Q&A Transcript 


If we're focusing on one true fan, how do we reach a wider audience / ensure growth of followers?

Looking at the Tank Museum as an example, not everyone loves tanks that’s for sure, but there is an appetite for discovering more about tanks, the conflicts they were used in and their histories that many people find fascinating and crave this type of content. I would say that one true fan looks like a middle aged man probably called Dean who grew up watching war movies on Channel 4 with his Dad and still loves those old stories and is fascinated with the level of heavy engineering that goes into the design and now restoration of these working tanks. So long answer short, by focusing on that one true fan persona we will grow followers and encourage more audiences on the fringe to check out our content. 

And Dean is not alone! The Tank Museum has over 1.4m subscribers on their YouTube channel alone. 

Similar to Carons question in the chat - Is the marketing person the right person to go on camera? It can be hard to get other people on the team (company founder for example) to make videos for socials

[bookmark: _Int_S8kZkzuI]I think that marketing people are probably the best placed to go on camera, they can in most cases distill complex information and make it entertaining, they are more likely to be able to justify setting aside time to make content and they know what type of content works and through their research of other content and therefore will be able to deliver in their own style. I always think of the Museum of English Rural life, only a marketing person could’ve given that Twitter account the gravitas that it enjoyed by poking fun at archive photos. 

Is it better to focus on single sector (target character) per video when have several 'products' or target groups?

I think it's important to have a clear vision of what the video is trying to achieve, by having other competing messaging within the video aimed at other groups you run the risk of trying to be all things to all people and end up being not relevant to anyone. I think it’s also about capacity within your own time and resources, if you can create content for multiple personas without feeling overwhelmed or burning out then try with a few different videos aimed at those personas, you may well find that there is still a cross over of audiences that will enjoy all types of content from you as it’s still relevant to them.  

How do you make a good enough case to encourage your Artistic Director/CEO or even Producers to be part of video content where there might be apprehension?

Like every subject who is appearing in a video, the key is to make them confident that they are not going to look stupid or silly. I always try and build a rapport with my subject when I am about to film them. This can only take a few minutes just asking them questions “off camera” making sure they know that they look good. If they want to check what they look like, do a short recording and play it back. Offer support and guidance to their answers and be like that good friend who coaches someone through a life event. 
Once they feel like you’ve got their back, they’ll feel more relaxed; down the line they will then see the result and feel like it was “not that big a deal” and then they typically feel more confident the next time. It’s like taking baby steps, but it starts with earning their trust. 

Is using a human voice essential? Would a reel of musicians playing be enough?

[bookmark: _Int_js9UPgAi]There’s no harm in trying! At this stage we don’t know what we don’t know; it is certainly worth giving it a go and seeing what the audience’s responses are like after 5-10 videos. We have to set out our stall and let them know what to expect and that sadly takes time. But it gives us data as to what our audience’s behaviour is like and what they gravitate towards. 

We are a small team at a receiving house, so we have a new show every night. How would you utilise what you've spoken about for us?

Although there’s a new show every night, the team that puts on that show is there always. There could be a great opportunity to showcase the behind-the-scenes of people that make the magic happen, their stories, their advice to people interested in their line of work, and reflections of great shows that they’ve helped to put on. 

Could you elaborate on why logos are disliked by the algorithm? Our management like them, so it would be useful do describe why they aren't ideal

For some reason Meta (Instagram & Facebook) algorithms pick up logos on screen, I have a theory this stems back to the TikTok content being shared on Instagram. Meta wants the user to remain on Meta for as long as humanly possible and would love it if you don’t even know of the existence of alternative platforms. Therefore, all logs on screen potentially harm your videos' success. Also, as a side note, it's worth mentioning that in most cases audiences will know where the video is from by the unique way you do your own content. And of course, there’s the added benefit of having your account name at the top of each post. 


Is it about volume or less is more?

Short question, long answer! Essentially, I always feel it’s what you can achieve with your own time and resources. If that looks like one video a week then it’s better to have a good quality video that you’re happy with than churning out several videos a month that just fulfil a target set long before you had any idea what you were getting yourself into.  

Our sales-driven posts perform really well; how can we embed storytelling into these posts? And how often should sales posts vs storytelling posts appear in our content calendar?

All our audiences are a little different, if sales posts are being well received it might be that you don’t need to embark on radical plan to overhaul your content and maybe focus on placing a piece of evergreen content that has the potential to entertain and inform audiences who may have overlooked you to find out more. You can try and experiement with dropping one in a month and see what the appetite is for this new avenue of content that is more in line with creating more meaningful and long-term relationships with audiences. 

A lot of arts marketing is pre-event/exhibition/etc - how can we create this type of content for something that hasn't happened/doesn't exist yet?

Focus on the space, what makes it unique and a wonderful venue, the history behind it and the fantastic events you’ve hosted. Then once you have an event on film, the space taking shape, the behind the scenes, the excitement of “welcoming back” blah blah blah or “welcoming for the first time ever” XYZ. Timelapses are wonderful for this as it shows a hive of activity going on and you can just sit back have a brew whilst the work is captured on your phone. 



What would you recommend for the downtimes between projects for a theatre company and how to make sure we are still staying relevant or interesting if we are just doing a lot of admin for a couple months.

I would love to see behind the scenes of what it takes to put on a show, from set design, building, costumes, lighting there’s so many people that go into making the magic happen, and I think audiences really love to know what goes into it. So, share the journey, the highs and lows and take the audience along with you. 


We have so many events to promote, I much prefer the idea of relatable content - how do you strike a balance?

It’s a tightrope balancing act that you already probably have a good sense of what’s not enough and what’s too much. I would consider a couple of posts that if you haven’t done so, already highlight the next month’s schedule in one post. There’s no getting away from needing to do supplemental posts to help drive ticket sales but you could make it much more like “The team at XYZ are looking forward to welcoming back ABC, to seeing for the first time the act that’s taken the world by storm and to see with our own eyes what has been described as the best thing since sliced bread” it adds a personal touch and puts us in line with what the audience might be feeling. This can be done with simple quick interviews with staff or a snappy voice over of existing assets. 

I'm interested in the mind map Hannah mentioned. Could you please give me an example of 'lessons'? Or how would one go about approaching a CEO or a Senior Manager to discuss this?

To follow 

Any advice around promoting an online platform or workshop, where you don’t have IRL footage?

When launching a new product that might not be entirely fleshed out with assets I have typically used stock images or mockups to show what the platform will look like. Graphics can be your friend also if you use them to describe what will be offering there’s no better example of this then my very own co-host Hannah Isted, by looking at her Instagram: https://www.instagram.com/hicommunications_/  You can see that she mixes colorful graphics with sage “talking head” videos that still delivers both informative and entertaining advice in a light hearted way. Her website goes further to show courses and free content that further illustrates her offer.  


Is it better to start with one platform or 2/3 at once?

It’s better to master one platform with content that you’re happy with that you feel resonated with your audience than try and spread yourself too thinly. If you’re making vertical video content for Instagram that will work perfectly well on YouTube shorts, there’s no reason not to start a YouTube channel and repost your Instagram Reels videos. Just keep an eye on comments and engage them on both platforms to show the love. 


I am completely new to this. Where would you recommend I can go to learn about video editing, on a low budget. I have Canva, FB and Insta. No fancy software...our Trust has limited funds

Time for a plug! Come and see me at the Digital Culture Network you can book a one to one with me here: https://outlook.office.com/owa/calendar/digitalcontentcreationtechchampionbookings@artscouncil.org.uk/bookings/ And we can discuss your ideas and I can tailor make solutions and give training examples to help you get started and continue to offer support and guidance as you develop. 

Can you add captions / subtitles to Insta Edits?

Yes! It’s really intuitive and most of the time very accurate and best of all it’s free! Here’s a video from someone showing how to get started. https://youtube.com/shorts/RtKbTZOqQoE?si=H4aG7TrCPmdz2Ny_ 



