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Jack Roscoe: Welcome to the Digital Culture Podcast, a podcast for people working in the creative and cultural sector, and want to know more about digital. I'm your guest host, Jack Roscoe.
 Welcome to this episode of the Digital Culture Podcast. I'm Jack, one of the Tech Champions at the Digital Culture Network, providing free support with digital and marketing to the creative and cultural sector in England. I'm a white man in my early thirties. I've got brown hair and glasses, and I'm wearing an orange and black fleece. Now you're hearing my voice because our guest today is the one and only James Akers Tech Champion for Data Analytics and Insight, who usually hosts this podcast. Although he is a man of many talents, we didn't think it would be fair to make him interview himself. Hello, James.
James Akers: Hi Jack. It's really nice to be on this side. I dunno what to do. I feel the pressure's on me now.
So yeah, I'm a white man early forties. I'm wearing my green jumper today, which has got leopard spots on it. It might be cheetah spots.
Jack Roscoe: It looks lovely and tropical anyway. 
James Akers: I'm in my blue room in Preston, up in the northwest of England.
A wonderful region that includes from Cheshire, Merseyside, Greater Manchester, Lancashire, all the way up to Cumbia and yeah, I'm in Preston. Which is pretty much bang in the center, so I'm at the epicenter of the northwest.
Jack Roscoe: And although you are a little bit further away from the big cities in Preston, is there a lot of stuff to do locally in your area? What does your cultural life look like?
James Akers: Yeah, we go out to various things going on around here. There's a lot going on in Blackburn actually. It's been really interesting to go over there and see all the stuff that's happening. And there's things like the British Textile Biennial, loads of interesting things and I think, yeah I'm away from the big cities, so we have to travel in to see bigger events.
But what I've noticed recently is over the last four years the Harris Museum, which is Preston's big museum, has been closed for refurbishment, and it's been so missed. It's reopened in September last year, and it's been wonderful to go back there and by going into a place on a cold wintery day, you don't have to pay to go in, you get to see beautiful art.
There's all this stuff going on. There's a library included, there's a cafe, all these things. It really made me realize how important it is to have these cultural hubs within our towns and cities and yeah, it was so missed and it's fantastic to have that back.
Jack Roscoe: Yeah, and I'm so looking forward to visiting as soon as I can. 
How long have you been in the team, James?
James Akers: So from pretty much the very beginning of when the Digital Culture Network started, I think I was two months behind the first set of Tech Champions that were brought on board, it was in May, 2019. So yeah, it's a long time.
Jack Roscoe: And you didn't originally go for the data analytics job, did you?
James Akers: No, because at the time there were three jobs up for grabs, which is websites, analytics, and CRM and ticketing, and from my background, one of my first early jobs was working in a primary ticket agency doing lots of stuff with them. And then I worked at the Lowry in Salford and did the digital marketing and website builds for Quaytickets, which is the ticketing arm that they have there.
And then I moved out of the cultural sector and went into Higher Education. So I worked at Manchester Metropolitan University, and then the University of Cumbria, eventually. And through those roles, I learned everything about using data to segment your audiences through CRM systems and all the wraparound stuff around it.
So the knowledge was quite broad. But with data as the central element of that. So I went for all three jobs 'cause it's the dream job for me, I get to work with amazing people in the cultural sector as well as getting really into tech, which I absolutely love.
So yeah, it's a combination of two wonderful things and that's why I'm still here. Absolutely love this job. It's just brilliant.
Jack Roscoe: And you've been able to teach yourself quite a lot about data and working with data and platforms along the way in this role.
James Akers: Yeah, and I think that's one of the real benefits of this job is that yes, we're coming into it with specialist skills in all our different Tech Champion areas, but because we are responding directly to what the sector needs, we are having these conversations every single day with people that have new problems and new things that they're trying to achieve.
I'm always learning, I'm helping them through the things that they're trying to get to. I'm not gonna have all the knowledge, so I've got to go away and learn. I've gotta pick things up, I've gotta speak to other people and then come back and find the solution.
And my knowledge develops over that time as well.
Jack Roscoe: So I've gone back through the archives. I have some numbers here that illustrate the impact that you've had. You've supported 582 organizations, 85 individual artists or freelancers, and you've provided support 1,345 times. That is an incredible achievement. But it also means that you are really well known around the sector.
People know that they can reach out to advice with all sorts of issues.
James Akers: Yeah. it's been great. I think, it goes, both ways. The Digital Culture Network, we've got set of Tech Champions, so there's multiple people in the team, but the sector is huge. It's countrywide, so there are so many people that we do speak to and we can help. So I'm like, oh, we're a big team. And then when you think about it, actually we're quite a small team, but it's balancing those things out.
Jack Roscoe: So James, you are the Tech Champion for Data Analytics and Insight. What is data?
James Akers: It can be many things. And I think that's where people might get a bit overwhelmed when the word data is thrown around. Essentially, it refers to raw information, so facts, figures, observations that are collected from various different places. So you could have structured data that sits within spreadsheets that you might be using, or you could have unstructured data, so it could be things like text or images and videos and stuff like that.
And there's loads of it everywhere. We're swimming in data, we've got to a point where it is overwhelming. And where data analytics comes in. So when I give my job title to people, some people think it's data comma analytics and insights, but it's actually data analytics.
So that's one thing on its own and what data analytics is, it's the process of cleaning and examining the data you got, transforming it and modelling it so you can extract meaningful insights out of it. And that's how I work with people. So it's about finding the right data using it in the right way, building the right reports, for the right audience. So that can be quite a long process to help people through. Because yes, as I said, there is data everywhere. You've got it in your Customer Relationship Management systems. You've got it in your ticketing systems, you might have data from social media platforms. But going through a process of working out what is the most important bits of data for you, let's not collect some things maybe let's streamline, let's focus on the important stuff and let's tie that back to maybe your strategic objectives.
And that's where we see a lot of crossover from my specialist area through to everybody else's. So you might have a conversation with Ollie, who is our Digital Strategy Tech Champion, about what are your objectives and then what numbers are the right ones to see if you are on track for that. And then you might be looking the information in your CRM system.
So you might wanna speak to Adam and have a chat about that. And you might want to segment your email database. So chatting to Jacqueline and working through that. And then yourself, you've got Audience Surveys and there's so much data that you can collect from that.
I can't advise on all those things, 'cause they have so many different specialists deep dives into each of those. And that's why we have Tech Champions in each of those areas. So yes, mine is the only one with data in its title, but actually data sits across many other areas.
Jack Roscoe: I was curious about how people use data to answer questions or tell stories, that insights part of your job title. So telling stories and finding insights to make positive changes happen. As you said, it's all well and good, having lots and lots of data and not knowing what to do with it.
But do you think people can get stuck about finding the right bits of data to use or the right insights?
James Akers: Yeah, massively. But there are different techniques you can use to work through that. As I mentioned, thinking about what your strategic aim are. And you might have some metrics or key performance indicators, your KPIs, that you're trying to achieve.
And that could be a really good starting point. And I've done webinars on things like the marketing funnel before. So I recommend having a look at the recordings of those if it's something you're interested in. But that's a really good way of splitting some data that you have and stuff that you're recording into different stages of a funnel.
So, you're not looking at data en masse. You're actually going, we want to build awareness of our organization or our offer. So what metrics prove that's happening? We want to engage people, want to make them consider us as an option. What metrics can we use for that? We want to convert people to doing the thing that we want them to do, maybe filling out a form or booking onto something, or whatever it is you offer. Every organization is different and every individual artist is different about the journey you want to take people on. So, there are various different metrics you might use for those. So, starting with that is a really good way 'cause it's quite structured.
But it's about thinking about if you are collecting data, what's the question you're coming at it with? You might be looking at some descriptive analytics. So, looking at what has happened in the past. You might be doing some diagnostic analytics. So why did something happen?
So we saw this change. Why did that happen? You might be looking at predictive analytics. So what will happen? And then it's the next bit of prescriptive analytics is what should we do to make that thing happen as well? So again, there are certain areas that you can focus on based on time you have, so your capacity, your skills. 
I think another thing with data is that it allows you to test out hypothesis. So you might think that something that you would potentially do is gonna work. By using data, you can track that over time and say, actually, I was completely right.
That was the new area of focus that we should be doing, and then we can continue doing that. Or you could look at it and go, no, we're gonna stop doing that. And that's a really important part of using data, is that you can test things out and learn from it, and then test again, and then learn again.
Jack Roscoe: Yeah, and it's having that testing mindset, isn't it? You don't have to get everything right first time, and if you're not sure of what to do, you could do two different things and test each one and see which one was the best.
James Akers: Yeah. Some of those things that we're talking about there are quite high level and you're doing a lot of things, but you might wanna start at the very beginning. We want a certain few numbers to show that what we're doing online is an effective use of our time. I can help you get those metrics and put them together and make it easy for you to report on them. It can be overwhelming, you've got data everywhere, but I'm a big advocate of automating as much as you can, if possible. If we're still copying and pasting from one place to another, it's not a great use of our time. We're human beings with far better things to offer.
Jack Roscoe: So what kind of automations could people make to their data?
James Akers: One is pulling data using Application Programming Interfaces, so an API. That's one way of getting data from one place to another. Systems can talk to each other using things like that. And that can speed things up. An example is, you may be looking at your website analytics to see how many people are coming to your site, what content they're interested in, what are they searching for are they completing actions that you want them to.
That data, yes, it sits within Google Analytics. You can go to the interface, click through all the reports, and then try and extract it from that. That's time consuming. It takes a long time and you need to know the interface to be able to do it. What you can do is extract that data automatically using its API integration. You can pull it into for example, just a spreadsheet. So it could come into a Google sheet with the raw numbers. Or you could feed them into a data visualization platform. And I'm a big advocate of Looker Studio, which is Google's data visualization platform. And there are things like Power BI and Tableau, so different visualization platforms as well.
And you can pull the data into that instead. So instead of you having to log in and go through this process of extracting the data, that data can come into a report that's in a format that's easy to understand. It has some context that you've added to it. You've got some narrative about what's happening that you can share with people, and you can put your logo on it as well, and change the colors.
Jack Roscoe: So it sounds like it could be quite scary, but actually there are lots of different points at which people could get help. Like they could get support right at the start of the journey. They just have some spreadsheets and they're not sure where to start all the way through to those automations and starting to build visualizations at those later stages.
You could support at any point of that.
James Akers: Yes, absolutely. I'm seeing, that change quite a lot. Two years ago there was a switch over to this new version of Google Analytics, and there was a lot of technical support needed from people. How can we install this thing? How can we set up some basic reports?
Happy to guide people through those. And now that data's been collecting and people have got it sitting there a while. It's now how can we build reports? How do we make this easy to understand for people in the rest of the organization or partners that we're working with?
And I'm also seeing this transition to organizations bringing a data analyst in-house as well. Depending on the size of your organization, it might be something available to you. And by doing that, you're now taking it from automating some data, building some reports to actually full on business intelligence.
Collecting all this information from multiple data sources, putting it into a data warehouse, for example, something like BigQuery or Microsoft Azure. They've got that data forever then. So it's a way of owning the data instead of just pulling data from systems, which, if the system disappears, you've lost that data forever.
Whereas if you start to collect it and put it somewhere into your imaginary warehouse as it is, you're then gonna own that data forever. And that's a really nice transition that I'm starting to see, but it is higher level activity that for people that are in a larger organization or are more advanced in their digital journey when it comes to using data.
Jack Roscoe: But it is important, isn't it? It's about being resilient, about having independence with your data, a holistic view of what you're collecting and why and how it's stored. It's important for organizations to consider those aspects, isn't it?
James Akers: I agree. We've seen over the last few years platforms come and go, or you may wish to stop using a certain platforms because of their ownership. And if the data sits within them, and that's the only way that you can report on it. It's stuck in those places.
So if you can extract it. There are manual ways that you can extract data. It's a cheaper way of doing it. Part of a monthly process is that you are exporting data from certain systems and then saving it somewhere without the automation, without the need for full on data warehousing and things like that.
Owning that level of data is really important. And I think going back to what we were saying about strategy. And why you exist, why your organization exists, what your vision statement could be. It might not align to certain platforms because of ethics.
The data might be being stored in a certain country that you don't want it to be, or the owners of a platform that you're using is doing things that you're not happy with. It doesn't align with what your core offer is. So again, it's owning your own data, can you bring some of this in-house?
Can you control it more? And by doing that and bringing the skills in-house, and then long term, you're gonna have far more ownership and you gonna do far more interesting things with what you have as well.
Jack Roscoe: James, you know me, I love a survey and I've looked at some data from the Charity Digital Skills Survey, which is a fantastic resource created by Zoe Ammar Digital each year. And what's striking is that in 2023, 59% of charities said that using managing and analyzing data was a key priority. But that dropped from 59% to 48% in 2024, and then again in 2025 it dropped down to 39%.
So you might think that organizations are getting better at data, but they're also only reporting that they're about five or 6% more confident. So I wondered if you'd noticed any changes or shifts in how people are approaching data over the last few years.
James Akers: I think what I've seen is that people are becoming more bogged down with what they've got. 'cause there's so many platforms now that you have data in and that is so overwhelming and we're just getting turned off by it. We can't see the value in it, potentially. We're not confident in it in that way.
What I've seen is people prioritizing a central location for as much data as they can. I mentioned before about data warehousing. That's one way of consolidating data from different sources. But, if you want to develop your audiences and have long lasting relationships with them, and that's where a Customer Relationship Management platform comes in. So I think we're seeing more people use that as a priority to have a single source of truth against your customer records.
Before we were talking about social media platforms and different places that you might be posting content and stuff. And that's all third party data. So what they're giving you is information about their platforms, about how people interact with you.
You don't specifically know who those people are. You can't pull off a name and address of these people. But you can, if you have your own data and first party data, so you are understanding, you're tying all this activity against a certain record and you can see that development over months and years. This person at this point, came to us because of this reason, and now we're gonna develop that over time. We're gonna use this data effectively to move them on to the next stage of what we want 'em to do.
If we think of some organizations that have ticketing systems and memberships and shop purchases, a big range of potential ways that they can build revenue from their audiences and become more sustainable. That data can help them find the right time and the right way that they might interact with them to get them to do the thing that they want them to do. And it's a better relationship for both people.
Jack Roscoe: And is there a part of this that's also about audience development? Sort of finding ways to reach new people, write messages.
James Akers: Yeah, I think that should be part of your marketing strategy that you have. We talked earlier about the awareness stage of the marketing funnel. And the activity that you do at that stage is very different to what you do when you've got somebody in a system. So once you've got that first party data. So the first stage is very much about anonymous activities that you're doing. That's where you might be doing some digital advertising, so you might be trying to reach new audiences and the numbers, reach metrics and things like that, they're not about specific people. You don't know who they are, but they are numbers that you should be tracking to see if we are putting more effort in at that stage, are we seeing more people come further down the funnel actually come into our system, and that's where we can control the messaging. We can control that relationship much better than when it's anonymous systems further the funnel.
I've got a webinar coming up in April if you're listening to this after, then just watch the recording. But it's all about marketing pixels and it's called Once Upon A Pixel, the Magic Behind Digital Tracking. It is gonna be fun. It's gonna be a lot of fairytale references in this webinar, but the idea is to take you on a journey to understand what a marketing pixel is, how it is important, and why it's really useful to use to map against your existing audiences. You can find new ones that have never heard of you but potentially would be interesting in what you offer.
 And as part of that, I'm gonna talk about cookie consent. You go on websites, you'll see those popup messages. They are becoming more and more important because of the compliance elements of those.
As an example, if you are running any Google Ads, you can't do any personalization unless your website has proper consent management software installed on it. So it won't let you do it. You just can't do these things anymore. So we're seeing shifts in that way from a technical aspect that you will need to put things in place if you're gonna take advantage of these other bits of information and technology.
'Cause if you can get this stuff set up, it means that your advertising is more efficient. You're gonna get better return on any money that you're putting in and you're can be able to track it much better on the other side as well.
Jack Roscoe: So I'm really looking forward to that webinar because I think one thing that you, particularly James bring to the way that you communicate about data and the technical topics that we have to break down for people is that you do it in a really accessible and often pretty funny way. So I can't wait to see how you go about that with your fairytale webinar.
I think one of my all time favorites was your how long is a piece of string? And the answer was. It doesn't matter, although only after you'd pulled a piece of string through your entire house to show how long it was before telling us that it wasn't important at all.
So you obviously get to have a lot of fun with how you present information. And is that something that you've developed over time and how you see the way that you do your job?
James Akers: Yes. Because I think if I'm having fun, the audience is hopefully is having fun as well. There will be a subset of people which go, this is ridiculous please stop and just give me the hard facts. But I think the majority enjoy the enthusiasm I bring to these kind of things.
And it goes back to different learning styles, I think, we've all been to webinars, been to presentations, and someone is reading the text that's on a slide. And nobody's engaged. 'cause you've read it before they've read it. And it's not fun, can be really draining and the information just doesn't go in.
Over the last, six years that I've been in this team, I've done training, I've developed and found ways, there's a few different books that have really helped simplifying the information and making it fun and making it accessible.
And I think as everything that we do at the Digital Culture Network, we put that as a high, priority is making things accessible. So we have British sign language interpreters, we have transcripts, we have captioning on anything we do.
When it comes to data, there's a great slide I used in one of my presentations. It was an iceberg, and underneath the water is all the effort that you put in to analyze this data and the time you've spent cleaning it and making sure you collected the right things. And the very peak, the bit that's above the water, is the stuff that you're sharing with people.
So you don't have to share everything. Your skill as part of what you're doing is to present information to people, is to give them the most important stuff and in a way that is easy to interpret and understand. And that's where being a really good data analyst comes in, is you actually distill the problem down into a very few numbers and you can show why. So it might be a line graph showing a peak and why that happened and what the next step for somebody is.
All that stuff feeds back into what we're doing here and why we've started to do this podcast is that everybody has their own learning styles. You might be listening to this while doing something else, so you might be traveling somewhere on a train or you might be putting the pots away or something like that.
The other things that we offer through our webinars, our written content and our one-to-one support, you can't do that while doing other things, and this is one way that you can. It's one of the reasons why we've tried this out as a different channel for us, is that it's all about learning styles and meeting people where they are.
We hope that this has actually been useful for everybody that listens to it. In the other ways that we do stuff, we do surveys afterwards. Obviously Jack's big on his surveys, loves that kind of thing. If you go to a webinar, you'll get a survey, if you come to an event, you'll get a survey.
We don't do that with the podcast, so if you have got comments we would absolutely love to hear from you. Who should we get on next? What topics should we cover? Please let us know. You can email us at digitalnetwork@artscouncil.org.uk and just say switch the host to Jack, 'cause he's much better, let us know.
Jack Roscoe: It's only my first day. As a team we are fascinated with the performance of the podcast. We pour over the numbers for each episode, oh, who got the most listens? It's really exciting and it's something fresh and new for us because, as you say, we've been doing these webinars and articles and content for a few years now, we've learned how to reduce and streamline what we present.
People are only gonna remember two or three things, and you only have people's attention for about 15 minutes and it's so true when you're presenting data. If you waste that 15 minutes giving too much context to the process that you use to arrive at the data or, irrelevant information or pouring over statistics that aren't particularly important.
You've lost your audience for the big important, salient messages that they need to take away and that you need to use to influence and persuade them.
James Akers: To follow on from that. I think, we work in a creative sector, we should be creative in the ways that we present these things and the way that we learn. It doesn't have to be boring.
My role, it's so multifaceted. As you mentioned at the very beginning I'm learning every day by speaking to people. I get to write articles and deliver webinars and to do something differently. Going back to learning styles, I work with the other Tech Champions every single day and I've read the case studies from the Digital Culture Award winners. But getting them on a podcast and chatting to them, I got so much more out of those chats with the award winners than I did from reading the case study. It really came to life and it was amazing.
Jack Roscoe: Yeah, and I think hearing from real people doing real work is always so much more impactful. Sometimes it can be a bit abstract when we talk about the concepts that we deal with regularly, but hearing people who have tried things out and succeeded and measured the impact of what they're doing and changed for some reason.
And you getting to get the benefit of that experience, just through your headphones is fantastic.
So James, you've got on your list of things that you'd like to talk about today, technical marketing. I don't know what that is, what is that?
James Akers: It's more of the nuts and bolts behind everything. So yes, you are posting on social platforms and doing all these things, but the technical marketing element of it is actually getting your foundations right from a technical point of view.
I don't know what other word I can use there. I mentioned before around marketing pixels and stuff like that. If you don't know how to get that marketing pixel, install it on your website and link everything up, you're never gonna be able to take full advantage of it. And I've had some cases where people have struggled or they can't afford to pay their developer to put these things in place. So there's lots and lots of those kind of things that I help people with all the time about those nuts and bolts. Let's get this thing installed, let's save some costs, let's streamline, or let's get you learning about how this works. Because the technical element is fundamental, but it doesn't have to sit with a developer.
You can bring that stuff in house. And another stage of it is that. If you are, as an example, a receiving house, a theater which has visiting companies who put on shows at your venue. You might get requests for adding these marketing pixels to your website very often. And you might be going, we just can't do it, or you might be sending it to your developers who are charging you hundreds of pounds each time. And so I've helped people set up a structured template and process for each time that request comes in, they can do it in-house. So we'd had a training session, got them upskilled, and they can bring that in-house.
They're saving money, they have more control, and it gives 'em that in-house knowledge that they can start to use going forward for that stuff. So you can build confidence in these areas. It can sound scary, but it's all achievable. You can learn these things and I'm here to help if you need it.
Jack Roscoe: There's something about not just saving cost, which would obviously prevent you from doing things when you can't afford it, but there's something about that flexibility of having the knowledge internally. Someone has a question and maybe it's an important question that you need to answer in the next half an hour and someone knows where to look, where the data is and how to answer that question and maybe that's the difference between you choosing to do something really important or not being able to decide.
James Akers: Yeah. As I said earlier, let's start small. You don't have to know everything. There's so much data out there. Start with a small question, small bit of data, and that can develop into getting your foundations right, building reports, developing insight and knowledge and then adding your own context to it.
But I can help you with that whole process. The calls I have with people, I've spoken to people over many years now. First starting out, no knowledge of this stuff to get into a place where they're showing me stuff that's amazing, and they're coming back with loads of insights like, wow.
 And again, another privilege of this job is seeing that development of people's skills over time and the roles change and it's really good to see somebody who was an assistant in an organization or an officer move up to manager, to head of, to then a director of audiences. Like we've seen that and it's great and it's wonderful to see and it's great to be part of that journey.
Those people that have gone through that are then sharing that knowledge as well. They're very open to sharing it, which is wonderful. And we get a lot of satisfaction out of seeing that.
Jack Roscoe: Yeah I would agree with that. Seeing people who you can sense their talent and their skill and they just needed to know that one thing about how something worked and that sets them off on their journey and seeing the effect that has on the sector and as you say, people sharing knowledge and when we can connect people to share their experiences as well, it's fantastic.
So James, how might the rise of AI tools affect data analysis and work with data in the future?
James Akers: We're in this transitional period at the moment where AI is getting integrated with absolutely everything, isn't it? We use the Microsoft suite and Copilots on everything. I think using things as a helping hand is very useful.
But the risk with large language models, is that they hallucinate and if you're putting data into it, firstly you don't know where that data's going. Secondly, you've gotta know it enough to critically think about what it's telling you back. In some ways it can be really good, it's really good at creating graphs and things like that, and it can give you some insights. In a lot of ways, I wouldn't trust certain things yet, but it's so rapidly developing that we're gonna get to a stage where we can ask these platforms 'cause they will have it in built, the question that we want to know. And it's gonna come back with some suggestions of the answers. It's already in things like Google Analytics, you can do searches in with them and that's gonna go across everything else.
I mentioned earlier on about data warehousing and, BigQuery. It uses things like SQL, which is SQL programming language. If you were to come in before AI came along and try to learn that it takes a lot, you have to learn all the different terms that you need to be able to structure a proper query. Whereas now, you can use large language models and AI to help with that element of it. And that can do all the querying for you 'cause you're coming at it with the question. So I love the way that AI is starting to help remove those barriers. 'cause you don't have to have this preexisting knowledge of lots and lots of programming language to then get the data out or some insights out of it.
So yeah it's so rapid. All of this, it's exciting and scary at the same time for everybody. But one thing for us, Digital Culture Network, we are recruiting an AI Tech Champion, so really interested to see who that is and can't wait to interview them and learn more from that side of things as well.
Jack Roscoe: So it's a cautious note for now. It might allow you to take some shortcuts, but you still need to know what's going on.
James Akers: Yeah. It all depends on the platform you're using. Some are really good already. Don't just be dumping data into one ' cause you dunno where it's going.
Jack Roscoe: There is a huge amount of potential, isn't there? All of those tasks like doing repetitive actions in spreadsheets and trying to look for significance in survey results. This value was 5% higher than this one, sifting through for insights and nuggets of information, all of those things could get potentially so much easier.
James Akers: Yeah, and then you can do the fun bit of presenting it.
Jack Roscoe: So James, as we start to wrap up, what is your favorite support that you've provided over the last six months?
James Akers: Talking earlier about seeing someone's skill development over many years and then moving through. I think that's been wonderful. I've seen quite a few examples of that, in senior roles and that's really nice. But for a specific support case, there was one where an organization were trying to get e-commerce data from their website and they were battling with quite old archaic systems. So they switched developers 'cause they promised that they could fix it and they couldn't.
They had zero e-commerce data, they had no confidence in the data they were getting. And within a 15 minute Teams call, a little chat we had, went through their settings, looked at their setup, made one change, and then it was done.
So I think that was one of my favorites, is that we can solve quite complex problems quite quickly because of the knowledge that we have and because we speak to people every single day, we see common trends, we can see issues with certain systems, with different things. And sometimes you don't get that with an agency you might be working with because it's much more slower burn.
Whereas with us, we are quick, we are fast, we give practical advice. We're gonna find solutions very quickly. It's one of my favorite ones, it made a significant change to the organization within 15 minutes.
Jack Roscoe: And because there are 12 of us and we all have different skill sets, we can just jump on a chat together and really quickly find the answer that maybe a freelance developer or an agency may not be able to do in the same way.
James Akers: Yeah. Someone might come to me with a question and then I don't have the answer, but I know 11 other people that might. We are really good at communicating between each other as a team, we're always there to help each other and we can get to answers much quicker.
That's what we're here for. It's free.
Jack Roscoe: Fantastic. Thank you so much, James. That just about wraps up today's episode.
So remember, you can get free one-to-one support if you are an eligible organization or individual in the creative and cultural sector in England. So our support is free, it's unlimited, it's tailored to you and your needs. Now join us for next month's podcast, and in the meantime, please do subscribe. It really helps us reach more people and you can rate our show as well.
James Akers: Bye! 
