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Adam Sykes: Can I pitch you an intro, James? 
James Akers: Okay, go on.
Adam Sykes: Welcome to the Digital Culture Podcast. We're digital, we're cultural, and we are a podcast. How's that?
James Akers: It's perfect! There you go.
Adam Sykes: Is that any, is that anything?
James Akers: That's spot on.
Adam Sykes: We are definitely a podcast.
James Akers: That's it. I'm not doing anything else. I'm just gonna leave it as that.
Mike Glenton: Adam, you're fired.
James Akers: That's producer Mike coming on telling him he's fired.
Adam Sykes: Maybe I need to pitch, like that's the thing I do
James Akers: Yeah.
Adam Sykes: every week is I pitch a new intro.
James Akers: Yeah, I'm down with that.
Adam Sykes: How you been, James? What you been up to?
James Akers: I'm all right. Uh, our listeners might be going, "What the hell's going on?"
Adam Sykes: Two voices!
James Akers: Two voices, yes. Both Northern, kind of. I'm, I'm adopted Northerner. You're actually Northern. Yeah, so we've got a co-host this time, the wonderful Adam Sykes is with us.
Adam Sykes: Hello James. I am a white man in my early 30s in a floral green Hawaiian shirt and a camo hat. And I am the CRM and box office ticketing Tech Champion at the Digital Culture Network
James Akers: Nice. And I'm James. I'm still James. I'm a Tech Champion for Data Analytics and Insight. I'm a white man. I've got my headphones on today. Got brown hair. I've got a black shirt on, and behind me is actually my poster that I absolutely love from, Bob and Roberta Smith, which it says, "There is still art, there is still hope."
Adam Sykes: Beautiful 
James Akers: Every time I have a call with somebody, they're like, "Yes!" And I'm like, "Yes! It's good.
Adam Sykes: having art in the background
James Akers: Yes."
Adam Sykes: I, mine are mostly Leeds- based beer festival posters and film festivals that I've worked on previously. We are also as we will always be, joined by producer overlord Mike in the background as well, who will be silent, monitoring our progress and all of those wonderful producing side of things.
James Akers: That's it. Perpetually judging us. I think that's why we're doing the co-host, is that one of us is gonna go.
Adam Sykes: Yeah,
James Akers: Which one will it be?
So what's new with you, Adam?
Adam Sykes: Oh, what's been going on? What... it's gig season, James. Summer, sun's out, gigs are happening. I was at, as you can see by my hat, at Alabama Shakes gig just last night. It was the first time they'd performed in the UK in, in 10 years. I'm a huge fan. If no one's ever, never heard of them, please go give them a listen. Incredible, sound and color. One of the best albums. Top five of mine, I think. Incredible vocalist live, like better than the album recording.
Highly recommend. And then also, I'm gonna see Wet Leg next week as well. That's, that's all that's happening in Leeds. It's all, it's all popping off, so the place to be for some live music.
James Akers: That's it.
Adam Sykes: What about you, James? What you been doing culturally? Where you been?
James Akers: Well, there was that period where I just turned into a blob on the floor because we had the heatwave.
Adam Sykes: That's so true
James Akers: So, my brain does not function over a certain degree, and it hit that degree and went way past it. Yeah, so I, I did... there was a certain point in the day where I just did not function. But aside from that, I went to Venice for the Biennale.
Adam Sykes: How was that? What, tell me all about it.
James Akers: It
Adam Sykes: What did you eat?
James Akers: Oh, a lot of cicchetti, so there's little bits of bread with different toppings on. It was lovely. It was amazing. Got
Adam Sykes: how many toppings we talking?
James Akers: Uh, I mean, h- how many did I eat? How many cicchettis? I
Adam Sykes: Individual and,
James Akers: I don't know. But yeah. All of the toppings. and there was this amazing one where it was so simple.
It was just a cocktail stick with a pickled onion and an anchovy on it, and that's all it was. And I was like, "This is so simple, but so deli- ..." The salty punch.
Adam Sykes: Tell me what you saw.
James Akers: The main reason I was there is because the British Pavilion, the British representation this year is Lubaina Himid, who is based and lives in Preston, so obviously my local town where I live.
We were like, "We've gotta go and support her," uh, just for that. And it was incredible. Her work with the soundscapes that were with it as well really worked well, and there were just some amazing pavilions. And the one that I found was really great was the Ukrainian Pavilion, was... I mean, they're going through a lot at the moment, but the pavilion was all about joy, and it was how they find it in small moments, and the artwork and the different experiences that you had through that was just fantastic.
You might get other recommendations to go somewhere in this episode, but definitely go there. Go if you can.
Adam Sykes: I need to get a better friend group then 'cause, uh, I've not had any trips to Venice based on, on people I know.
James Akers: Okay. So if any of our listeners are artists and you are representing your country or p- participating in Venice Biennale, please invite Adam. He would love to go with you.
Adam Sykes: Yeah. Free tickets, flights, hotel, I think is much, much appreciated. And it's not bribery.
James Akers: So at the Digital Culture Network, we've just had Dean's webinar, and it was slightly different to our normal webinars. He worked with... 
Mike Glenton: Hannah Istead
James Akers: Hannah Istead. Thank you, Mike. So that webinar was so popular and we had loads of questions afterwards. We did another session specifically just Q&A, so it was an hour long and people could come along, ask their questions live, and it was really great just to see that interaction with everybody joining and all the different questions that came up.
So it was excellent.
Adam Sykes: Yeah, it was a really good session. It was a nice change of pace as a, a more of a conversational just, we're just answering a load of questions as they come in. I think it went really well. People seemed to really enjoy it, so it's good.
James Akers: Great, innit?
Adam Sykes: What we got, what we doing today, James?
James Akers: We're having a chat with somebody. About digital transformation and tips and tricks for approaching that kind of thing as a project. What digital means, we're gonna talk about that.
Adam Sykes: And fan favorite, AI, what's going on there?
James Akers: Good old AI raising its head again. 
 So, our guest today... is Ankur Bahl. Ankur is an actor, a writer, a culture sector executive and consultant. We're gonna have
Adam Sykes: many
James Akers: a man of many hats. Yes. So
Adam Sykes: hats
James Akers: Off we go. Let's dive in.
Adam Sykes: Let's do it, sound great.
James Akers: Plop!
 Hi, Ankur
Adam Sykes: Welcome
Ankur Bahl: Hi. Thank you
James Akers: Can you tell our listeners a little bit about yourself?
Ankur Bahl: So my name is Ankur Bahl. I'm a Asian American, Indian American man in his mid-40s, uh, with brown skin, short black hair. I'm wearing a gray button-up shirt with a black shirt underneath and a necklace with a freshwater pearl hanging down it. A little bit, uh, little bit of style on this Friday afternoon.
Adam Sykes: Very stylish
James Akers: And what's all these plants going on in the background? I can see cactuses. I can see... What's that one? I've not seen that before.
Ankur Bahl: I guess it's called, like, a frog plant. I- so my indoor plant knowledge is pretty limited. But that's a Christmas cactus. That's a frog plant in the background. Um, and yeah, I mean, got loads of plants in the house, and I'm a gardener, so I know my outdoor plants much better than my indoor plants.
And, you can hear from my voice, I grew up in California. So I grew up, like, gardening with my parents in the sort of San Francisco Bay Area where the World Cup is happening right now. Levi's Stadium is, like, three minutes down the road from my house. And yeah, grew up farming avocados and tomatoes and all sorts of fruit and veg, and, uh, I find that perennially difficult in this country, where
weather and the soil are not as kind.
Adam Sykes: M&S avocados don't quite, quite do it for you.
Ankur Bahl: Well, no, I mean, you know, the, the, the avocados are fine. Global warming notwithstanding. I think, um, I think it's more about like, you know, being able to grow it yourself within your home setup. But then also I think there's something about living in a city. I grew up in the suburbs, and there's just more space where when you try and live in the city, I live in London, and have enough space to actually like grow your own food, that's, that's not really what happens.
So I have, you know, a nice, what we would probably call cottage garden perennial situation. Monty Don tells me that's what I'm doing.
Adam Sykes: Tells us all.
Ankur Bahl: Yeah.
James Akers: What an icon Monty Don is.
Ankur Bahl: Mate, I didn't know that until I came to the UK, but was a solid period of five years where I watched Gardener's World on the time it aired. So I'd wait till the end of the episode for him to tell me what time it was gonna be next week. I have no idea why the BBC keeps changing what time Gardener's World is on. But, um, yeah, I would listen in.
Adam Sykes: Amazing
James Akers: So talk to me about what your experience is then.
Ankur Bahl: like I said, I grew up in the US and, um, I grew up dancing, so I grew up as a Bharatanatyam dancer, which is South Indian classical dance, as part of the Asian diaspora, the Indian diaspora in the Silicon Valley. And I went to journalism school for university, um, because I like to write and I like telling stories, and I, at that time, never really thought that I could be a dancer or an artist as a profession.
It just never even occurred to me. It wasn't part of the realm of possibilities for growing up in this sort of tech Silicon Valley at the time. And then I was very fortunate to get some funding to come to Europe. Britain was still in Europe at the time. But I was in France for a year and then in the UK for two years doing graduate work, specifically in contemporary dance and in migration and diaspora, and I was looking at the Asian diaspora around the world, the Indian diaspora around the world, and the stories we tell, and specifically trying to find ways to tell those stories on stage, and use sort of my journalism experience as a storyteller alongside that. And that sort of kicked off a career as an artist in this country. I graduated from SOAS and the London Contemporary Dance School and stayed here and worked as an artist.
And then sort of 10 years of working and performing and touring, um, of was itching to stretch my brain muscles in different ways, but also wanting more control in my life than you get as a jobbing actor. Um, and so I went to business school, got an MBA, and after that I went to McKinsey & Company for a while and worked as a strategy consultant for nonprofits, for, corporations, for government organizations, specifically thinking about digital transformations and around organization, and strategy. And then I went in-house for one of my pro bono clients, Sadler's Wells, where I became the director of digital stage and studio, uh, during the pandemic.
And so at Sadler's Wells, I was the head of launching a new website for them, launching their capability to be able to stream and charge for digital content, then became their most senior digital programmer and producer other than the artistic director, um, Alistair Spalding. And I did that during the pandemic when the rest of the program sort of came to a standstill and worked with, with some amazing professionals in that organization to really serve audiences and artists in completely different ways that, that hadn't been done in that organization before, and also were, were sort of new to the whole culture sector writ large. And then in 2022, sort of having seen Sadler's Wells through that period, uh, I was sort of itching to get back to performing and I returned to my life as an actor, performing on stage and on screen, and then, continued to consult for the culture sector, um, specifically around the projects that I had been doing anyway, which is strategy and digital transformation, um, and now work in that sort of dual capacity as a jobbing actor, writer, and as a consultant and executive within the culture sector.
Adam Sykes: What do you think ties all those things together? So across all your theater and journalism and consulting.
Ankur Bahl: I think the thing that is, like, at the heart of what I, I enjoy doing and love doing , is broadly described storytelling. Now, a lot of people do storytelling in different ways, but, for me, part of that is what I do on stage and on screen, but part of that is also being able to create the narrative or create the overarching arc of a story of how an organization or a group of people or, uh, a system can make things better or be envisaged in a way that is different to what it is today. Now that's a It's a very amorphous way of describing it, but I think that's kind of what it is, is, like, if, if I think of the digital projects that I work on so often, the value I'm adding is not really about, like, here's the technology you need or here's the technical solution that, that, that's gonna solve this problem.
It's really getting to the core of let's, let's do some real conversations about what the problem is, and then let's identify how you might be able to solve it and why you want to solve it. Is it, in fact, a problem, or is the problem something else? And I think that sort of tussle that you do with an organization on a digital project is similar to the tussle you do as an actor looking at a script. Dramaturgically, what is the dynamic that is at play, and how do I connect the dots to make sense of it?
I don't think there's a lot of people who th- think that that notion of storytelling is what ties it together for them. You know, there's not a lot of actors who'd be like, "Great, I'm also gonna be a digital strategist." But for me, that is what it is because I think, that that ability to translate from either a text to a performance of a text or from a problem to a solution of that problem actually is about creating the narrative linkages that make the thing make sense.
Adam Sykes: Yeah, and I think we, as at the DCN probably have a similar opinion about that in terms of, the technology's there. Like, it usually you can find whatever piece of technology that you need to get the job done, but most of the conversations are the people at the organizations, either internal struggles or, you know, external speaking to their audiences and things like that.
Um, so you, you've worked with many arts organizations. What would you say the, the challenges are, that are keeping cultural leaders awake right now?
Ankur Bahl: I mean, I'm gonna go with the very simple answer. The financial pressures that are on leaders in the culture sector are incredible. It, it's, it's super difficult right now, especially for publicly subsidized organizations or nonprofits, right? I think it would be flippant to say anything else.
One thing that I wanna go back to what you were saying about like you at the DCN, what you're thinking about humans and problems, and you had asked me it is that links it all together, and I think actually I'm going to amend my answer because actually, at the end of the day, I think performance work matters. I think people should be able to enjoy it, and I think artists should be able to make it. And so what I'm motivated by is like ensuring that institutions that I love, work for, can continue to do that kind of work and people can continue to access it. And so whether that is by creating great work, as a performer, as an artist, by creating the conditions within those organizations for that work to be able to be seen, to be made, to be experienced, whatever I can do in that ecosystem that's useful, I'll do. Now, going back to what we were talking about, I said it was about financial pressures, but
Adam Sykes: Mm-hmm.
Ankur Bahl: I think that's a very general answer. And the bit that I'm most interested in is there's a conversation about how audiences haven't returned post-COVID, right? And that has huge implications financially on the bottom line for most cultural institutions. But what that generalized statement underestimates, if it's stated as such, is that it's not that they haven't returned, it's that audience behavior has fundamentally changed, and the competitor set for the culture sector's offerings is larger in that there is a much more diverse, much larger set of offerings that fulfill the same needs as the culture sector does, and audiences are much savvier and much more selective as to which way they're going to spend their money and time. And I think cultural leaders are really trying to grapple with, in that new competitive landscape and in new sets of audience behaviors, how do we, one, articulate our importance and our value, and two, capture the imaginations and the hearts the people who we would love to serve, and thereby continue to support an entire ecosystem of artists?
I think there's a lot of leaders who are really thinking in complex ways about this, but I don't think anyone's quite gone, "Oh, here's the answer for how we compete against Netflix, Prime, YouTube, Spotify, podcast," Any number of other things, and then also all the people who are just like, "Leave me the hell alone. I'm just trying to get by." Like, I, I don't want your Facebook ad for a play that I didn't care about yesterday.
Adam Sykes: Mm-hmm.
Ankur Bahl: 
James Akers: I come back to this all the time, and it's, uh, a definition of what digital is from, Tom Loosemore, he was the deputy director at the Government Data Service years ago. But he said, "Digital is applying the culture, the practices, and processes of the internet era to respond to people's raised expectations." And I suppose we've got that competition with all these digital things, and then you've got the physical as well. Cultural organizations are still trying to work in that space of battling all these different things.
What have you seen through all the projects you've worked through of using digital and, what digital transformation is and can do for an organization to move through and make use of these things and meet that expectation?
Ankur Bahl: I mean, I love that definition, right? I hadn't heard it before, but I'd heard all the elements until the end, right? I'd never heard somebody describe it as in order to meet increased expectations.
I think that's really interesting, right? Because so often I think cultural organizations go on digital transformations because they're expected to do so, because they think it will make things easier. So rarely do they go, "Do you know what?
The reason we're doing this is because we cannot meet the audience or the artists' increased expectations post the internet doing things the way we have historically done them." That's actually quite compelling. I'm into that. I might take that. But I, I think Historically, this is changing, but historically, cultural institutions have thought about digital transformation as a back office function in relation to trying to decrease cost base in the face of economic uncertainty or austerity, right?
So if we break that down, just going like, "Look, times are tough. We have to be more efficient in how we do things. We have to bring the cost base down, so let's deploy digital tools." And that's where we're seeing a lot of institutions go with AI specifically, going, "This is going to reduce my cost base." Now, sometimes that means less cumbersome process so that human time can be spent on more valuable tasks.
Sometimes that does mean reducing staff. Sometimes that also just means reducing expenditure on consultants like me, right? But I think, it has historically been, like I said, a back office cost question, writ large In relation to your definition about a digital transformation being in order to meet increased expectations, what I like about that is going an audience expects, let, let's take a theater. An audience expects a really great night at the theater, but they also expect a really smooth ticketing journey. They really expect that the pre-arrival communications and engagement is compelling and clear. They expect post communications to be clear. They expect to be signposted on how everything happens in venue while they're there, and then they expect if they were delighted, they expect to know when the next thing is or if their friends around the world can't see this thing, where they might find it.
That, a nutshell, describes an entire digital content department's purpose within a theater so beautifully in relation to your definition of just meeting increased expectations. Similarly, if you look from an artist lens, I worked in digital programming at Sadler's Wells, and if I called a choreographer and didn't know the three other conversations they'd had with the producers and the artistic director in the organization last week, because our artistic planning meeting wasn't until next week, that artist doesn't feel cared for, that artist doesn't feel like they understand, and they feel like they're in a soup of this bureaucratic institution.
Whereas if we use our internal CRM in relation to how we speak to artists really well, then there's caretaking for an artist, and they are allowed to make their work and know that we have them. And so similarly, I think either from the artist or the audience lens, where digital transformation works well is if you go back and try and meet those expectations of the post-internet age.
To, to go back to your definition, I'm really enjoying it
Adam Sykes: It's a good one.
So, to hone in on what you just said there then, how should the cultural organizations think about that audience engagement in an increasingly digital world?
Ankur Bahl: I think there's multiple elements to how I advise cultural organizations to think about audiences. The first is you have to know who they are and how they actually behave.
 Understand what are the key levers you need to know. Is it postcode? Is it age? Is it demography? Like, understand your business model, understand what data you need for your organization to be able to drive its business model, and then leave it at that. Collect the bare minimum you can, one, need, and two, can handle to then who the audience is.
Then really spend some time understanding how they behave,
Adam Sykes: Just from a logistics point of view, it's like do less work. You don't need to be doing all of this.
Ankur Bahl: And I think it's really important for, execs within organizations, boards, and people who work in organizations to be like, "No, I'm not collecting that 'cause I don't think I need it. I need this answer, and I will be really robust in how I make that." And that will be different organization to organization. So I think there's like, one, like know who they are, two, how they behave. One, with you, and then two, elsewhere. Who is your competitor set? Where are they going? How are they spending? All that kind of stuff you wanna know, right? Three, build the systems to be able to collect and synthesize that data so that you're not having to do it multiple time in multiple spreadsheets.
Just like that is something that digital tools can do really well for you. And just make the investment to make it super clear and have one source of information that all of your teams use, from programming to food and bev.
Then I think realize that you have to do classic things that like, consumer packaged goods companies do so well, is think about the audience funnel and when they en- encounter you for the first time, how it leads to, through purchase, to loyalty, all of these things.
That's like classic audience engagement. But at the same time, I think you have to meet audiences in different places to where you might have done before, right? And this is, I mean, preaching to the converted. Most marketing professionals within our sector know this and do this very well. But I think it's like if you find that your audience is in fact middle-aged white women who work, then you're probably going to meet them in a different place to a Gen Z, much more diverse audience who are students, right?
And I think just being really clear about where they are and only spending your time there, and not deluding yourself into believing that you can be everything to everyone all the time.
Adam Sykes: Mm-hmm.
Ankur Bahl: Because one, that doesn't actually translate, and two, it makes you look really inauthentic and like you don't know who you are, and audiences today are super savvy to that.
I mean, especially because they're spending so much time in their own echo chambers and silos, they need to feel like they're being spoken to in ways that are authentic and true to their communities.
James Akers: Like our, uh, social media tech champions always say that about what social platform. They get asked, "What social, social platform should we be using?" And the response is where your audience is and what your capacity is. 'Cause if it's just you, one-person team trying to do all these things, you can't do everything and you can't reach everybody. So focus on where your audience is or the one you're trying to reach is. 
Ankur Bahl: Mm-hmm.
James Akers: And I think the other thing, I think, if we're talking about social media and you had Adam Koszary on who's much more expert at this than I, but I think there's something also about, what cultural institutions sometimes miss is an individual who receives an ad from your organization versus an organic post from your organization within whichever platform you're in, whether that's Instagram or Facebook, LinkedIn, wherever you, you are. An audience member expects those things to feel and look and sound the same And so if you are running your social media or any of your communications, newsletter, email, social media, all of these things from different people and different departments, which historically happens, they all need to be speaking the same language and in the same way.
Ankur Bahl: And this is where you invest in tone of voice, you invest in all sorts of, brand guidelines, and you invest in the editorial process of your organization to go, "This is how we speak," regardless of whether it's paid media or organic. And you might speak slightly different on different channels, just like any human would.
Like, I would speak differently on X than I would on Instagram, but I still sound like me. And cultural institutions on their paid media versus their organic media tend to sound very, very different, and it's weird, and they need to stop doing it.
And I think this is classic of most digital transformations. You know, if we go to the broader themes of a conversation, you have your IT team who's going, "Do you know what? We need to make this transformation for our CRM or for our HR system or for our finance system." But they're not talking to either the professionals who are in the HR team, the finance team, or, or the ticket sales team to, like, make the linkages, or they're, they're being asked to change how those teams work without, achieving buy-in.
And I'm not saying IT professionals are leading all digital change, but I think going back to your question, James, cultural institutions where there is an expectation that any one team can drive either a digital transformation or a large digital project are missing the point. And I think if you ask those cultural institutions, "If we're gonna do a big strategic project, which of the teams that need to be at the table, and who needs to be giving up their time?" They would probably say one person from each team. Whereas sometimes with digital transformation projects, they're like, "Ah, IT will handle it."
Or if it's an HR system, "HR will handle it." And then you're like, "This has implications for every human in this organization, why aren't you thinking about it in the same way?"
James Akers: Yeah, absolutely. 'Cause there are a certain bottlenecks actions people take in their jobs. Repetitive , tasks they may be doing, and it's slowing them down. And the IT team might not have visibility of that or whoever's driving this project. So you need to do those user interviews with everybody across your organization to go, "We're thinking of doing this. What impact would that have on you? Would it improve things? Would it make things worse?" So you need to have that dialogue, don't you, across everyone in your organization. You can't just go for it,
Ankur Bahl: It goes back to what you were saying about investing in systems as well, because someone spending three hours doing a manual task, that is cost of their hourly wage. So if you use that money that's being spent there to spend a little more money, you can use that to justify, you know, making your lives easier.
Adam Sykes: Everyone wants to have an easier job, right? Like that's, that's, that's all anyone wants is to show up and do as, as much as, as they can and focus on the more creative and fun and interesting parts of their job. No one wants to be sat in spreadsheets three hours a day.
I suppose looking forward then, how do you see AI fitting into the future of arts and culture? And what should organizations do about it?
Ankur Bahl: I, I I don't claim to be a savant. But I do think this is something I've, you know, I've talked to cultural institutions about for quite a long time, which is, digital problems, and AI included in that are not different Like, these are just strategic questions that you should continue to ask, which is like, "What are we trying to do and why?" And once you know what you're trying to do and why, and for whom, then your use or not of AI serves those purposes. What I worry about with the culture sector is there, there's a sort of, in our earnest, and I'm generalizing, but in our earnest desire to do right, there is a knee-jerk reaction sometimes to saying, "We just won't use it," or, " We'll protect everyone from it." And as well-intentioned as that might be- I think it, avoids reality.
And so I think if you go back to like Let's, let's start from an organizational lens. To go, " We as an organization don't use AI, it's not happening," that's a lie, right? There are people in your organization who are using AI. And Microsoft did a study last year, 71% of people are using AI at work whether they're authorized or not to do so, right?
And that is true of cultural institutions as well.
Adam Sykes: Yeah
Ankur Bahl: So if you as a cultural leader are going, "We're just not using AI and that's our policy," then, then I'm sorry, but that's not what's happening. Instead, you need to be creating governance that goes, " Here are the guardrails in which AI is used." Talk to your staff to go, "How are you using AI today?" In an open and honest way that is not punishment just go, "How are you using it?" Because your staff is identifying for you problems that exist within your organization and your current setup. That's why they're using AI. They're not using it because they're lazy or because they don't care.
They're using it because something isn't working and they're trying to fill a gap. And so find out what those gaps are and either solve them through AI or not, but solve them. Solve the gap. And then I think there's something about, again, money is not going to get easier, right? Public subsidy, trusts and foundations, donations, and ticket sales, what historically at least the cultural institutions that I, advise have their business models on, every single one of those areas is more and more difficult.
And so if you can cut your cost base ethically or if you can serve people's expectations better, then I don't see how you can legitimately not investigate the question and answer it in line with your values. I think going, "We're going to be led by our values and we're just not going to do it," is not good enough, I think.
James Akers: Going back to what you were saying about the policy that you might want for AI.
Ankur Bahl: Hmm
James Akers: Arts Council England have got a really good toolkit, so you can use that. 
Adam Sykes: Beautiful segue. 
James Akers: Yeah
 Adam's got a new question we're gonna try out for every guest now... 
Adam Sykes: So we're the Digital Culture Network. So what's one digital, cultural or network recommendation that you'd like to leave our audience with? It can be literally anything
Ankur Bahl: Do you know what, mate? I was thinking about this, and I really struggled because the one thing that keeps coming back to me is super inaccessible, but I'm gonna say it anyway, and then you can decide. So I went to see TeamLabs in Tokyo, which is an immersive experience where, like, almost 100 artists collaborated to create this massive immersive setup, specifically exploring the natural world. And I went with three kids who were five, 10, and 15 years old, and then me and my partner and my cousins and my brother and my aunt, who's in her 70s. And, like, from the five-year-old to the 70-year-old, everyone was equally delighted,
Adam Sykes: Mm-hmm.
Ankur Bahl: And it was, like, thoughtful and beautiful, but also, like, educational for all of us.
And it was an example of, like, hundreds of artists coming together and collaborating on one thing that didn't feel piecemeal and didn't feel, pastiche. And I love pastiche, but, like, in you know, if you, if you're gonna have one experience, you want it to feel holistic, and it, it was incredible.
And so not everyone is gonna be able to get to Tokyo. Sorry about it. But
Adam Sykes: If you are...
Ankur Bahl: if you are, go see it, and if you're not going to Tokyo, read about it. And, like, I think there's a lot to learn about how these artists got together, what they've built, and how the systems are working together to serve millions of audiences, in this new experience economy that is demanding more of immersive experiences.
James Akers: Lovely recommendation.
Adam Sykes: Yeah, everyone start booking your flights now.
Ankur Bahl: I know. Could you have just imagined? I mean, that's like literally my recommendation is like the worst for the planet. 
James Akers: Well, it's been so good speaking to you today, and thanks for all your insights. If people wanted to find you, where should they go?
Ankur Bahl: People can find me on Instagram @ankurbahl, A-N-K-U-R-B-A-H-L. I'm also on LinkedIn for those who are more professionally minded. Find me in those two places.
James Akers: Wonderful as always.
Adam Sykes: It's been great.
Ankur Bahl: My pleasure. Thanks for having me. 
James Akers: That was a nice chat with Ankur, wasn't it?
Adam Sykes: Lovely. What a great guy.
James Akers: Yeah
Adam Sykes: Very informative, very... lots to say, a lot of insight. Done a lot of stuff
James Akers: Yeah. I think it's really interesting talking about digital transformation because a- as he said, people sometimes think it's one thing over there for a digital team, like an IT team to do. But no, it's not. It's across the whole organization, and it, it's about knowing the problem and then working incrementally to fix that change.
And it can be technology, it can be new processes, but there's different ways of doing it, and you've just gotta always learn to go through that. Quite interesting, wasn't it?
Adam Sykes: Yeah, I really liked just like when he talks about social media and just like having that consistent tone of voice and like you're not trying to be fake, you're trying to be yourself, but consistently across all of your communications. And I just think that's really important for a lot of organizations these days.
James Akers: And, with the rise of AI as well, we, we touched on that. The Arts Council does have that policy toolkit, so if...
Adam Sykes: Check the link below.
James Akers: Check the link, but yeah, have a look in the show notes. It'll be there.
Do check it out 'cause it is a really good, well-structured process that you can go through to design a policy for your organization so everybody is on the same page when it comes to it.
'Cause it, you know, people are using it, 71%, Ankur said.
Adam Sykes: I've ne- I've not heard that one before.
James Akers: Whether they're allowed to or not, they're going for it.
Adam Sykes: Yeah, across the board everyone's using AI for, for good or ill,
James Akers: So, you mentioned at the beginning that you've been seeing some gigs in Leeds.
Adam Sykes: Yep
James Akers: There's a, culture sector gig essentially next week, isn't there?
Adam Sykes: Speaking of Leeds!
James Akers: And so um, so this episode might go out the sa- the same week that this is on.
If you're listening on the way to or from the Arts Marketing Association conference in Leeds, come and say hello. 
Adam Sykes: Yeah, we're gonna be there. 
Me, James, our Social Media Tech Champions, Katy and Nicola, and producer Mike, and our communications officer Emma will be there as well, so it'll be quite a nice handful of us, so come and say hi. Say, tell us your favorite part of the episode, but also do that anyway. Give us a like and a review and a, know, do all of the five stars across the boards
James Akers: Thanks everyone. See you again. Bye. Say bye, Mike
Mike Glenton: Bye!
 
