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James Akers: Thanks for joining us for this episode of the Digital Culture Podcast. I'm James, one of the Tech Champions at the Digital Culture Network. I'm a white man with brown hair wearing a purple t-shirt. We're continuing our series of episodes interviewing Digital Culture Award winners.

My guest today is the winner of one of our Digital Culture Network Awards. Not one that you could submit entries for, instead, our team of Tech Champions highlighted people they worked with or Organisations that were doing really amazing things, and one of them was the Migration Museum.

They were put forward because they were driving growth in their online shop using social media advertising campaigns.

So my guest today is Katy Clinch from the Migration Museum.

Katy Clinch: Hi, I'm Katy Clinch. I'm the retail manager at the Migration Museum. I'm a white woman in my mid forties wearing black framed glasses and a black top with curly hair.

So just to give you a little bit of background about the Migration Museum as an Organisation, what we do in a nutshell is explore how the movement of people to and from the UK across the ages has made us who we are. Both as individuals and as nations.

Really about telling people's stories. I run our award, winning museum shop and the online shop which is based around. Something called the Migrant Maker's Market, a vibrant curated shop selling products from migrant owned businesses and creators. Just to tell you a little bit about what we've been doing the last few years as the Migration Museum.

We've been based, in Lewisham in southeast London, in a busy shopping Centre for the past five years. However, we had to move out of there quite recently. so we are currently working towards a new temporary museum. Opening date is to be confirmed at the moment, but our online shop is still very much open for business.

Longer term, we're also working towards opening a permanent museum, which will be in the City of London opening in 2028. That's just being built at the moment. In fact, very excitingly, one of my colleagues just saw our two floors have just gone in this week. 

Lots of change, lots of exciting things happening for the museum.

James Akers: A lot's happening! You've won this award specifically for the shop activity you've been doing. As a team, you've been in touch with the Digital Culture Network for quite a few years now. How did that start? 

Katy Clinch: Yeah, completely. So for me, I found out about the Digital Culture Network at the Cultural Enterprises Conference. Katherine was doing a talk there, and I went along to that and that was really amazing to find out about everything you do. And then I started with booking one-to-one sessions, learning lots of, skills from the different, members of the team.

And once I got going, on that then my colleagues, in our communications and marketing and social media teams also have, been doing a lot of work with the Digital Culture Network. So it's been amazing for us. Yeah.

James Akers: It's been fantastic to see your journey through that whole process over the years. You're continuing to do amazing things, but what made you specifically focus at this stage to improve the digital marketing of your shop, and what were you trying to achieve with that?

Katy Clinch: We're a relatively small Organisation so I think one of our key focuses now and over the next few years is to spread the word about what we do, to be discoverable, online as well as growing our online sales. That's a key area specifically for the shop to grow.
Because we are small, digital marketing is a key channel with how we can reach people. Alongside that our shop really fits into our overall Organisational strategy as to finding as many ways as possible to engage people with telling stories and conversations about migration, which are really at the heart of everything we do.

One side is always with a shop drive revenue, but it's also really to, engage people in stories about migration and a platform for conversations and just to widen the range of audiences we reach.
 
I think just another thing is we've been based in Lewisham over the past five years, which kind of limits us in a way, geographically. Our physical shop was great there, but a lot of our visitors were locally based. So online and digitally is really a way for us to extend our reach.

James Akers: Did you do some analysis of the current online shop and where it wasn't reaching certain audiences that made you think, oh, actually we're gonna put some effort into promoting it differently?
I would say really it started out as, coming from the point of; we knew that people really liked our shop, both online and in person. And so we knew that there was a way to grow online. And we had some success before I started.

Katy Clinch: So I started in the role, two and a half years ago. The online shop was relatively new, that only launched in 2021, so we didn't really have much historical data at that point. But what we had done online had worked But it was only breaking even. And I think we felt there was a way to make it work, but we just weren't sure how. And that was really where spending time with the DCN and getting that support and the ways to make it work really started to make the difference for us.

James Akers: And what did you do? What were the steps you took? 

Katy Clinch: So our biggest things had been Meta ads. Although there are other elements to it. So growing our newsletter audience, improving our online shop. The navigation, the functionality of it and organic social.

But I think the Meta ads have really been the driver for us. And in fact, we're on a journey. So, there's lots of other things we could be doing digitally that we are not doing yet. That's mainly down to capacity, but definitely something we'll be looking at longer term. We started out with basically lots of trial and error on it. And the thing that's worked really well for us is not going in and putting too much money behind it initially. Trying different things and then going back and reviewing what's worked and what hasn't and putting our spend in the right places. And that's really paid off for us.

Just to talk about some specific examples of paid Meta ads that have worked for us; we've had some video reels which, show one of our best selling t-shirts, with Paddington Bear on it. And it's got the, wording, Migration is not crime.

People really connect with that. And that's really taken off. Video reels appeals to a lot of people, it's really widened our audience. The great thing about that as well is a lot of the products are print on demand. If we grow the sales, it's not reliant on our capacity to be able to fulfill any peaks in sales that happen. It's being handled by our print on demand partner. 

James Akers: In our episode with Katherine Brown, our E-commerce I Merchandising Tech Champion, she mentioned print on demand and how that can be helpful for Organisations to use. Can you elaborate on how you are using it and what the setup is for you?

Katy Clinch: Yeah. We work with the supply Teemill, who print mainly clothing, but also many other items. We have a Shopify integration with them. Once you've got it set up, it's so easy.

You've got it integrated into your shop. and then any designs you want, put them up in the shop and then people order them, and then it just automatically sends an order to Teemill's factory and then it just gets sent directly to them. 

If you haven't got the capacity for fulfilling orders yourself, it's a great 
way to grow sales online. The margins are lower, naturally. But then you haven't gotta spend all the time,it's income that wouldn't have been there otherwise.

So that's the great thing about it. And we've worked with them for quite a 
long time. And they're really supportive as well. They work with a lot of big charities. And in fact for us, I think longer term we are thinking about what else could we do in this area?

James Akers: That sounds like it's working really well for you. Aside from the Paddington Bear t-shirts, were there other campaigns you're running as well? 

Katy Clinch: Gift sets at Christmas, picking the best time to do that, and reviewing those and tweaking them.

And what really helps about that is they're high value products. So their gift sets of different items that are already in our product range. By selling them as a set, it really drives up that average transaction value. And we targeted, in particular our most loyal customers with those, to get them to come back and repurchase year after year.

And that's really worked well, whereas some of the other ads are a bit more about targeting kind of people that don't know about us, the wider audience. And then another ad that's been really good for us is running, bestsellers on a low spend per day. So five pound per day, at quiet times of year. Just keeping those ticket along and that just really boosts our sales.

James Akers: And you mentioned earlier on that your advertising before was more or less breaking even, so it was not really worth it. What's the difference now with these techniques that you are using? 

Katy Clinch: Basically since we started doing this about two years ago, we've seen our overall online sales grow by 110%. So we're really pleased with that and that's through, growing our traffic to our online shop. So traffic's up 99%.

We've also found that our average transaction value has grown by 23% online. So two years ago our spend on ads with 30% of our revenue and that's decreased to 7% of the revenue. So you can see just what a difference it makes to test things and learn and put the money in the right places.

James Akers: They're great results!

I really like how you're planning different campaigns for different audiences and also off peak periods of the year. How does someone go about finding the right opportunities for campaigns like this?
 
Katy Clinch: I think, it's really been just trying lots of different things. Just thinking about what are our best sellers and how, and who should we be marketing to And I think it is those two things of we want to find new customers, get new people engaged.

But then we also want repeat shoppers. We want people to come back and buy with us again. And I think the next stage as well is once we've got, people engaged at the shop, signed up to our newsletter, for example, we are then going on to look at, how do we get them interested in the museum. Because a lot of people come to us via the shop are coming because they see the product, they wanna buy it. And they don't necessarily know that much about the Migration Museum or haven't visited us.

And I think the timing for us working towards having a fully launched permanent museum in Central London. We're wanting to build our audiences, to support us and visit us and want to find out more about us. And I think the shop is actually going to be, and is a really important part. 

James Akers:  That's a fantastic gateway, isn't it, to everything else you offer? And where is that data going? Is it going into a central system that you have into your shop system? What does that journey look like? 

Katy Clinch: So we use Shopify for our online shop. But then we also, link that to MailChimp. So we've got, audience data in both places. I think we're still on a journey with this at the moment, so we are discussing and looking at how, we make best use of those audiences, be it through MailChimp or, on our social platforms.

And alongside that, at the moment we're actually, on a project working towards a new website for the museum. So the Migration Museum main website, that is something that we are looking to launch, within the next year. We are really looking at the journey people go on from awareness to consideration, to engagement, to connection, and how we take them through that, whichever way they come to us. There's a lot to do on that project, but we're definitely keen to think about how we make all our digital platforms work together, as best they can.

James Akers: And from this whole process, do you have any key takeaways you'd like to share? 

Katy Clinch: The biggest initial learning is not to put a load of money behind an ad until you've learned what works and what doesn't. And in fact, one of the other challenges is Meta's always changing things around as well or trying to make you do things you don't want to a lot of the time. Katy at the DCN has been such a support with navigating those things because it can be a challenge and, yeah, Meta support isn't great either. 

I think, learning and keeping on top of what the newest thing is, what's happening. Particularly if you've got a time sensitive campaign, figuring out ahead of time, how long you need for each stage of the learnings. So that, for example, in the run up to Christmas, you've nailed what the best things to put your money against are in time for the peak selling period.

James Akers: Really good advice. So the next question is, what has been the impact for the Migration Museum and has it changed how you'll approach digital and I suppose offline stuff in the future? 

Katy Clinch: At the moment for us, the paid advertising is the most effective way for us to grow audiences to drive sales online. It is very relevant for us now that we're reviewing our data and our digital strategy. And there's lots of opportunity, what else, can we do to use this to grow audiences.

And I think that going forward it will have even more of an impact for us. One of our biggest things is brand awareness. That's one of our biggest goals over the next three years. and this is an important part of it 
I think the way we approach things in future, looking at, what other interesting things could we do with social media and digital? So videos, what else is there that we could do with videos? We've actually got a new member added to our social team she just started, a couple of weeks ago to create more video content for us, among other things.
And I think that will be really beneficial for us to have more of that type of content.

James Akers: And you mentioned before the video was performing really well through your ads, wasn't it?

Katy Clinch: Yeah. I think as well, we've really been exploring other ways we can use video content. Our social media team, Daniella, and Alicia, who's just started, they've got some really good ideas that have come up with some really, interesting videos, doing short videos of staff profiles on LinkedIn, they've been received really well. And kind of other things that just really tell you about what the museum does and getting a feel for it. And I think particularly as we haven't right at this time, got a physical museum that's open, it becomes even more important.

James Akers: What's the one thing you tell another museum thinking about doing something similar? 

Katy Clinch: Start small trial and error, use the Digital Culture Network's team for as much support you could possibly get because it's amazing. What I would say is it's worth thinking about planning and timing, because all of the information and the support is really useful.
But it's finding that time to actually put it into practice and implement it. So sometimes it can be useful to think what is gonna most useful for me right now? And go down that route rather than try to do everything. Because I know that many of us in this industry have got quite small teams.

So there's only so much you can do.

James Akers: I think what's really interesting is that you've got a really clear awareness of the customer funnel and the journey that you're taking people on, and I think that's a real key learning for the people listening to this episode is that you do need to do things at different stages. You can't just have a buy this item ad, that just doesn't work.
You need to take people on a journey, and I suppose the question for you is. Is it a worldwide audience you're trying to reach? Is it in England, United Kingdom? 

Katy Clinch: We are focused on the UK because we are not set up to ship overseas at the moment. Quite possibly further down the line. So that's what we're really focusing on. We have tried different things with our ads to, pick certain groups of customers, but we tend to keep it fairly broad, and using, lookalike audiences a lot of the time works quite well.
Katy Clinch: That's the main thing we use for widening. our reach. So it lookalike audience of people that have visited our shop or have engaged in social media with us. 

James Akers:: And from a technical point of view, you do have a megapixel installed on your website in shop, to pass data back to Meta about audiences visiting those platforms? 

Katy Clinch: Yes. Which is another one of those things that I had some good help from the DCN. I think when you first start doing all these things and I know for me, getting all these terms like pixels, very much felt like that at start, I still feel like that sometimes. But I think it's that working relationship of having, your technical expert knowledge in all these areas. And then, our team, we really know what our museum's about, what our shop's about and our product's about Working together, it just works.

James Akers: It is been fantastic for us to see that journey that you've been on and the skills development. But you are the ones making this happen, and it's brilliant to see the fantastic results you're getting as part of this wider journey you're going on.

Katy Clinch: Yeah. I think, it's been better than we thought it would, We've been really pleased with it. So yeah, exceeded expectations, and yeah, we're just hope it keeps going that way.

James Akers: Brilliant. And if people wanna learn more about the migration museum and everything you're doing, where should they go?

Katy Clinch: You can follow us on social media, on various platforms. We're on LinkedIn, very active on LinkedIn, give us a follow thereor on Instagram. And we have a regular newsletter, which you can sign up to via our website. And we will keep everyone updated on what's happening. 

Although we've not got a physical museum open at the moment, there's still lots of great things happening, visiting other events, Organising our own events. Our learning team are constantly out, in schools and meeting people, places like that. We've got community, work going on.

There's still a lot happening.

James Akers: Fantastic. It's been brilliant speaking to you today, Katy, and learning about all the successful things you've been doing. 

Katy Clinch: Congrats on the award and thanks for joining us. Thanks so much, James. It's been good.
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