that.

Q
I mean some of these platforms can do surprising things.  I think it’s Meltwater Buzz whereby you type a few key words, you get some results, one seems particularly interesting, and you can follow up to see that user’s-  I don’t remember the technical term they use, I think it’s the profile of that user. And basically it automatically sees his Twitter accounts and looks at if he has other online personas, so sometimes people put on their Twitter profile their Facebook page, so it will gather, and on some instances, based on a particular Tweeter’s name, it was automatically getting, without the user asking anything, his Facebook profile and maybe two blogs of his.

R2
Scary!

R
We need to secure it! 

Q
Sometimes it’s really surprising the amount of data available out there.

R2
I don’t think people quite realise actually how much stuff can be gathered on them.  It’s good if you want to find out that information, but not so good if not.

R
Yeah!

Q
And can you anticipate any challenges in the use of these tools within your work?  And you’ve already said financial ones.

R
Finance, yeah, and it’s down to resources, so staff time, budgets, so if they’re ones that we have to subscribe to, it’s making sure we’ve got the budget available to do that and how long we need to do it for.  And then the main one is just access on our computer system, because the firewall on our website is so protected and we can’t access many.  We can access Facebook and Twitter, but there are programmes that we can’t access and some sites are blocked, so it would then mean we’d have to do it in our own time, outside of work probably.

R2
And as like a secondary thing, just providing training to our colleagues who also would be able to use these things, to make sure they understand actually what they can get from it and how to do it.

R
Yeah, keeping up to date with it, because technology is developing so quickly and making sure we’re up to date with things.

Q
And do you have any questions regarding the report that I can attempt to answer, although I’m not the technical guy?  I experimented myself with these tools, but I by no means have the knowledge of [Colleague 2].

R
Which ones do you feel worked the best, having used them yourself?  Which ones do you think are of most value?

Q
I think it totally depends on what one wants to find out, because these tools have different purposes.  And perhaps it’s not explained as clearly inside, but the first graphs are issue generated using Issuecrawler, which is a tool developed by academics, which basically you seed URLs in it and it identifies the links between websites and maps and creates a link of interconnected websites using their hyperlinks, so these things are hyperlinks, basically, and the more links, the bigger the node.

R2
Can you guarantee something like this has covered everything that’s out there on the web, or is there a chance it would miss something?  Is it like a comprehensive list?

Q
That entirely depends on the algorithms used by the individual tool or programme.  I think Issuecrawler is quite good, apparently, at making them transparent, to explain as much as possible how they arrived at this particular graph.  Other tools are much less transparent, so you don’t really know what their algorithms are doing; it’s a bit of a black box in that respect.

R
I’m assuming this is a picture of what has been said or being used on that particular day or time?

Q
It’s not at all about content or user, it’s just the connections across websites.  So this tells, for example, that [City 1].gov.uk is heavily connected with the notes surrounding it and that sort of thing, so it has nothing to do with users or content in this case.

R2
So it’s just the amount of links that are on that website to other websites?

Q
Exactly.

R
Which is useful to identify any gaps.

Q
Exactly, and to see which websites are more connected than others, and maybe perhaps this one is worth engaging.  So that’s one example.  Apart from the commercial ones we gave you, which I can briefly explain later, the other tool is DataSift, which, as I said, you subscribe online and you get $10 worth of free credit, and then you put key words, you enable the social platforms it will look at, so it’s Facebook, Twitter, blogs, and there’s a few other categories, and it will retrieve the content, harvest the content, that you can then analyse yourself, so it’s just a harvesting tool.  Then using the stuff you’ve harvested from DataSift, you can put it into NodeXL, which is the one that produces this map, which is a visualisation tool, which also can do some harvesting.  And then there’s another tool, Gephy, which produces neater and nicer visualisations.  I think these are produced using Gephy.  So these are network analysis tools and DataSift is a data gathering tool, and Issue Crawler is the map link content, and then the two commercial tools, Meltwater Buzz and BrandWatch, do social media analytics, so they’re a platform which amalgamates many of the aspects of the others.  So they both retrieve content, but also allow you to, as the report shows, to do some basic demographics, to see the top forums, the top influencers, the conversation cloud, the volume, and that sort of thing.  So I can’t say which one is better, it depends on your needs, your budget.

R2
I think another thing that could be really useful for us, and I don’t know if it’s covered in any of these, is actually looking at our partner websites and seeing how influential they are in the area.  I don’t know how many hits they get and how much traffic they get, I don’t know if you could get that in something that like, but I think that would be quite good for us to see, like how much time we invest in keeping their sites updated, without actually having to go to them ((0:39:09?)) all this information.  But that would be quite good, and I’m not sure if that’s covered in any of these.

Q
I’m not sure either.  I can’t think of any tool that would do that, but then again, that’s more of a question for [Colleague 2] rather than me, who is not so much on the technical side of things.

R
It would be useful in the report to have a summary at the end, just like a table or something with each of the tools listed, and then just a quick synopsis of what they do, to compare them side by side, just a quick flick.

Q
Well, actually we did a workshop in July at the University of [City 1] where quite a few people attended from each of our partners, and we did an overview of the tools and also gave 20 minutes/half an hour for each tool to play with.  And, at the same time, we explained what each tool does, so people had a chance to give it a go themselves.  And there was a report that we produced as a result, which we gave to every participant, and I think [Colleague 1] should have a copy or an electronic copy, and this has an explanation of what each tool does and what sort of stuff one can go about doing with it.

R
That’s interesting.  It’s like a whole new world of data that’s out there that we need to obviously capture more!  Are there many more new tools coming in, being developed and being made available?

Q
Myriads, from what I understand.  We only took a small selection, because obviously it’s impossible to trial everything, but there’s literally hundreds, they’re mushrooming.

R2
So you can even do it on yourself now, you can see how influential your Twitter account is as well, even quite easily with free tools.

Q
Yes, there’s Klout, PeerIndex, Cred, there are quite a few.

R
It would be interesting to do something around the Art Gallery Twitter account, because they have over 30,000 followers now, and that seems to have just grown and grown.

R2
I’m sure it was only 18,000 when I started four months ago!

R
Yes, it’s growing all the time, but just to understand.  We don’t do it but staff site do the Tweeting, but I’m sure they’d find it useful to know what impact they’re having and who they’re reaching.

R2
Definitely.

R2
When they’re so popular already.

Q
Any other questions regarding the report?

R2
Not that I can think of.

R
What’s happening next with your work, once you’ve done the interviews and things?

Q
The interviews, I did most of them in July and now I’m conducting a few follow up ones, and then we’re going to send emails round to the people we interviewed, to ask them if they’ve done more with the project, the report, the tools we’ve talked about, and so on.  And then we’re going to write journal articles as an outcome of this with the research team.  So that’s the timescale of it, and now it’s coming closer and my contract is finishing at the end of this month, so effectively I’ll be finished with the project.

R
And have you already got a journal in mind?

Q
I’m sure Helen, who’s the lead investigator in this project, has, and I think she told me but I can’t really remember, but we’re in the process of analysing the interviews and drafting the articles at the moment. So these were all my questions.

R
I can’t think of anything else.

R2
No.

R
We haven’t seen this type of data before, a lot of it, so it has been a good insight for us just to see what’s available and how it’s done.

R2
It just makes you realise the potential and the way things are going as well.

R
Yeah, so thank you for doing this!

Q
No problem.
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