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James Akers: Hi, everyone. Before we get started with today's episode, I've got a favour to ask.
Whatever platform you're listening to this on, would you mind leaving us a review? We'd love to hear your feedback, and it will really help us reach others. Thanks in advance!
 Hello, and welcome to 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 and an orangey T-shirt today.
My guest today has worked in the sector for many years, from viral tweets about sheep at the Museum of English Rural Life through to heading up digital at The Audience Agency and leading content marketing at Canon. He's spent his career helping organisations find a unique voice in the digital age.
Now a freelance social media and digital marketing consultant, it's Adam Koszary.
Hi Adam!
Adam Koszary: Yeah, I'm Adam Koszary I'm a white man with brown hair and a kind of brown and crappy beard and a white T-shirt. I'm a freelancer in the cultural sector, mainly in social media and content. I've just been working for myself for the past couple of years 'cause I had a baby and we got a dog, and I need to spend the majority of my time with them.
James Akers: I thought we could start off with talking about what social media is and how it's changing. You had amazing success at the Museum of English Rural Life with the Absolute Unit tweet, which was a massive sheep if listeners have not seen it. That was quite a while ago now, but it seemed like a really fun time.
What is social media like now?
Adam Koszary: So it's been getting I'd say worse and worse 'cause I hate sounding like social media is so gloomy and social media is such an evil tool. But a lot of what I've got to say is that it's also a powerful tool for engaging people with what we do. And you don't see that kind of thing unless you actively seek it out.
But you do need to be wary of when you start crossing over into those weird circles of social media where things are polarized and taking a stance on issues which you would think would be quite accepted and normal, can suddenly turn into a flame war.
James Akers: So what can we do to mitigate against that? Is it having a social media strategy? Is it having a policy that everyone in the organisation works towards?
Adam Koszary: It depends on the organisation. I think if you're quite a small place, like fewer than 10 people, you almost come to it just through trial and error. And by knowing everyone, knowing the programme, you kinda get a feel what the focus is, who we talk about, and you're constantly in conversation with other people.
When it gets to an organisation the size of a national or even a regional museum or gallery or theatre or whatever it is, you do need a strategy, and it's about, like, defining that safe space 'cause you're not trying to crush people's creative spirit. You're trying to say, " This stuff is out of bounds 'cause it's irrelevant."
'Cause we'd like... Even 10 years ago, we were saying you could just post cats and dogs all day, and it will get engagement, but it's nothing to do with what the organisation is about. So that's out of bounds, but this is a safe space to play in, and you can still have a lot of creativity. You could still have done, you know, the Absolute Unit tweet in that space, but it's just keeping you focused. And actually, that's become even more important with the way the algorithm's gone. I know particularly YouTube and TikTok are now using AI to pinhole your niche based on all of the content you produce.
So it can kind of say, "This account is about this thing, and this account is about this thing." And if you're constantly talking about lots of random little things, the algorithm won't really be able to tell, "Oh yes, this is a museum about this thing," and it will struggle to know who to send your content to.
So you need that focus. I think everyone could have a strategy, but it takes time. Although I found that you can usually do a pretty good bare bones one in a couple of days 'cause most people already know. It's just getting the consensus, and it's difficult to come up with that consensus unless you, you know, spend the time actually sitting down and writing it down on paper.
Otherwise, you're constantly fretting, "Should I be talking about this? Is this the right thing to be doing?" But if you've had your boss sit down and say, "Yes, go and do that thing," then you can go crazy.
Whereas I started in my career just making it up, frankly.
To an extent, 'cause I used to say this when I talked about the Absolute Unit tweet that was just one example of many posts we could have made. But it's backed up by I knew everyone I worked with. I worked with the collection for six years. I've been to and helped with pretty much all of the public events that the museum did.
I knew what we were, who we were for. I knew how to use the collections. I knew what to stay away from. I knew what stories had landed and hadn't landed in the past. So you kind of just get an intuitive feel for how to do it on social media. But then if you're fresh in an organization and you can't spend six years learning all that stuff, you need some of it written down.
Otherwise, you're starting from scratch and you're going to make mistakes.
James Akers: Have you got any great templates that you can use?
Adam Koszary: Annoyingly, I seem to change it every single time I do it, but I don't think you can go wrong with content pillars, because that at least focuses you on, "We wanna talk about this thing," but who's gonna find it interesting? And are they on a particular channel, or do they want something long form?
Do they want something short form? But then you have to test it out and see if that actually works. So content pillars are my usual go-to, but I've also found you need to balance that with the strengths of whoever is actually doing the content itself. So if you've got someone who's particularly good at trends or someone who doesn't wanna be in the limelight, but is a great writer, someone who can do video, but is a bit nervous. It's about gearing it so that they're doing what they're good at, rather than trying to stuff them into, you know, a style that just doesn't work for them.
Because you can do content 50 different ways, but, like, if I was asked to become, like, an on-screen personality for a museum, I would hate every second of it, 'cause I don't particularly like being on video. But if you got me to do voiceovers, if you got me to film other people, if you got me to write things, I can do that.
So it's always the skills of the people you're working with are just as, as important as this pie in the sky. Yeah, we wanna be this incredible presence on social media, but you've only got the people you've got, and you can train them into different things. But usually, people have some sort of superpower, which is a really naff way of saying it.
People have their strengths. 
James Akers: I find that in my specialist area around data analytics and report building and stuff like that, the organisations that are further ahead, if they've not got a specific role, which is like a digital analyst or something like that, is people that have an interest in it, and they love data, and they love diving into it, and they spend their time and get excited about it.
And it's having those people in it to, as you say, use their skills and their interest to then align with what you're trying to achieve.
Adam Koszary: It's rarely one person's job now as well.
If you don't wanna film someone, is there someone front of house? Is there a curator who's particularly keen for it? If people hate that with a passion, can they at least send you pictures? Can they help generate ideas?
Everyone's got their place in the machine, but it's different for every single place I've worked with, I think
James Akers: And I suppose, it's really interesting to hear their views on why they use social media themselves, 'cause some people use social media to connect with family and that's it. Some go on to entertain themselves, some to learn about other stuff. And I suppose those views are quite helpful as well.
Adam Koszary: They are. And weirdly, everyone has their own social media too, because with, the way the algorithm sends you stuff it thinks you're interested in, you could be seeing a whole set of content that a person you're sat next to in the office never sees on their phone, because you're interested in medieval castles and church organs, and the other person's into heavy death metal and cat comics.
You could be talking about something which you assume is viral 'cause it's had loads of engagement, and this person's never seen it or heard of it in their entire life. And I have that conversation pretty much every week with people.
James Akers: Yeah, that makes sense. It sounds like everyone experiences social media differently depending on how they use it then. So stepping back from that then, what do you think the actual purpose of social media is now, especially for organizations and artists and practitioners in the cultural sector?
Adam Koszary: I mean, it feels like its point is to destroy society at the moment, which is too harsh, I think. 'Cause really I just-- I haven't quite landed on whether social media has been a positive or a negative for society, but it's fast turning into a negative. But I think because of the way in which every tool can be a negative.
Like if you're a Catholic, the printing press was probably not a great thing . TV for dictators and all the rest. So it is a tool, um, a tool that is weaponized though, which is how it's a bit different, I guess. But really if you kind of try and ignore all of that, in the end, it is just a thing for showing people stuff and talking to them.
So for us as a sector, the point of it is the same point we exist in the first place, I think. We educate, we build communities, we inform people. Everything that you do on site, you can do in a slightly adapted way on social media, but usually to a ton of people who would never come to you in person. So yes, someone seeing your post online isn't the same as a ticket sale or exiting through the gift shop, though you can try and make that happen.
But if you think back to why a lot of cultural venues exist in the first place, it is just to show people stuff and tell people stuff and bring them in and help them be part of that conversation. And if you can get it to work, then it can be very powerful.
I was lucky enough to be brought to, like, museums and castles when I was a kid 'cause there wasn't much else to do in the Black Country, I guess.
Like, you'd just have to leave and find something with some trees around it But I'm conscious, so many people don't get that experience. They can live, you know, to adulthood without ever having entered a cultural venue or engaged with it or done anything to do with it. And social media, if you can fit the message to something they find appealing, that can be their route in.
And you would never have reached them otherwise because they'll walk past your venue and think, "That's not for me." But if you can get them interested by just giving them an interesting fact, by doing something entertaining, by doing a really nice bit of work on social media, you're potentially opening someone's mind to all this other stuff that they...
That through your social media presence, you can show this is actually for you. Like you thought it was something for maybe middle-class people, or for white people or for whatever, just not for you. But actually, where we meet them where they are on social media, that's where you can really start to reach those audiences who, yeah, who don't think it's for them.
That's what I've always found from my work anyway. That's usually what drives me to do it in the first place. Someone saying, "I never knew this," or, "I'm gonna go visit this place next month because of this." And I think you have to kinda see it to get it. And the problem is it's very hard, particularly for smaller places, to get that critical mass and to get that kind of response.
So you can look at it and think it's all just a waste of time, but then when it does hit, you're like, "Ah, okay, that makes sense. This is why we're doing this."
James Akers: Is that the approach to have then instead of trying to go for one big viral moment?
Adam Koszary: I feel like it's often the way, but I also spend 25% of my time saying, "Don't worry about it." 'Cause I often think... I think of online audiences almost in three ways. Like, there's, there's your niche audience who will kind of follow you and care about your stuff regardless whether, you know, they live in your town, in your local museum, you're about a specific artist and there's a community of people around that artist or, it's a local water mill and people visit the mill and get their flour.
That's a very niche thing.
James Akers: Wow. Where does that happen?
Adam Koszary: Sarehole Mill in Birmingham does that, which inspired Hobbiton, I think. But you know, they say everything inspired Hobbiton. There's a mill near where Tolkien grew up, and it's... they got it working again, and it's part of Birmingham Museums Trust now.
It's very cool. And that will just have an audience of Tolkien fanatics who would visit just because it's inspired Tolkien. And you can kind of get away with just posting stuff without trying to make it go viral for that audience. And if you really wanna build a deep connection with that community, that's fine.
Like, you can just keep talking about the stuff to people who you know are gonna care about it deeply. You don't need to try and make it more relevant to everyone else. But then there's a wider group of people who have an interest in what you do, so they might have a general interest in art, history, writing, whatever it is.
But for your specific niche, you need to elevate it slightly to reach them and make them care. 'Cause you can't just be like, "If you know everything about Reading, then this is a post about this thing in Reading." People will be like, "I don't live in Reading. I don't care." But if instead you say, "Did you know there's a lost king buried under the abbey ruins in this town called Reading in southern England?"
Suddenly that's of greater interest to people who are just interested in history. You can draw them in. And then you've got the wide, vast majority of the internet who don't care, and they will only care if you make it entertaining or very informative or you make it engaging first and foremost and the story is just what supports it. And then maybe it's about leading with a message that this king of England died from a surfeit of lampreys, what's a lamprey? And go into like the gory details but they're not necessarily driven by interest in history they're driven by the fact that it's entertaining first and foremost and it's no problem sticking to that niche if that's all you've got energy for and that's the only community you're aiming for but if you want to really get that scale then you have to start adapting it to what works in each of the channels adapting your story so that they've got that interesting point of interest first rather than starting with "I'm a curator at Aylesbury museum and i'm going to be talking about this thing" you start with the hook and go in from there.
I think it is much easier to go viral now, weirdly, because of the way the algorithm has changed. Every now and then it will punt you in front of more people, and if the content is good in the first place, it has a good chance of reaching way more people than you expect, particularly on TikTok and Instagram. 
James Akers: So you've talked a lot about cutting through and being engaging, and that really comes through in your own voice as well. One of the things I really enjoy about following you is that you don't seem to be afraid to say the things that others are potentially too polite to say. 
Where does that come from? Is it just who you are?
Adam Koszary: I've never interrogated it. I think some of it might have come from just existing on Twitter in its golden age, 'cause that is when everyone would say what they wanted until everyone realized that that would just come back and bite them in the arse. But some of it is, I think some of it is just me.
I'm the same when I work in an organization. I hate, I hate bureaucracy, and I try to build as little of it as possible. I was trying to find this meme I posted a while ago and came across one of my old posts where I see all of these matrices and scaffolds and complicated ways of, like, doing leadership. And there's a lot of it around digital leadership of, like, you know, you can define people this way and do it this way and create this Excel sheet to make you better at your job.
And I just think, have you not tried just employing a good manager? We build so much, and particularly around social media, which at the end of the day is someone sat on a phone, a computer or in a meeting, having a good idea and going and doing it. And sometimes that's informed by strategy.
Very often it's just you've employed someone creative who knows how to tell stories about the place you work at, and we overcomplicate absolutely everything about it. And you can see content creators freed from a lot of that bureaucracy and freed from a lot of that expectation and requirements and everything else.
Like, I've worked in council museums. You can't post a picture saying it's a nice sunny day without passing it past a council officer. But the world has moved on when I think a lot of museums still work in structures that were basically made in the early 20th century, which are very hierarchical and are very structured in a way to keep power in certain places in an institution.
And that has changed in a few places, and is changing in a lot of other places. But I just don't think we're particularly caught up with how fast and how creative social media and content need to be. And content creators have shown us the way because they can just post what people like every day, and if people don't like it, then they pivot.
And my dream is that museums can get into the same position. They know what is good for putting on the newsletter, and they know what is good for putting in the museum, and we can know what is good to put on our social media channels, which is pretty much just what people want to listen to and hear about and look at.
And there's, there's enough examples out there to show what people are interested in, which is usually stories, like genuine interesting stories and discussion, as well as trends and not taking ourselves too seriously. But we put a lot of stuff in the way of that. So I do get frustrated quite often. A lot of that is born from just from working in the sector.
It can be a very frustrating place to work, where you can kinda know what needs to be done. Uh, but it's very hard to get people to agree with you. But I think that's changing now that so many other people have shown the way. Like I've already said with Royal Armouries, there's obviously Black Country Living Museum.
West End theatre has been knocking it out of the park for years 'cause they have the same mindset. Like, give people what they like, and they'll come and buy tickets. So yeah, I dunno. It's half personality, half just lived experience, I think, being an arsehole.
James Akers: Keep doing it. I absolutely love it.
Adam Koszary: I feel like I've got softer though. I've probably experienced too much of it from the other end where I'm like, "Oh, God, why has that person just gone off and done that thing?" So I've, I've kinda like raised my bar from pure anarchy to maybe let's put some limits around the anarchy so we don't get in the Daily Telegraph.
James Akers: Nice. Yeah. 
Adam Koszary: That's healthy. That's growth
To be fair, I always go back to George Orwell's rules of writing for pretty much everything I do. There's the classic, don't use a long word when a short one will do.
Don't use anything stereotypical or, like, something that you would expect. And I think that's a good rule for pretty much everything, and we get too stuck in our ways. Just do it differently.
James Akers: That links back to the introduction, is that you help organizations find a voice, and it's finding the right voice for what they offer and, the staff there and what their values are.
Adam Koszary: Yeah, 'cause everyone assumes you have to have a funny tone of voice, but that's quite hard to get, I think. I think you can grow into it. Everyone I meet stresses out about tone of voice because you're putting it into usually the hands of one person, and you're relying on them to get across the entire personality of the organisation, which is full of many different personalities, and it also has to work for social media.
People assume that you can just teach someone to say, "Just write in this way and everything will be fine". But obviously, writing is a creative act, and speaking on camera is a creative act, and there's different choices that go into that from your background, from who you think you're writing for, what you're trying to say.
And structures can help there by making it more coherent. But usually you just want a tone of voice that makes people care and sit up. And usually that just means, you know, using a set of structural devices, whether that's the hook, using questions, taking a particular tone, whether it's very informal or whatever.
So I usually describe it as setting out with an, an intention, and then you'll find it along the way. So a bit like that safe space of where you create content in. Actually deciding what you don't sound like is often more instructive by saying, "No, we don't wanna sound professorial." We don't wanna sound like the council, or we don't wanna sound like this member of staff, if you're feeling particularly mean. And this is a problem because everyone's tone of voice ends up a bit like that SpongeBob meme.
You know, where Squidward-- Someone's come in and he's ordering a burger, and he orders like the most mundane, classic, like burger, chips, and, uh, drink order, and Squidward's like, "Daring today, aren't we?" And everyone's tone of voice ends up being informal, funny, and engaging, which is meaningless because it's so broad that you just...
It gives you t- almost too much license or too much of a rope to hang yourself with as well. So again, it goes back to who's writing it, and it's quite helpful sometimes to write things to an audience where you sit down and think, you know, we need to talk about this thing. How would we make it appeal to the 16-year-old who doesn't want to come?
How do we make it appeal to the 45-year-old father of two? How do we make it appeal to the retired expert in this field? And which one are we prioritizing, and how do we make it work? But it's, it's always an ongoing process. It helps to have that broad, we're giving you license to be this way, but you've got to find, you know, how that actually looks like in reality, and to come back and refresh it.
Like, do your content crits if you've got time, which just means sitting around a table or around a computer and saying, you know, we did these posts about this thing. What do we like about the turns of phrase or how we posed this or whatever? And how do we try that again next month? And which bits do we think fell flat?
What do we think killed it? And how do we change that next time? So it's always being built on. Until something kicks off, and then suddenly the tone of voice you used for the post that kicked off is the tone of voice you'll use forever.
James Akers: You clearly have your own distinct tone of voice, and that comes through from your newsletter as well, which is Content of the Week. Where did that come from? Was it just because you were seeing all this stuff and you wanted to share it?
Adam Koszary: Part of it was I found myself now I didn't have a job doing social media, I wasn't seeing as much of it as I used to. Particularly when I was in Canon and before I went freelance, I kinda stopped looking at my phone a lot, which is very healthy, but not when you're trying to tell people how to do social media.
So part of it was just, I always need case studies, so it was an excuse to have a massive backlog of case studies I could go back to and say, like, "Here's a best-in-class example of this," or, "Here's a way of doing something interesting with something you think is always boring." But also I just quite like writing, so it's an outlet.
'Cause, uh, people, a, a lot of digital people I follow do week notes where it's like then what they've learned, et cetera. and I was also doing the digital snapshots at The Audience Agency, which Alec Ward now does, with aplomb. But I just quite like that regularity of here's a thought, here's some nice content to look at, here's what I'm reading or gaming, and here's a picture of my dog.
And again, I've, I've tried to keep that same tone of, what would you call it? It's definitely informal. There's probably too much swearing. But again, it goes back to every other newsletter tends to end up sounding kind of the same.
James Akers: Yeah. And I think you, you have a unique voice. I like the fact that you put swearing in there 'cause it is very much, it's you. 
Adam Koszary: Yeah, it's a very potty-mouthed voice. I've had to tone that down since having a kid.
James Akers: It's great that you're paying close attention to what's happening and, and sharing the good stuff.
Looking ahead, where do you think online culture is going?
Adam Koszary: It's a weird time at the moment because a lot of governments are putting in their age checks. The UK government, I think this week, talked about, controlling the tools or the ways of doing things on social media, so like the endless and that kind of thing. So not necessarily banning social media itself, but saying you can't use this way of manipulating people.
So - how much that will affect us, I don't know. It's obviously aimed more at like changing social media's effect on society than anything else. But online culture, I'm struggling to know where it's gonna go 'cause it, it was quite a logical leap from, you know, we have pictures and images and text, and now we've got and then where?
Like you could have said AI was gonna be some sort of jump and if AI keeps going in the way it does, then there's an argument to be made that what museums and galleries and other places do is have authentic, real human creativity, and that's a strength rather than a weakness in a world of AI slop. But the world of AI slop is already here, and I don't know whether I've seen a noticeable bump in heritage and arts engagement.
So the cultures will change as the generations change and people have different interests and there are different trends. I worry within the next... Not worry, actually, I, I gleefully look forward to within the next ten years, governments finally reckoning with the power that social media companies have and making it a safer place, but I'm not betting any money on it.
I feel like we're waiting for some sort of inflection point for something to change.
So that's either gonna be driven by the government or some form of new technology. You never know, we might actually get to some sort of metaverse, even though Zuckerberg jumped the gun on it too soon. The new Meta glasses work much better. You can tell it's a much more natural way of seeing things than through even a phone screen.
So I wouldn't be surprised if those kind of glasses become much more prevalent, and actually people want to see, much more of the candid stuff that you wouldn't normally see with a phone. Obviously, there's tons of privacy issues around Meta glasses, but just imagining someone going about their day and not having to worry about getting their phone while they're doing some conservation work or going to visit a historic site.
They just need to tap the glasses on, and you're basically in that curator or expert's head and seeing it live. And it could move to the kinda much more organic, less about let's plan the post and construct the post and do the post. Maybe it's much when our staff feel like it and they've been trained how to do it, they just bring you into their daily life when they're doing something interesting.
I think a lot of companies want us to become seamless with our online selves, but obviously, there's been that backlash with Gen Z actually abandoning social media and social media use going down and people recognizing the toxic effects , trying to do their detoxes.
So we're both accelerating and sometimes in equal parts, reacting against it. So that tension between the real and the authentic versus taking over our lives, it could go either way, I think. But either way, museums and arts organizations are well-placed 'cause we have the authenticity. We can be that nice corner of the internet. I don't say we should entirely stay away from culture wars, but there's a place for us to just say, "Here's where you can learn stuff and have a good time." Or if it does end up with being much more seamless and almost everything is live-streamed all the time to online, we've also got a place. But like I say, I feel like we're waiting for some sort of inflection.
Social media's been the same for years now. I don't know where it goes.
I'm not smart enough to know.
James Akers: You're one of the best placed people to know, so if you don't know, then there's no hope for the rest of us, is there?
Adam Koszary: This is why I sort of hate doing newsletters, 'cause everyone's always focused on the stuff that's changing week to week. But if you look at it broadly month to month to year to year, nothing's changing apart from maybe how it's reflecting to wider shifts in culture in general.
James Akers: What do you think the Digital Culture Network can do for people working in the sector today?
Adam Koszary: I think, and I'm not saying this just because I'm on the podcast, but you already do a great job 'cause like you've helped me, James, when I was at the Young Vic dealing with a Google Analytics problem. It's amazing just to have a resource of people who know what they're talking about and generously help you with their time and fix stuff that's technically your job to do, but show you how it's done as well.
So what I sometimes think the sector needs is more of a convener ' cause when Twitter turned into X and everyone left, some of them went to LinkedIn, some of them went to Blue Sky. One of the things I've really missed is that sense of online community in the sector, which seems to have like retreated into private WhatsApp groups or, you know, inane LinkedIn posts where, you know, you can just write in the comments.
I feel like, unless I'm just completely missing it out, 'cause like I know there's a London social media managers, group chat or Facebook group or but it feels like there's, there's just less of that community than there was.
It might be happening in ways that I don't know just because I've been out of it slightly and now I'm freelance. But maybe that way, just trying to build that community back up. Not just, "Here's a conference to come and go to," but, "Here's an event just meet and chat."
That kind of convener role. But I think sometimes that sounds a bit naff when it comes from like an organization like Arts Council.
But most people I know have worked with someone in DCN and they know you by name rather than like, "Here's Arts Council England convening this thing." It's more like, you know, "Here's James and everyone else convening this thing."
I'd have done it, but I'm too scared to, no one would turn up.
James Akers: Thank you. That's a really good suggestion. We're always looking for ways to improve the service and to help the sector so the more ideas, the better.
A lot of the people we speak to at the Digital Culture Network, they're one-person marketing teams, doing things on their own. Do you have any tips specifically for those people?
Adam Koszary: Yeah, speaking as someone who used to do social media as, like, 0.2 of my job, if that makes sense, like a fifth, I would say don't stress that you can't do everything. I'm gonna say from the outset, these are gonna be quite broad tips. But do not stress that you cannot do everything.
Like, it's impossible. You might look at other places doing incredibly well, but they have the resource, they have the time. You may even have people on your own staff saying, "Why can't we be doing all these things that this place does? It's so easy to press send on a post." They don't really understand, like, the emotional labor that goes into it, the planning, making sure people agree things, coming up with the ideas in the first place, and then doing it.
If you're posting two or three times a week, even less than that, it's fine. You've got a full plate. Like, you're not going to take over the internet. You just need to find the space to do something interesting where it fits in with all that other crap you've got to do. And don't compare yourself to the places that have, you know, one person dedicated to social media even, 'cause the amount of stuff you can do with even just one person is incredible. So don't stress.
That said, if you wanna be more efficient, I would definitely recommend having content days. 'Cause when you're constantly spinning plates and fighting battles, it's much easier to get people together for one day and saying, you know, "We're gonna shoot these 10 ideas," or, "We're gonna spend one day in your department, and we want this out of it."
And then you just get it all done, and that's your content ready to be published for the next month or two. It might require moving things around, but it's something I've learned from theatre, 'cause they don't have the luxury of dropping into people's offices and just getting things done bit by bit.
They're like, "You've got half a day on this day for the cast, and outside of that, don't even ask. They're rehearsing. They're doing other things." So it's quite useful to have that focus. Like, make that content like you can't reach these people again for the next month. Otherwise, you could also dedicate a day to just figuring out what to do, which sounds quite simple, but a lot of people rarely find the time to actually sit down and think, "Wait, why are we doing this post again?
Like, we do it this way, but no one ever cares. Is there any other way of doing it? And what do we actually wanna communicate? What is social media good for?" It goes back to everything I was saying about figuring out that safe playing area. Like, is your Instagram grid the message for percentage off a ticket price for members?
Or if your member's already on your email list, just email them that directly. People on social media are there for specific reasons, so sit down and think, "How do we give that to them?" And then have your content day. But those would be my top three. That's a mixture of practical and one don't stress about it, ' cause none of us live in a perfect world you just gotta have fun where you can find it, and have the confidence to put your foot down every now and then.
And remember that you're in control. Everything about human civilization is made up. No one's particularly gonna care if you don't do a particular post a particular week. It's not gonna really affect the broad thrust of human history. It's always gonna end in a heat death. All of it's gonna be meaningless.
So have fun with the time you've got, I think. Just don't stress about it and have fun.
James Akers: So Adam, if people wanna get in touch with you or sign up to your wonderful newsletter, Content of the Week, where should they go?
Adam Koszary: I have a very unique name until one of the Scottish branch of my family named one of their kids Adam for some reason, who's gonna grow up and then find out that I've taken all of the usernames in the world and all the Google search results. But if you Google my name, you'll probably find my website, but that's adamkoszary.co.uk, and that's got a sign up for my newsletter as well.
Otherwise, yeah, I'm on LinkedIn, I'm on Blue Sky. I live in Reading, so if you hang on Forrest Street long enough, you'll probably see me. Um, I won't tell you where I live, find me. That's your challenge, to find out where I live. I've left enough breadcrumbs on my digital presence that you could find out where I lived, um, which is why I can never become an actual celebrity, not that it's ever gonna happen.
James Akers: What a wonderful place to end. It's been fantastic speaking to you today, Adam, and thanks for sharing all your insights. It's been really, really interesting.
Adam Koszary: Thank you. 
