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James Akers: Hello and welcome to this episode of the Digital Culture Podcast. Today we're doing something slightly different. In the past we've interviewed a lot of our specialist areas individually, and Mike, our wonderful coordinator, came up with a great idea of how about we combine some of our Tech Champions to see how there is crossover between our specialist areas.
So today what we're gonna be talking about is if you have a customer relationship management system, a CRM, as many organizations do, you'll probably be using content as part of the process of communicating with your audiences. So what we thought we'd do is have a chat with our Content Tech Champion and our CRM Tech Champion to see what the crossover is and how you could potentially make use of what you already have to make some quick wins to help you engage with your audiences. So please welcome my guests today, Dean Shaw and Adam Sykes.
Dean Shaw: Hello everyone.
Adam Sykes: Hello James.
James Akers: I'm James. My specialist area is data analytics and insight. Today I've got a plum jumper on, I'm a white man in my early forties with brown hair and brown eyes. 
Dean Shaw: My name is Dean Shaw. I'm a Tech Champion for the Digital Culture Network. My specialism is Content and I am middle aged man, balding. What's not bald is going grey. Today I'm wearing a brown corduroy shirt. I'm gonna have to jazz it up a little bit and get a bit more colourful but, over to you Adam.
Adam Sykes: I'm Adam, I'm the Tech Champion for Ticketing and CRM. I'm a 31 year old male, I'm wearing a dark green sweatshirt and a light green hat.
James Akers: So let's talk about content and a customer journey that you might go on. If we use a theater, for example. Why would a theater have a customer relationship management platform in the first place? Adam?
Adam Sykes: To effectively collect data, understand and analyze the customers that they have, whether that's ticket buyers, newsletter signups, things like that. Any bit of information that they can get and then build a bigger picture of their audience.
So, James buys a ticket to the pantomime, comes to the panto, does he only come to the panto? How much more in depth can we get with him? Is he seeing us on a weekly basis, monthly basis? Does he only come once a year? And then we can use that information to say, oh, we need to market this way towards James.
He loves the Panto, so let's only send him Panto content.
James Akers: So, that sounds like a great place where we want to collect our data and we might have lots of information about previous customers that have come to shows in the past. If we're trying to reach new people that we don't have in our CRM system and we have a new show, for example, what kind of content can we use and where do we put that to build awareness of what we're offering?
Dean Shaw: Half the problem a lot of organizations have is if they're putting this on for the first time, they don't have a lot of assets to use.
So in some cases they've had to almost film what it's going to look like and then have maybe clips from previous shows of the audiences enjoying it. So that has to be sometimes quite generic, but that can help with email signups, call to actions like, be prepared for an early bird offer or whatever it may be that that we use as a way of trying to get them to almost commit a little bit to our show that's coming up. If you've got a previous festival or something along those lines, it's more often than not, you've got lots and lots of assets that you can use.
Lots of videos, lots of clips, lots of smiley, happy faces enjoying themselves. And that's an easier sell because it's like it's coming around again. You may have missed it last time. Sign up for our newsletter, sign to our early bird offer, follow us on social media, whatever it may be. That's the light touch approach to trying to get people to know more about it and get excited about what's coming.
James Akers: We've got those videos and photography and digital assets going out there in your ads, and they're driving people through to your website, they might be registering interest at that stage, they're not buying straight away. 
Then the next stage is let's retarget those audiences that have been and looked at the what's on page, for example.
And then we're gonna do more of a push into the sales element. So the messaging might be slightly different then.
What type of content works at that stage then to make people buy the ticket? 
Dean Shaw: I think a lot of organizations have trouble with this because we're spending longer before we're making that purchasing choice. So therefore, they've had to resort to early bird offers or some sort of package that has a limited time only option before general release.
So if you want to sign up to our VIP list that means that you're going to be able get a significant deal that's going to be worth your while or you can get limited spaces in a special part of the theater. So there's an incentive for doing so because as I found out over the last couple of years, probably since we came back out of pandemic is that people are leaving it longer and longer and longer before committing to buying something.
And then what typically happens is they can forget. And then the show doesn't get the audience it deserves. So it's about having those stages in place in your mind where you're going we've planned it out so that we've got this early bird offer or a significant VIP offer that's going to get the ball rolling and then once we've covered our bases with that and we're confident confident of this, we can then move into the next stage, which is more of a general release communication with people, which is like, few tickets remaining, it's definitely a call to action, but with an imperative, time -sensitive, messaging in there.
Adam Sykes: And I think just from the other side of that, I think it's one to three months before an event is when people are actually purchasing the tickets. And then also, 70 percent of the traffic's coming from mobiles, but the conversion rate is higher on desktops. So people are following the content, clicking through, but they're not necessarily purchasing at that stage. I think it's really important to have that content in the first place. But then, once you actually get there you need to have a smooth, easy journey as well for people to actually buy the tickets or any incentives or encouragement to do it in the first place.
James Akers: So people have seen an advert, maybe they've got excited about the show, they've bought their ticket. So those people are in they're sorted. And there are marketing techniques you could use to track people that have purchased and then find lookalike audiences and you can retarget those. So people that never heard of you before, but very similar to the ones that have purchased. That's a really good use of marketing data to feed into that type of advertising for reaching unknown people.
The flip side of that is the people that you do know about. So within your CRM system, you've got all these customer records of past productions and other shows that might be similar to that, and you can communicate directly with these people because you have their contact details. Their physical address, but also their email address.
What can we do within a CRM to reach those people? And what type of content is needed to help that communication?
Adam Sykes: I think testing it as much as possible. First of all, you might not necessarily know what works well immediately. And so it is a case of just let's split up our audience into certain segments and they can be any segmentation that you'd like to do, whether it's location, people from this city respond well to this type of advertising, whether it's age, if it's a children's focused events that's happening, you can tailor your marketing around that.
You can pick and choose how you want to initiate that first step of the marketing and see how effective it actually works. If you advertise to the city, this city buys tickets very quickly, they're ahead of the game on it. So then you know I can push my advertising next year earlier there, or children will beg their parents to come see a show.
But it's making sure it measures back up around and we're actually tracking the results that come out of it, rather than just, we think this will work and send it out into the world. But are actually people responding to it? Because there's the other side of you market to children, but they're not the ones buying the tickets their parents are.
So who do you actually need to market to in that sense?
You can segment with whatever you've got. And usually, like you say, as physical address is a very good starting point for it of if you're a city based organization, you can split up into the wards of the city.
If you're further out and you have a bit more of a travel to where you get into, you can test it out on where are people coming from? What's the first closest place to you? And how does, how effective is the market in there? What's along the train lines from where you are as well?
And can I focus on people in our database that we know come from these specific areas and then like say, create the lookalike audience and go, you know, they're an hour away on train, but historically people have bought tickets here. Therefore it's probably, slap some posters up in the train station, see if that works.
James Akers: And do you find that organizations are still using that mix of digital and print.
Adam Sykes: Yeah, it's one of those where I don't think you'll ever get rid of it. And Dean, you may have an opinion about this as well, but people like to see physical stuff. It may also have a bit of a tail end where people come and ask for posters at the end of the show. It's a bit of a memento and stuff like that, so I don't think it'd go away completely.
Dean Shaw: Yeah, you're absolutely right. I think there's an old saying, isn't it? No business sign is no sign of business. And I think if you don't have printed media, particularly in something that's got a high footfall like stations and places like that, I think you are running the risk of it just being an online vanity project where you kinda go, wow, we've had so much impressions on our videos, and we've had so many likes, but yet the box office is not seeing any of those results.
I think you need to have a belt and braces approach to it. And if the budget allows it to have that printed matter alongside good digital marketing campaigns, such as videos, testimonials. Why is it important for us to come and see this? What have people said about this in the past?
 All these touch points put people's minds at rest that they're spending their hard -earned money in the right place and they're going to get what they expect and then hopefully more.
Adam Sykes: I worked in a local authority and, a lot of our audience was older and so we had a dedicated phone line because people still called up and asked about tickets and every time the new brochure came out, you'd get an influx of people on their commutes into town come and pick up the new brochure because that's how they liked to do it.
James Akers: Dean you mentioned there about helping people and making that choice easier for them.
You've done work with organizations in the past, haven't you? About way finding and making place accessible? 'cause if you've never been to a venue before, which is advertising to you, you don't know what it's like when you get there.
You don't know what door to go in and it can be quite intimidating. Is there something people can do to help that?
Dean Shaw: Yeah, and it can be such an easy to do, you don't have to hire a film crew to show the facilities of venue, but maybe when you've got accessibility needs or you are the carer of somebody. Having that information about the venue, where can I park? Is there a bus that's nearby? Is there a ramp into the building? Where are the disabled toilets? Is it going to be a place that I can go to if it gets a bit overwhelming?
So something as simple as walkthrough video like you would see on a real estate video where they just start from the front and just walk their way through and don't have to do a live commentary you can simply edit it down on say something like CapCut or Instagram Edits and then do a voiceover afterwards so you don't have to sound silly, cover all the points.
But I've helped a couple of organizations or even individuals who are going to a venue for the first time. They're a touring organization and they do it with each and every single different venue they go to because they want the people that come to know that there's a bus stop right outside. Even if they've got no accessibility needs, it's really nice to know that you haven't got to walk a mile to get to the venue, once you've got off the bus.
So it's things like that, they're just nice touch points that shows that people really care about the experience that that person is going to have. Because it doesn't matter how great your show is, if you can't find anywhere to park, if you can't get into the building and it's just all stressful because you've just not got that information.
 Anything you can do to mitigate that, and honestly takes ten minutes to make one of these videos. And it can just put so many minds at rest. Or even if it just puts couple of people's minds at rest, that's two people that have got benefit from that video. So, it's not necessarily a numbers game, it helps somebody at a personal level get the information they need.
James Akers: I think that transparency element really helps people connect with you as an organization because you are just saying it's not a polished, shiny video and everything's amazing. It's no, actually it's a bit rough the train station, but you walk past here, go down this road, and then you're at our venue.
And I've seen some good examples where it's just recorded on a mobile phone, but they've sped it up.
Dean Shaw: It can be something like when you get here, you'll arrive on the wrong side of the track and you've got to go across here. But if you let the train station know, they can help you get across . It's just a small amount of details. You know, it's manned from such, such time to blah, blah, blah time. And then there's taxis available, or there's a bus available.
 If we're talking about somebody coming from an hour away potentially they're not going to have that confidence and if they can just think well that's not too bad we can do that, then it just makes life a little bit easier for them. And once again video is not going to go anywhere that video can be used for the next show and the next show and the next show so it's all about that communication with audiences no matter what their accessibility needs might be.
Adam Sykes: You don't want people to arrive before the show annoyed because they've had to park a mile away and all sweaty because they've had to run to make it in time.
James Akers: I saw a great example last week actually. It was Liverpool Philharmonic and there were parking restrictions that were gonna be on that weekend. So instead of just having a video going, there were parking restrictions. What they did is they had a pretend phone call with Lily Allen, who was performing at the venue, and it was her response in one of her songs, 'cause she has a phone call with David Harbor. But the responses were from Lily Allen, but actually the staff member was just talking about the parking restrictions and how annoying it was 
Adam Sykes: that's great. 
James Akers: and it was just so well done you are giving this accessible information, but in a fun way.
Dean Shaw: Exactly. All of that boring information that people would have just ignored, now becomes something that's actually quite funny and shareable. You're going there anyway, and you may or may not know about the parking restrictions, or you've seen it, but you've forgotten. And it's a timely reminder that you won't be able to get anywhere close to the venue, and you're going to have to make alternative arrangements.
But at least it's done in a way that's not like a public service announcement that's really dry and boring. Yeah, I quite like that. That probably goes quite a long way to people to feel confident with the venue. 
Adam Sykes: Yeah, and you can automate that. It doesn't have to be just on their Instagram and hoping people see it. You could set up, with your CRM, an automated email to go out week before anyone comes to the event.
You do just the once, you make this email, here's the information you need to on the day, a written format. But then also, if you prefer, here's the little video that we filmed as well.
I was at the Ticketing Professionals Conference, last week, and a theatre used casts the show that was on it explain a drink service to the table, scanning the QR codes, and they just play that before the show as well.
So content like that, that's just embedded as part of people coming in, it's giving them information about the venue itself and introducing a new concept, which was you can scan a QR code now, we'll bring a drink straight to your table. Thank you.
James Akers: And I think this's look about using your actual staff members for these things. 'cause those are the people are gonna talk to when they get there. And again, it makes it much more friendly, doesn't it? 'Cause organizations can be quite anonymous, can't they? If you don't your staff members front and center.
Dean Shaw: I mean, there's been statistics to prove that having a video on somebody in the video is so much more engaging because people recognize themselves in all of these videos that we've got a human being. I think it's important to remember also that there are If you're excited about this, this is just adding to the excitement, isn't it?
So it's like, you're communicating really important information about this fantastic event that's going on. We're not just taking their money chucking the show on and then that's it. We're really delivering on that promise of it being an exceptional experience because we're thinking about every single step of the way.
I just think it's a really nice way of, keeping the home fire burning between that moment where they've booked and the actual event. And during that time, it might be that you're telling everyone, Oh, we're going to see X, Y, Z. And so, so, so like, Oh, that's, that's really good.
I wish we could go along and we might still have tickets available. It just enables that word of mouth because you're constantly being introduced to new and exciting aspects of what you're going to be experiencing it means that you're going to be very positively about it with friends and family.
So think it's a really good way of using that data that we've got and just keep running with it and making sure that everybody's to date with all the announcements that you're doing that helps feed into additional sales.
Adam Sykes: Yeah, Indigo did their museums and galleries benchmarking report beginning of this year. One of their findings, museums and galleries specifically, it might be different for theatres, but, word of mouth was the number one reason someone bought a ticket is someone came a week ago and told them it was good.
And I think, tying back to the content, that really feeds into that of, if you make good content, this person who sees it might not go, but he'll tell his mate about it and it passes along down that road. So it is still the number one reason why people go to things is because someone's told them it was good.
Dean Shaw: Yeah, and it's so much easier to document your experience if you see like a video after the fact. And you go, this is what i went to see the other night, blah blah blah. I mean how many of us have seen different shows where they've extended the run for a little bit, and the momentum has picked up and it might have been only for a limited time. But now we've got more assets that we can use. We can retarget people who might have been a bit on the fence who normally come to our shows, haven't come to this show, or maybe they want to come and see it again. 
So I think word of mouth is incredibly strong, but also if we can have the assets to help them, tell that word of mouth, Oh, this is what I went to see, this is the experience I had, this is what I was telling you about, we're going to go again. It really just helps to boost those numbers up.
Adam Sykes: Which helps if it's like interesting content as well, right? Because you want to share it with your mates.
James Akers: So do you have any examples of organizations doing that then? Testimonials from people that have been to the shows?
Dean Shaw: Chipping Norton Theatre, the Chippy, they do a great job.
They have the similar sort of problem, which is they'll put on a new show, they won't have any assets, so they have to then recreate something, or create something that's gonna be similar to what you can experience when you come to one of their shows. And then, when they've got people there that's when they take those talking head people that are experiencing something for the first time maybe they've always been there and they love it and they can't help be beaming with compliments about it. And they're really clever because they'll get those little clips and they make the most perfect video because people recognize themselves they go oh she had a family of four and they seem to enjoy themselves and the kids enjoyed themselves. That would be perfect for us.
I think we assume that the big West End theatres and maybe the big museums and anybody that's putting on these big sort of events are going to be the ones that do that. But I actually think that it works better when it's the smaller ones because the smaller ones in their community communicate better with their local people to say look this is what we're doing come and help support us best of all it's not rubbish because look here's some people that are probably your neighbors who think is amazing and it's really relatable so yeah i think we've been a bit reluctant because we see the big boys doing it.
We're like, oh no, I don't think we can do that. But actually, it should be smaller theatres, the smaller museums, the smaller festivals that can get these clips and they can really illustrate just how fun and successful it is to the local people, and other audiences.
James Akers: What do you need to create that? It sounds like you need loads of expensive kit Dean.
Dean Shaw: No, no, at all. You just need your phone. The worst case scenario is if you just had a phone in a quiet corner, it'd be easy to get some quality video. At the end of the day, ask open -ended questions. Did you enjoy it? No. Did you enjoy it? Yes. That's not going to help, you know. So what is it you enjoyed about the show? Oh, we loved the show, the costumes, the performances, the music. It was all so fantastic. The kids loved it. Blah, blah, blah. That's a perfect clip. You don't need any more than that. It doesn't need to be like a big long in -depth interview.
It just needs to be like a little soundbite. And if all you've got is your mobile phone and no additional microphones, just find a quiet corner if you can and just get that shot. Ideally you'd have maybe a small microphone that can go into the phone.
Nowadays, you've got Programs which AI to help raise the audio levels and maybe reduce some of the background noise so you can hear what the person's saying. Also it can do miracles but can certainly help to improve the light a little bit so it is dark can raise it up a little bit so we can actually see the subject.
Just get a couple of nice little sound bites and then you're good to go. Because two, three, four, maybe at most is all you're going to need to make a really compelling video that's going to resonate with a lot of people who could potentially be on the fence about attending one of the shows.
James Akers: So you've got all this content. Is it easy to edit this stuff together?
Dean Shaw: It used to be you have to get an expensive piece of equipment, and like a laptop that needed X, Y, Z amount of RAM and had to use this special software. I wouldn't suggest you edit it all on your phone, but you can do it on your phone. You can do it now for free. Instagram Edits is a fantastic tool.
If you've got a lot of your content already on your camera roll, just download Instagram Edits. You can just pick the clips you want off your camera roll. You can trim the clips. You can add subtitles, which are incredibly important. Because most people are watching social media content without any sound on to start with.
We need to know what that video is about and just somebody standing there looking like a goldfish with their mouth open and closing. You've got no idea of what that's about. So by having subtitles on there really helps. And there's so many little transitions that you can add that make the video look really quite high polished and it's what you're seeing anyway.
It's not like you're trying something that nobody else is doing. And if you look at all social media content, it's either edited on Tik Tok, or Instagram Edits. Very rarely is it edited on anything like Adobe or Avid or anything the broadcasters use these days because it just simply doesn't resonate with that audience and what they're expecting on social media.
James Akers: And if you need any help with this, you are here, aren't you, Dean?
Dean Shaw: Yeah, exactly right. So I help loads and loads of people every day to get the audience their content deserves. So, it might be that they need to tweak a few edits here, or they simply don't know where to start. where one-to-one comes in. And I have people that I work with on quite a regular basis, and I've seen them, progress make some absolutely fantastic content now. 
James Akers: You've got Instagram Edits and CapCut for your video If you want to create image assets where do people go for that?
Dean Shaw: A lot of people use Canva, I think that's universally accepted now. People understand the way around it. They can manipulate images. They can add texts and fonts. What I've noticed a few of my cases recently they're a bit frustrated with some of the quality of their photography. So I've suggested they download Lightroom it just gives them a little bit more flexibility. So been able to download Lightroom for free. They can mess around with the settings. So it might be that their photography is particularly dark or it's overexposed and they need to make some adjustments then they export it, put it into like Canva and then they can add titles and dates and things like that to it. The one thing I would say is, is that sometimes less is more with that, so it might be that you do a carousel, if you're doing something on Instagram, where you've got maybe a few shots, and then you add the call to action on maybe the third or fourth, image. Maybe don't lead with the book tickets now, because we get so bombarded with that.
I think that probably we end up, becoming desensitized to that and we'll just straight past it and just assume it's an advert. So maybe try and experiment a little bit with your content and see what's working, what's resonating with people. Is it video? Is it a video and photo in a carousel?
Is it video photo carousel? And then a call to action with an early bird offer, discount code, whatever that may be. That sort of testing, don't just assume that one thing because it worked maybe last year is going to work this year. It's constantly tweaking it and working with what your audience now expects and what the algorithm particularly accepts.
And they don't really like a lot of text on the screen. So we might need to box clever with that. But that's where, going back to that one -to -one support, with myself and Nicola and Katie can really sort of help steer the ship in the right direction. 
James Akers: Yeah, I can remember that discussion with them, on their episode. Was that how things are changing about discovery of content on social media. So in the past it would be your followers that saw your content, whereas now because of tiktoks discovery model that's being rolled out to all the other platforms, other people are seeing your content instead of your actual followers. And Ticketing Professionals, you saw a presentation on that topic, didn't you Adam called the Loop?
Adam Sykes: It was part of a larger piece about digital in general but one of the discussions that they had was mentioned a marketing funnel earlier not a marketing funnel anymore, it's a infinite loop. People gasped in the audience.
You've got your awareness, you've got your consideration but people are entering not at the top, they're coming in on any of these stages and maybe exiting any of these stages. For something like TikTok, which is 20 seconds, if that, that's all you get.
You have to really be pushing your content for it. They may have swiped four or five away before they've even thought about you. There's a bit of a different strategy and energy around it. 
I think TikTok shops, it's like several billion dollars of revenue now. That is where a lot of the younger generation is going through and making their purchases. And they're doing it based on this more organic content where it's just someone talking to the camera going, oh, I've got it.
And it might be an ad. You can't always really tell. A lot of it is, it's just personal testimonials, going back to what you said about them as well, is that's a lot more ingrained. People on these types of apps and experiencing content this way, don't want very professional, well -made content because it feels like a corporation or an ad or they're being marketed towards they want someone who's their age saying, I went to the theater and this is what I did.
And you're seeing that a lot in terms of how organizations are using the marketing as well where rather than the organization themselves making all the footage they just invite a influencer or someone in that space a historian to an old heritage house or something like that just to talk about it. And they get a big push from someone else's content.
So quite an interesting chat about that.
James Akers: Should organizations use AI for this kind of stuff?
Dean Shaw: No, not really. No, I think that we are saturated with this want of a better phrase, AI slop, where it can be very good, particularly the history stuff where they bring history to life.
But there is no feeling behind the eyes. So if you've got somebody who's proclaiming that this is the greatest thing ever, and it is questionable whether they are real or not, then that just completely and utterly ruins your credibility. And I think if you have a real person there, even if they started off with a negative thing saying, I didn't think the theater was for me.
I've seen them work really well. It's a great hook because a lot of us would be like, yeah, I don't that theatre's right for me either. Then that person then goes, but I was pleasantly surprised. I was X, Y, Z, and it was so, so, so, and it's really personal experience. And if you script that, if you get AI to write that script, and then you get an AI to then put a person within your theater who's clearly generated by AI.
You just lose a hundred percent credibility. So in every, every possible way, please don't use AI. You're better off using somebody who doesn't want to be there. Because at least they're being authentic.
Adam Sykes: I mean, art is like, inherently very human, right? We want the connection and the people want to be spoken to by a human. I mean, think ten years ago, you'd call up a place and if you got a robot, people would get mad about it. So, I think it's just an extension of that, is people want to be spoke to, like, they're a person and the best way to do that is to be a person yourself.
James Akers: Going onto something slightly different then, the data that we've all got in our CRM systems. Can we use that to help identify what people want to hear about? Or does does it help us understand what content we should be creating?
Adam Sykes: Yeah, there's always an element of someone might not like what you're putting out regardless, or the type of content. But you can kind of infer what's working well and what isn't. If you put out a bit of content, if that includes a link to purchase a ticket or even just sign up to a newsletter or even just visit our website.
You'd have to do it many times, but you'll get a vague idea of when we do this type of thing, it seems to work well. And when we do this type of thing, it seems to not work very well. And you can kind of build a bit of an idea of you as an organization and what type of content that you put out. And what type of content that your audience resonates with.
The obvious best end result is that they buy a ticket and then you give them content of come buy a beer at the bar beforehand and you can track and see if they bought a beer beforehand. And here's 10 percent off next time and, track the whole process through it. And just see what works well and what doesn't And that's probably what I would actually say is like, just see if it works or not don't just be worried Oh, I don't know if I want to try this, I don't know if it'll put people off. If people want to see your show, they'll probably see your show regardless. It's the people that don't so, you know, give it a try, see if it works. And if it doesn't, just do something else. You don't have to keep doing it if it's bad 
Dean Shaw: Yeah, and I think it's easy for us to think, oh, track this, track that. In arts and culture, it seems a little bit too commercial, a bit we're tracking them, and it's not very nice, but we're tracking them for the right reasons.
We're not tracking them to necessarily upsell them or try and get them a timeshare in Lanzarote or anything like that. We're trying to give them the best possible experience they could ever have and that might be that they book more with you or it might just be that they know more about the organization and they'll take more of an interest in it moving forward. So it might be that you put on another couple of shows and they're not interested in that but they're a real patron of your theater they'll be a real ambassador for you going back to that word of mouth. It is about finding those people who are happy to come along the ride with you and making sure that you are addressing their needs. But to do that you need to know what those needs are and what they respond well to.
If Adam and I were in a theater I would be picking his brains, is it mainly women that are booking? Are those the people that are on there? Are they booking on desktops? Is anyone coming into the theater to buy tickets? I'd be asking all these questions to try and get a picture of what that potential customer looks like because then that persona that I create or those multiple personas I create help me to make that content destined for those types of people.
Am I making content for those people who are the linchpin of the family? It's like, oh, they've got a Christmas show on. I'm going to book six tickets for my three kids and so and so's kids and are they the person that's the organizer of that? What do they look like? And how can we make sure that they know when our shows are coming on?
It's about just having that data so that you can make really informed decisions you've only got so much time and resources that you can put to this and you can test and test and test, but if you're going in completely opposite direction because you're refusing to track anything, then you're just wasting your time and the resources of the theatre.
Adam Sykes: Yeah. And then the content that you put out doesn't even necessarily have to have that we want to take your money at the end. It can just be the way that you speak to your audience, the tone of voice and how do they like to receive your content?
Especially around smaller arts organizations, often times the largest audience base is the people that are directly around you. And if you can speak to them in a way that resonates with them, and the way to do that is to track what they resonate with, right?
So if you want to build that sense of community, a really easy, simple way to do that is , they click through when we ask, when we address them by their first name and dynamic content in an email that picks out what genres they like and says, oh, instead of showing the live music show that they never come to I'll show a Christmas workshop that they always come to and and give them a bit of tailored content to receive. But just getting getting that sense of community built up is very important as well.
What I would say is, people, I'm a victim of it myself when I've worked in these jobs, is that you do an event and you're like, right, I'm just moving on to the next one. I can't think about it. It's busy, busy, busy. And I would say, you might need to spend one day just creating the process to get that information out after a show, but once you've done it that one time, it's a very easy then built in process of, oh, after a show, this is what happens.
I pull all of this information and I get these insights from it. But I'd say, take the little bit of time that it takes to make everyone's jobs easier.
James Akers: And if you need help to create those processes, and have a think that stuff. Adam's here for you. So get in touch for a free one-to-one. 
I thought I'd end just by asking some really difficult questions. 
So thinking about, you might have a tiny budget. You might be the only marketing person in your organization, but what practical quick wins can people have? Are there any that come to mind for you?
Adam Sykes: A very easy, simple one with a CRM, which is usually first out of the box thing that they offer anyway, is to set up that automated email of either welcome to our organization. You buy a ticket, you get your receipts, but set a little follow -up, thanks for booking, here's the information you need to know about it, or even like a newsletter sign -up, here's what you get by supporting us, thanks for supporting us, a bit of personalization around it, a bit of of voice, just to establish this is how I'm going to speak to you. And make that person's first interaction a lot more interesting than just I've paid you money and I'll get a receipt.
So yeah, I'd say that's probably a very easy standard, straight out of the box, do that. Whatever that is for you, there's very simple automations that you can use, both within your CRM system and whatever email platform that you're using as well, that can also talk to each other and make that as easy as possible. 
James Akers: And it doesn't have to be email either. It can be text messages and stuff like as well. Can't it?
Adam Sykes: Yep, text messaging, Whatsapp's becoming very popular now, it goes back to the thing I was saying earlier about bit less corporate and more your mate texting you. Whatsapp is, doing very well in terms of book a ticket and, and come see the show as well.
So yeah, there's, there's plenty of avenues to do that. And again, come chat and we can talk about them all.
Dean Shaw: Going to the quick wins. I just think user generated feeling content such as the talking head happy people that have enjoyed it, that's wonderful. But if you're at the beginning of a show and you can't get that until the first or second night, then you can then talk about the process, the behind the scenes, the rehearsals. Hello, I'm Dean. I'm going to be Buttons or whatever it is, and I'm really looking forward to it.
 Whoever it may be that kind of personal touch or like a thank you, like going back onto this automation, I'm quite fascinated with it because I'm thinking you could have almost personal messages like, thank you for booking with us, XYZ, blah, blah, blah.
As a thank you, we're giving you, whatever, half price when you come to the bar, blah blah blah, ask to speak to Dave or whatever it is. And it could just be quite a personal touch that absolutely everybody else is lacking. And you can follow it up straight away after they've booked.
If they've in the past, you could have a special message to them as well that could be sent out to say, Look, you've been such a great patron of us, we'd love to see you on next show.
And I think that can all be communicated so beautifully on just video on a phone. Once again, quiet part of the room, no distractions, no noise, nice big subtitles so if you've got sound off, can still understand what's going on and it can all be done in just a really sort of easy breezy way.
But if you are finding that send shivers down your spine, just have a chat with me for an hour and we'll put it all bed and we'll be perfectly in order in no time at all. Nothing to be scared about, it can be done quite simply, and the tools are there to make life a lot easier for you these days.
James Akers: Brilliant. Thank you so much for sharing your insights today. It's been really interesting to chat and see your specialist overlap when it comes to CRM and content. If you do want help in any of these areas, please do get in touch with us. Dean and Adam are here for you. 
Adam Sykes: Bye.
Dean Shaw: Bye everyone. Thank you.
Adam Sykes: Thank you. 
