
> FEATURE

JAM 36 > 11

AMA annual review 2008–2009

The AMA is the membership body supporting anyone working to bring 
arts and audiences together. It has approximately 2,000 members from all 
art forms, at all levels of their career and from the UK and beyond 

Looking back at yet 
another productive 
year, I will let the 
figures speak for 
themselves to show 
all that the AMA has 
put together for its 
members.

Since April 2008 we launched a 
brand new service, Encore, the 
coaching scheme for senior arts 
professionals. We held 57 different 
events ranging from workshops, 
seminars, day conferences and 
network meetings at 18 locations 
throughout the UK, which were 
attended by 1,290 people.

The annual conference, WHY? 
Discovering the secrets of public  
behaviour and the arts, in Newcastle 
Gateshead, July 2008 sold out in 

record time and was attended by 
32% of the AMA membership. The 
2009 conference, Exploring artistic 
excellence and public engagement 
(Curve Theatre, Leicester) was  
equally successful and was attended 

by 528 people.
And, as always, we are constantly 

striving to improve our current 
provision of services – so read on and 
see what we have in store for you 
over the coming months.

Meet the AMA

A word from Simon Drysdale, Chair, Arts Marketing Association

The AMA supports its members by offering:

• �a wealth of resources 
to keep up to date 
with current issues 
and best practice

• �professional 
development 
opportunities: the 
Mentoring, Coaching 
and Action Learning 
schemes

• �networking online and 
in person with 2,000 
members from a wide 
variety of cultural 
organisations

• �conferences and 
training events to 
develop new skills, 
debate current ideas 
and discover practical 
solutions

• �books, journals, 
reports and case 
studies to inspire your 
thinking and support 
your professional 
development

AMA conference at Curve Theatre, Leicester 2009	  Leo Cinicolo Photography, www.leocinicolo.com
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Meet the membership 
Venue (performing arts only)	 25%

Gallery/museum	 15%

Performing arts company	 12%

Arts centre (performing and visual arts)	11%

Festival	 3%

Cinema, film and new media	 1%

Freelance/consultant	 7%

Student	 2%

Other	 24%

Meet the AMA staff

Julie Aldridge, Executive Director

Helen Bolt, Marketing Manager

Annabel Busher, Events and Services Manager

Katherine Dimsdale, Programme Coordinator

Hannah Fenton, Membership and Finance Officer

Kate Flannery, Membership Development Manager

Neil Parker, Freelance Business Services Manager

Andrea Perseu, Marketing Officer

Anna Upward, Events and Services Officer

Sarah Wells, Freelance Finance Manager

Meet the AMA board 

Simon Drysdale (Chair), Managing Director,  
Impact Print Display

Beth Aplin (Vice-Chair), Director, Aplin Partnership

Jane Donald, Head of Marketing, Glasgow  
Cultural Enterprises

Helen Dunnett, perviously Head of Marketing 
at Royal Northern College of Music (RNCM), 
now freelance

Steven Hadley, Chief Executive,  
Audiences Northern Ireland

Sarah Ogle, Communications and Sales  
Director, Liverpool Everyman and Playhouse

Avril Scott, Consultant

Jo Taylor, Head of Marketing, Wales  
Millennium Centre

Emily Till, Head of Marketing,  
The Sage Gateshead

. . . �is a not-for-profit organisation, with a turnover of just under £500,000

. . . �relies primarily on earned income from membership, events and services 
and does not receive any revenue funding

. . . �spends just 21p in each £1 on overheads, leaving the lion’s share, 79p, to be 
spent on supporting members’ professional development

. . . �provides its diverse range of services from an average subscription income 
of £75 per member?

Did you  
know that  
the AMA …

It was the need to ensure JAM was printed sustainably that first made me think that sponsorship was a natural fit 
for London Calling and our sustainable communication drive. The journal’s whole USP is sharing knowledge and 
experience, so it made complete sense that this advocacy of best practice started right there on the physical 
page, even before the type was set and the ink had dried. That’s eco-friendly vegetable ink, of course, and it’s 
reassuring to know that the words inside are as valuable as the pages are renewable. JAM’s good for all of us. It’s 
as simple as that. Tom Hunter, Sales and Marketing Director, London Calling Arts Ltd
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AMA events and 
services 2008–2009

Workshops, conferences and 
training events
Between April 2008 and March 2009 
we held 57 different events including 
the annual conference, workshops, 
seminars, network meetings, 
mentoring, action learning and ADUK 
(Audience Data UK) training courses. 
These events were attended by 1,290 
people in locations right across the UK.

Encore, the coaching scheme for 
senior arts professionals
Aimed at senior arts professionals, 
the Encore coaching scheme has 
been designed to help highly skilled 
marketers to build their potential 
in their current role and explore 
leadership opportunities for the 
future. Delivered with support from 
the Scottish Arts Council, Arts Council 
of Northern Ireland and the Arts 
Council of Wales, Encore provided 
training to 34 arts professionals across 
the UK and saw more than double 
that number apply for a place on the 
scheme. Fore more information visit 
www.a-m-a.co.uk/encore.asp

Top 5 downloads from 
www.a-m-a.co.uk
1. �Exploring artistic excellence 

and public engagement: 2009 
conference report

2. �New media, new marketing: 2008 
day conference report

3. �Making your mark: 2009 museums 
and galleries day conference report

4. �ADUK resources: www.a-m-a.co.uk/
ADUKresources.asp

5. �Thinking BIG! worksheets and 
additional resources: www.a-m-a.
co.uk/publications.asp

What would the arts and indeed the arts marketing landscape be like without the AMA? I think that none of us 
can imagine that now. Undoubtedly, the AMA continues to be an essential element in the professionalisation 
and development of arts marketing professionals all over the country. Along with the resources and steady 
stream of seminars and workshops, the annual conference is a date for all our diaries not to be missed.
Meli Hatzihrysidis, Senior Officer, Participation, Arts Council England, National Office

Thank you for awarding me the bursary enabling me to go to the AMA conference. 
It was an invaluable experience and I gained a lot from it, finding both the keynote 
speeches and seminars fascinating. I learnt a lot and it was brilliant to network with 
so many people from all over the UK. Back in the office I am now totally fired up with 
enthusiasm for developing our audiences.
Gill Illingworth, Marketing Assistant Distribution and Audience Development, Swansea Grand Theatre

	  Leo Cinicolo Photography, www.leocinicolo.com
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Looking forward
At the AMA we are planning a range 
of events and services for the next 
12 months. The aim is to provide 
knowledge, ideas, inspiration and skills 
on topics that members tell us they 
want to hear more about. We also 
aim to reflect changes in society in 
order to support and influence the 
future of arts marketing. Over the 
next 12 months, the AMA will be:
•	� launching an annual digital 

marketing day exploring the impact 
of new media on arts marketing 
and audience development

•	� providing Encore, the AMA’s coaching 
scheme for senior arts professionals, 

in all four countries of the UK, with 
support from the Scottish Arts 
Council, Arts Council of Northern 
Ireland and the Arts Council of Wales

•	� hosting a range of practical 
workshops across the UK on 
topics that include online 
marketing, managing change, the 
communications mix, copywriting, 
pricing, management skills and 
audience development

•	� delivering a customised version 
of the ADUK (Audience Data UK) 
training programme for the visual 
arts sector funded as part of Arts 
Council England’s Turning Point 
programme

•	� launching a new cohort of our 
popular mentoring scheme

•	� publishing JAM, the Arts Marketing 
Journal, providing theory, case 
studies, ideas and good practice 
on current topics such as 
segmentation (January 2010)

•	� and working with our member reps 
in every region of the UK to provide 
local networking events and 
opportunities for members to get 
together informally to share current 
ideas, challenges and good practice.

Where our money comes from (2008–2009)
Membership	 £148,311
Events (incl. project grants and sponsorship)	 £298,045
Member services	 £45,607
Bank interest	 £4,624

Total income	 £496,587

How we spend our money (2008–2009)
Member services	 £128,316
Events	 £266,986
Overheads	 £101,186

Total expenditure	 £496,488

Membership 30%

Bank interest 9%

Member Services 1%

Events 60%

Overheads 20%

Member Services 26%

Events 54%

I’ve belonged to the AMA since it began and have 
gained a huge amount from my membership. 
Catherine Holden, Director of Marketing and Development,  

National Museums Scotland

Julie Aldridge
Executive Director, AMA
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Mobile decisions

Marcus Austin shares the lessons learnt from 
creating the Guardian mobile site

One of the biggest problems for any 
internet news organisation is how 
to deal with the increasing demand 
by users to read your content on 
mobile devices, and how to make 
the experience on mobile a useful 
experience. Whereas it’s easy to test 
a conventional site against a range of 
common browsers (Internet Explorer/
Firefox/Safari) and screen resolutions 
(800x600, 1024x768 etc.), when it 
comes to mobiles things are much 
more difficult.

With mobile phones you have to 
work with thousands of browsers, 
as each phone typically has its own 
proprietary browser. Additionally, 
each browser can also work in 
different ways, depending on 
the network and the country; for 
example, a Motorola RAZR might 
display a website in a different way 
on Vodafone in France, compared 
to the same handset on O2 in 
Ireland. On top of this, there’s the 
problem of screen size, memory and 
connectivity. A low-end handset can 
have a screen size as low as 128x160 
pixels, slow GPRS connections, and 
can be limited to page sizes no 
greater than 19k. Then you have users 
of high-end devices like the iPhone 
and G1 Android that typically have 
resolutions of 320x480 pixels, can 
view multiple megabit pages and have 
fast 3G connections.

Because of all those different 
variables, creating a website for 
mobile users is always going to be a 
bit of a balancing act. Many publishers 
solve the problem by just creating 
a site for a specific device like the 
iPhone. And while the iPhone tends 
to dominate mobile page views, there 
is a ‘long tail’ of other device users 

out there who are desperate to get 
mobile news – if only they could find 
the right ‘mobile-friendly’ site. So, 
when we embarked on the Guardian 
mobile site, we decided that we would 
try to give the best user experience 
across as many devices as we could. 
To do so, we decided to split the 
service into four different versions 
that fitted with the Mobile Marketing 
Association (www.mmaglobal.com) 
screen definitions of small, medium, 
large and X-large:
•	� a low-resolution, text-only version 

of the site, for devices with 
resolutions less than 240x260 pixels, 
which would work on very small 
screens and would give a good user 
experience no matter what the 
connection speed

•	� a medium-resolution version for 
devices with resolutions from 
240x260 to 320x480 pixels which 
works with the majority of handsets 
on the market and displays text and 
graphics when appropriate

•	� a QVGA (Quarter VGA) version for 
devices with a resolution of 320x480 
(e.g. iPhone, Android) and most PDAs 
which displays text and graphics and 
can handle video and audio

•	� a high-resolution version for 
devices with resolutions greater 
than 320x480 (e.g. mobile laptops, 
netbooks) that have a big screen 
but may not necessarily have a fast 
connection.

The first stage to any mobile website is 
to be able to identify the mobile users 
from the normal users, and then to 
be able to identify the characteristics 
of the device. We chose to work with 
two third-party companies, Bluestar 
Mobile (www.bluestarmobile.com) and 
MobileIQ (www.mobileiq.co.uk), 
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to handle all of the device recognition 
and to build the site. But if we had 
wanted to do this in-house, we could 
have used services like Device Atlas 
(http://deviceatlas.com), which has 
details on over 4,500 devices; Handset 
Detection (www.handsetdetection.
com), which lists over 7,000 devices; 
or the WURFL Open Source database 
(http://wurfl.sourceforge.net). All of 
these services allow you to identify a 
device coming to your site and show 
all of its particular characteristics 
like screen size, page limitations and 
whether it supports audio, video etc.

The next stage is to identify what 
sort of content you want to display. 
Many mobile sites offer a restricted 
cut-down version of their normal sites 
content, so limiting the mobile user 
to just a few sections (normally news, 
business, sports and show business) 
and to just a few short paragraphs 
from the original copy. We felt that 
the Guardian audience wanted the 
same news, and would probably be 
disappointed if we reduced the text 
to a précis of the normal articles. 
There is also a perception in mobile 
users’ minds that a mobile website 
is just the normal website but on 
a mobile device. So, the Guardian 
mobile site offers content from over 
60 different sections from the main 
Guardian and Observer website; the 
content is the full content and not 
an abridged version of what appears 
on the main website; and we offer all 
the text and graphics from the site, 
including picture galleries.

The only parts of the main website 
content that we did deliberately cut 
out from the mobile service were our 
audio and video content. It’s not that 
users are not interested in audio or 

video – ringtone downloads have kept 
many mobile businesses in revenue 
for years – it’s more to do with the 
fact that mobile devices and the 
mobile connections aren’t really suited 
to downloading or streaming the large 
audio and video files we have on the 
Guardian site, where a typical podcast 
can be anything from 25 to 35Mb 
and even short video clips can be 
5–10Mb. And unless you have a very 
competitive data plan or an unlimited 
download plan there would be a 
good chance that one or two of our 
readers would get a large – and very 
unexpected – bill for downloading 
their favourite podcast.

The last part of building the mobile 
site is to drive traffic to it. We knew 
from our analytics that we had a large 
number of users who came to the 
normal Guardian website on mobile 
devices, but that many of them were 
not going to the mobile site or not 
finding the mobile site. To encourage 
users to use the mobile site we 
implemented a mobile redirect, so 
that if you were a mobile user typing 
in www.guardian.co.uk the server 
would automatically detect that you 
were a mobile user and send you to 
m.guardian.co.uk.

We are currently analysing the first 
four months’ worth of traffic and it’s 
interesting to see how mobile users 
react differently to normal web users, 
in both the times of day they access 
the site, and the sort of news and 
information they look for. The main 
mobile peaks in traffic are in the 
morning rush hour between 7 and 
9am, at home time between 5am 
and 7pm and then a peak after 11pm. 
Whereas the standard web traffic 
is big between 9am and 5pm, with 

a large peak at lunchtime between 
12noon and 1pm.

Additionally an event like Michael 
Jackson’s death, which happened 
outside the core 9–5 hours hardly 
caused a stir on the web, but mobile 
traffic was huge between 11pm 
and 2am when the ‘Is he? Isn’t he?’ 
speculation was rife. Similarly the 
Wimbledon semi-final between Andy 
Murray and Andy Roddick caused 
a huge leap in mobile traffic as 
the match went on and on and hit 
the going-home commute before 
eventually ending at 6.45pm, while 
normal web traffic again hardly 
showed any signs of a peak.

The main thing we have learnt 
from creating a mobile site is that 
the mobile audience requires a 
different way of thinking. Web users’ 
behaviours are straightforward, but 
mobile audience’s behaviours are all 
new. What a mobile user does and 
what they’re looking for changes 
depending on the time of day, where 
they are, the handset they’re using, 
and who they’re with – and the only 
way of finding that out is to build and 
test, and test again. 

Marcus Austin
Mobile Product Manager,  
Guardian Unlimited
e marcus.austin@guardian.co.uk

Web users’ behaviours are straightforward, but mobile audience’s 
behaviours are all new. What a mobile user does and what they’re 
looking for changes depending on the time of day, where they are, 
the handset they’re using, and who they’re with – and the only 
way of finding that out is to build and test, and test again.



Five things to consider when 
mobilising your audience
What are the key things to consider if you want 
to engage your audiences using mobile media? 
Mike Saunders answers
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> CASE STUDY

W
ith almost thirteen 
million people in the 
UK using their mobile 
phones to browse the 

web, and a 54% increase in ownership 
of smartphones last year,1 the market 
for delivering content and services via 
mobiles is already significant and likely 
to get much larger.

It’s hard not to get excited by the 
possibilities, particularly somewhere 
like Kew Gardens, which offer such a 
great outdoor space. But developing 
a successful mobile app can be 
expensive and technically challenging, 
so what are the key things you should 
consider as you plan your killer mobile 
app?

1. Who and why
Mobile phones are ultimately just 
another channel to your audience 
so, first, make absolutely sure you 
understand their needs. Second, 
decide what success looks like – is 
it primarily about raising revenue, 
increasing audience numbers or 
building your reputation with an 
influential user group?

Once all this is clear, you will 
probably have a number of 
propositions staring you in the face. 
Successful mobile apps generally 
exhibit at least one of the following 
characteristics:
• �providing things you can do on the 

move (e.g. games)
• �delivering location-specific content 

at the ‘point of interest’.

If your proposition includes one 
or both of these, it could work as a 
mobile app, but do also consider how 
your audience uses phones. Currently, 
mobile access to the internet is 

skewed heavily towards both  
younger people and men,1 although 
this is expected to even out as 
ownership grows.

2. Don’t forget the content
Because it appears to be the toughest 
bit of a project to crack, it’s often 
tempting to focus just on technology. 
But the reality is that planning, 
preparing and delivering your content 
will probably be the most difficult, 
time-consuming and therefore costly 
element of your project.

Choosing the right content 
treatment is important – for example 
by offering a service that is location-
driven, and feels exclusive and unique. 
At Kew, we’re aiming to develop 
services that feel as informative and 
delightful as walking around the 
gardens with our most knowledgeable 
gardeners or scientists.

Where possible, it’s of course 
sensible to re-purpose existing 
content – and there are a number of 
ways to do this. A great example is 
Brooklyn Museum, which has created 
a publicly accessible window onto 
their collections called an application 
programming interface (API), which 
now delivers content into their 
iPhone app.2

Mobiles are also a great platform 
for people to contribute their own 
comments or media, which is well 
illustrated by a trial run at Kew by 
the BBC and partners under the 
name ‘Stories @ Kew’. One hundred 
participants representing a cross-
section of Kew’s visitors took part, 
and between them uploaded over 
700 photos, videos and comments.3

It needn’t be complicated or 
expensive to offer such opportunities

 – there are many existing 
applications that are free to use. 
For example, using services like GPS 
Mission4 or Flickr5 your audiences 
can record their visit with location-
stamped images that can be shared 
with other visitors. There is an 
active Flickr community posting 
photographs of Kew, many from 
mobile phones. We are encouraging 
this and will be displaying some of 
them on our website.

3. Networks, guides and apps
Before you do anything else, make 
sure that people will be able to access 
your service by checking the network 
coverage at your site or sites.6 Even 
with good coverage, you may want 
to consider providing a free wireless 
network which can remove barriers 
to uptake and improve the quality of 
experience.

Brooklyn’s iPhone app, image by Trish Mayo

Stories @ Kew, © BBC
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If you can’t do either, then you can 
still offer content to download from 
your website in advance (for example 
as a podcast), but beware that take-up 
may be slow.

Tate has taken a successful hybrid 
approach, offering multimedia tours 
on iPhone and iPod Touch which you 
can download in certain Tate galleries 
from iTunes via a wireless network. If 
you don’t own one, you can rent an 
iPod Touch when you’re there.7

If you do have good mobile 
coverage, one neat and simple 
solution is using technology such as 
Mobitours8 to deliver audio guides 
as a dial-up service. We offered this 
service at Kew during our Henry 
Moore exhibition last year, also 
making them available on iTunes 
and from our website. The dial-up 
service was charged at £1.50 for 
access to all eighteen guides, and 
featured exclusive access to scientists, 
educators and Moore’s collaborators. 
The technology allowed for different 
payment methods and multiple 
languages, and provided detailed 
statistics of use – which enabled us 
to refine the content. We found, for 
example, that offering a free taster 
of the service increased people’s 
understanding of the service and 
hence readiness to pay.

Technically speaking, neither of 
the above examples is an app. An 
app is a piece of computer code 
that you download and run on your 
phone, which can offer enhanced 
functionality. But a major challenge 
in developing mobile apps is the 
multitude of different mobile phone 
platforms, meaning that to offer a 
universal service you may need to re-
create your app for each platform.

In addition, creating an app for 
the iPhone, for example, requires 
development in the Objective-C 
programming language – a specialist 
and therefore expensive business. 
Just the technical development could 
cost you tens of thousands of pounds 
depending on your aims, so you will 
need a good business case to ensure 
it delivers value.

4. Sell, sell, sell
If you want to make money from 
your app or service, you may decide 
to sell it. The good news is that 
through Apple’s App Store, Android 
Marketplace and others, a simple 
and effective route to market has 
emerged. It is reported that in the 
first eight months of the Apple App 
Store, over 25,000 applications were 
distributed through 800M downloads.

Here are a few issues to resolve 
if you want to charge for an app or 
service:
• �Ensure the proposition is clear and 

people clearly understand its value, 
and offer a free trial or taster.

• �Get the price-point right and check 
the market for comparative apps.

• �Get the payment mechanism 
right. App stores and iTunes are 
great because they’re easy to buy 
from. An alternative that worked 
well at Kew is reverse-charge text 
messages. These appear directly 
to your phone bill and seem to be 
popular for small amounts. Avoid 
credit card transactions, as people 
don’t like providing card details on 
phones.

• �Provide offers and bundles to 
incentivise purchase.

Even a free service needs to be sold 
– a fact that often gets overlooked. 

You’ll need a proper marketing plan, 
and never miss any opportunity to 
promote the service and explain its 
benefits. Make sure it’s all over your 
website, e-newsletters, direct mail, 
tickets and every other channel you 
can access.

5. Test and improve
At the point that you have a clear 
proposition, it’s a really good idea 
to test the concept with your target 
audience – it can save you large 
amounts of time and money. At 
Kew, we used this approach to test 
a mobile quiz using a simple paper 
mock-up, and some willing testers 
recruited from school groups.

Like many things digital, the testing 
and improvement cycle will probably 
never end, which can be a positive 
thing. Remember to build an evaluation 
strategy into your project so you can 
continue to improve the app once it’s 
live and grow your user base.

Finally, consider providing an 
opportunity for people to feed back 
and talk about your offering – if you 
don’t let them do so on your own 
website they’ll do it elsewhere. And if 
you respond to their questions they 
will generally be constructive and 
become advocates for your service. 

> CASE STUDY

Mike Saunders
Director of Digital Media,  
Kew Gardens
e m.saunders@kew.org

1. �UK mobile internet use,  
http://bit.ly/Yr239. Access date: 13/7/09.

2. �Brooklyn museum iPhone app,  
http://bit.ly/PfUtv. Access date: 13/7/09.

3. �Stories @ Kew run by BBC and partners as 
part of the Participate project,  
www.participateonline.co.uk.  
Access date: 15/7/09.

4. �GPS Mission, http://gpsmission.com.  
Access date: 13/7/09.

 

5. �Kew on Flickr, http://www.flickr.com/
search/?q=Kew. Access date: 13/7/09.

6. �Ofcom information on mobile network 
coverage, http://bit.ly/15Zn2j.  
Access date: 13/7/09.

7. �Tate multimedia guide,  
http://bit.ly/M93UA. Access date: 13/7/09.

8. �Dial-up audio guide technologies, 
www.mobi-tour.co.uk/mobile_phone_tour.
htm and www.mobitour.co.uk.  
Access date: 13/7/09.
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Plugging the ‘Always On’ 
into eCRM

Roger Tomlinson discusses the changes, threats and opportunities 
brought on by the 'Always On' generation

I
t is estimated that there are over 17.4 million internet-
connected mobile phone users out there in the UK 
(Mobile Data Association, February 2009); though 
estimates do range from only 7.2 million upwards.1 

These bring us new and specific opportunities to get closer 
to potential attenders and build relationships, but it may 
not be that easy to turn this into results.

If customer relationship management requires that 
communications are tailored, personalised and reasonably 
specific to the individuals and their behaviours, then the 
same is required for eCRM – only more so, as for most 
people, the device receiving the communication is intensely 
personal and most messages are specifically for them.

Not just iPhone
Currently in the UK smartphones account for one in seven 
mobile devices sold. While the iPhone and the Blackberry 
get the most attention, there are a fleet of different 
smartphones, led by Nokia, who now have the Ovi store 
(www.store.ovi.com) to handle sales and distribution of 
apps similar to Apple’s iTunes. This is important when 
thinking of focusing on smartphone users, since Apple 
only has 10% of the global market with the iPhone and 
RIM (Blackberry) 20%, while Nokia’s share is 37%, though 
down from 49% in 2007 when the iPhone launched.

All the research analysis shows that smartphone users 
are younger than average, in higher income brackets, with 
going-out lifestyles (though the UK’s Mobile Data Association 
questions the ROI appeal of the iPhone for advertisers, 
pointing out that ‘unfortunately, iPhone users still make up a 
relatively small, young and chiefly male audience’). So, while 
users are likely to be in social grades ABC1, they may not 
be the core current audience for most arts organisations. 
Or, on the contrary, smartphone usage could be a defining 
characteristic of a lifestyle market segment and socio-
economic group which arts organisations will want to target, 
not least to lead replacement, long term, of their oldest 
generations of attenders.

 
Apps for the arts
The development of mobile apps is great news for 
iPhone users, though apps are inevitably aimed at already 
informed attenders, likely to be insiders. Do we find this 
an attractive development because lots of arts marketers 
are early adopters of iPhones themselves? Given the size 

of the iPhone segment, apps ought to be developed to be 
compatible with other phones – Nokia at least. However, 
there is a clear advantage in these specific apps: we get 
to recognise the device and, on first launch, can ask the 
person to register and volunteer some profiling information, 
so we can tailor the service and communications.

Mobile-friendly
In parallel, arts organisations should be asking web 
developers to provide ‘mobile-friendly’ browser front-ends 
for their websites, where, in the same way as an app, it 
would be possible to consolidate key information and rich 
content links, with an optimised mobile ticket purchase 
engine. Key to this is of course people having signed up 
to an account, so they are recognised and the data entry 
minimised for returning customers.

The ‘Always On’ generations
Because mobile phones are defined channels of 
communication, to specific people, in their hand, they 
give us a distinct advantage by enabling us to tailor our 
campaigns, choice of channels and mechanisms, and then 
the messages and their style and content, to the recipients.

With the explosion of Twitter on top of the openness 
of personal communication on which Facebook, Flickr 
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and YouTube are built, it is absolutely clear that there 
are segments of the marketplace where communication 
styles have changed completely. I know of some senior 
managers who think that blogs and tweets are ‘tacky’ and 
‘inappropriate’ for their organisation. I suppose they could 
be, if they only want their organisation to engage with 
the, let’s say, over 65s – though that is an unfair statement 
to all those 'silver surfers' who use the new channels and 
technologies. The simple fact is that we need to adapt our 
messages according to whom we are speaking to. Unless 
you live the life of today's under 45 year old, or under 25 
year old, you just won't understand the cultural values and 
attitudes those different age cohorts have to mobile digital 
media, and how they expect organisations to be.

Multiple versions of messages?
The simple argument is that you can no longer communicate 
to the whole marketplace with your message couched in 
the same vocabulary, tone of voice, text style, references, 
validations and images. Multiple versions are necessary if you 
want to reach everyone. There is an interesting analysis by 
the University of Wolverhampton about the use of language 
and grammar in social networking, drawn from user input on 
MySpace – see table 1.

There is a whole new language here, which many senior 
managers will not be comfortable with. The Baby Boomers 
(see table 2) are a confusing bunch, ranging from the 
aging hippies – ‘Woodstock's walking wounded’ – to the 

older Macmillan's ‘never had it so good’ generation, but 
they share a cynicism about institutions and what they 
are told. So we need to be careful if these are the people 
determining our view of the world, compared with it as 
seen by, say, Generations X and Y, generally under 50, 
because these somewhat younger people tend to want to 
see clearer and stronger brands and personalities, are more 

into ‘celeb’ culture, and, the 
younger they are, care less 
about privacy and are more 
into social networking and 
their own values and those 
whom they share with.

Interestingly, the 
‘Always On’ are apparently 
prepared to have a much 
wider definition of what 
constitutes ‘celebrity’ and, 
for example, the world of 
classical music has realised 
that treating someone as 
a celeb makes them one. 
Organisations are made 
up of real people and they 
need to find a voice and 
speak; people can have 
an individual personality 
and ‘own’ their views, and 
perhaps express the sense 

of life and fun in the process. Never forget: the public 
are listening and watching; and the ‘Always On’ really are 
interested in you. 

> CASE STUDY

Roger Tomlinson
Freelance Consultant
e rtomlinson@actconsultantservices.co.uk
t +44 (0) 7973 397136

Table 2: Digitally divided society?

Veterans  
Of the Second World War and before.
Born before 1940, aged over 70; includes 
some ‘silver surfers’, but has the largest 
proportion of non-digital users

Generation X
Born 1960 to 1980, aged 29 to 49.
Many are early adopters of the new 
technology, leading change in  
organisations, tomorrow’s leaders;  
often impatient with older bosses	

Baby Boomers
Born 1940 to 1960, aged 50 to 70, 
includes Paul McCartney and Mick Jagger; 
many silver surfers, but adapting to the 
technology, and some resisters

Generation Y  
Includes the ‘digital natives’. Born after 
1980, under 30 now. Grew to be adults 
with the internet, mobile phones, iPods 
and laptop computing

Post-Millennium Children – Born after 2000, mostly the children of the digital 
natives. Digital technology is a part of their lives from birth 

Table 1: Use of English language from analysis of 
MySpace user input:

NOT standard formal written English	 97%
Typographic slang or abbreviations (omg, lol, hugz)	 41%
Non-standard capitalisation	 75%
Pictograms	 16%
Non-standard punctuation	 81%
Slang, including dialect, swearing, idiomatic sayings	 51%
Non-standard spelling (other than above)	 33%
Interjections (haha, muaahh, huh – not ‘oh’)	 13%
Other non-standard English grammar	 56%

Source: Professor Mike Thelwall, University of Wolverhampton Statistical 
Cybernetics Research Group	

1. �Nielsen Online, November 2008 for people aged 15+ and accessing 
internet on mobiles once a month.
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Mobile – more than just a 
marketing platform
Tom Hunter and Sarah O’Hanlon ask ‘what 
happened to the good old text message?’

> CASE STUDY

I
magine you’re reading this on the 
train (maybe you actually are on 
the train). You know you’re on 
the train because the guy in the 

seat behind you is providing regular 
one-sided status updates about his 
current proximate locality back to 
the office at annoyingly frequent 
intervals. ‘I’m on the train,’ he repeats. 
‘Yes, the train!’

Forget Seth Godin’s concept of 
interruption marketing, this is 
interruption as lifestyle and, like it or 
not, if you’re the owner of one of the 
75 million+ mobile phones in the UK, 
you’ve already opted yourself in. You 
could have moved over to the silent 
carriage, but then you’re probably 
waiting for a call back from the office 
yourself . . .

What does this all mean for us as 
arts marketers? From music to comic 
books, from charity donations to 
reminders from your dentist, the 
power of the mobile is being felt 
more and more frequently across 
multiple industries, as the most 
personal technology device yet 
invented. This level of personal 
connection to our devices is what 
makes the mobile platform such 
a challenge to integrate into the 
marketing mix – as well as offering 
exciting opportunities to be creative 
in reaching out to our audiences.

Mark Curtis notes in his book 
Distraction: Being Human in the 
Digital Age that ‘for a lot of people, 
a text arriving is an event (who is 
it? what’s inside?) which reinforces 
their sense of identity (someone 
wants me). It’s more than a little 
disappointing to discover that you’re 
wanted by some scuzzball with a nice 
line in scam.’1

This sounds right, and it’s to the 
credit of the vast majority of arts 
marketers we’ve spoken to that one 
of the reasons mobile marketing has 
yet to reach a critical tipping point in 
our sector might be an unwillingness 
to risk an accidental tarring with the 
scuzzball brush.

Yet mobile is such a content-
rich, two-way, conversational and 
immediate social medium that its 
potential for audience engagement is 
vast. The key question for us as arts 
marketers now is, how can we start to 
meaningfully join the conversation?

Before we even consider the rapidly 
advancing world of smartphone 
web connectivity, app stores and 
the locative potential of global 
positioning, let’s step back a bit to the 
ubiquitous text message. That 
160-character message length 
‘magic number’ originated 
from communication research 
in the 1980s that sought to 
optimise transmissions across 
the then tight bandwidth 
constraints of the nascent car 
phone industry. The optimal 
160 figure was derived from 
an analysis of similar postcard 
and telex messages that 
were shown to typically 
contain less than 
this number of 
characters. Should 
we simply consider 
modern text 
messages as 
little more than 
an electronic 
postcard then? 
Not quite – 
after all, the 
sheer speed 

of transmission is enough to vary 
the theory on its own – but it can 
be a useful practice to model the 
application of new technologies 
against the basic assumptions we 
have for our current marketing tools.

We all know that marketing 
techniques rarely translate directly 
from platform to platform, and yet 
today’s rapid surge of technological 
innovation is such that there’s rarely 
time to beta-test new approaches 
before the landscape has evolved 
again. Instead we’re required to 
adopt what search engine marketing 
specialist Mike Moran has termed the 
‘do it wrong quickly’ approach: the 
permanent beta approach, favoured 
by Google among others, that looks 
to put products out first then listens 

carefully to user 
feedback on how to 
tweak the service.2

For example, 
when we 
brought together 
experiences from 
the various mobile 
campaign trials 
conducted by 
London Calling 
Digital, one of 
the key points 
of resistance we 

found was the 
complexity 
associated 
with capturing 
phone number 
data in the 
first place.

It takes 
more time 
for box 
office staff 
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to capture this extra detail and 
customers are often unwilling to part 
with it, or only under very strict and 
limited conditions – call me if the 
show’s cancelled and so on.

For marketers used to slicing up 
big database buckets into targeted 
numbers for direct mail campaigns, 
the small number of mobile opt-ins is 
less appealing: lots of effort to send an 
electronic postcard to a small niche of 
willing phones for what might appear 
to be little immediate return.

But just think for a moment about 
the opt-in concept. The key to a 
working mailing list is to have as many 
people on it as possible and to keep 
it up to date. People will perhaps  
drop off, exclude themselves over 
time or get their record tagged as 
a lapsed attendee, but it’s a rare 
marketer who would actively opt 
to deactivate a record after a single 
season, or even at the end of a single 
show’s run. We tend to assume 
people are willing to be with us for 
the long haul.

However, in the world of mobile 
an automatic fixed period opt-out 
is perhaps a way of encouraging 
additional trust among our audiences. 
For instance, imagine a mobile 
campaign running in support of a three-
month exhibition. You’ve invested in a 
simple SMS short code and keyword 
linked to your exhibition  
(Text Picasso to 12345, for example) 
and linked the spread of messages to 
your associated education programme 
– talks, film screenings, late night 
events, etc. In this way people can 
opt in for timely prompts about the 
connected programming that’s taking 
place around the event they’ve already 
attended – get the signage right and a 
good percentage will likely be signing 
up while still in your venue. The final 
message of this sequence would be a 
last thank you and alert that unless you 

re-subscribe this is the last update you’ll 
receive. Experience tells us that drop-
off is likely to be high. The question is, 
can we embrace this as the end of a 
successful conversation in its own right?

Don Tapscott, co-author of the 
seminal Wikinomics,3 notes in his 
latest book Grown Up Digital that 
‘ . . . while most boomers still are likely 
to use the phone to call family and 
friends, teens are more likely to text 
messages to their friends and call 
their parents . . . For Net Geners, email 
is so yesterday. It’s what you use to 
write a polite thank-you letter to a 
friend’s parent.’ 4 In choosing how we 
talk to our audiences, is it possible to 
think less like a parent and be more 
like a friend?

Some statistics might help to put 
things in perspective – a recent 
survey shows that, regardless of  
age, while 36% of UK mobile 
users make at least one call each 
day, 49% send daily texts (www.
emarketer.com). And the dizzying 
array of smartphone apps might be 
distracting, but it’s worth keeping in 
mind that iPhone users represent only 
about 2% of the UK’s mobile phone 
market (www.cnet.com) and, right 
now, consumers are more likely to cut 
back and limit their monthly spend 
to talk-and-text services only. All of 
which makes tapping into the SMS 
market look like a more and more 
attractive option.

We’re all having to be more targeted 
with our marketing spend in the 
current financial climate, and mobile 
marketing can offer great ROI, as  
well as fitting with a ‘virtuous recession’ 
model – marketing with a conscience. 
In a world where 45% of all email is 
spam, opt-in marketing plays a huge 
part in helping overcome that cynical 
urge to automatically hit delete. And 
mobile is an essential piece of your 
opt-in marketing arsenal. 

Sarah O'Hanlon
Sarah O’Hanlon, Arts Consultant, POP
e sarah.ohanlon@pop.us 

Tom Hunter
Head of Sales, London Calling
e tom@londoncalling.com

1. �Mark Curtis, Distraction: Being Human in 
the Digital Age. Futuretext, 2005.

2. �Mike Moran, Do It Wrong Quickly: How  
the Web Changes the Old Marketing Rules. 
IBM Press, 2007.

3. �Don Tapscott and Anthony  
D. Williams, Wikinomics: How Mass 
Collaboration Changes Everything.  
Portfolio, 2006.

4. �Don Tapscott, Grown Up Digital: How the 
Net Generation is Changing Your World. 
McGraw-Hill Professional, 2008.
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Digital marketing day
Changing mix, changing strategy

30 November 2009, Sadler’s Wells, London 

Digital media is transforming the way people interact with the arts 
and cultural industries, by giving them plenty of ways to create,  
re-mix, share and debate cultural experiences.

Join us and 150+ arts professionals to:
• �learn more about the range of digital media opportunities  

available to you,
• �get ideas for how digital media could change the way people 

experience your organisation,
• �find out how to build a strategy for attracting, retaining and 

interacting with the public in today’s multi-media world.

Book now at the member rate of £133 + VAT. 
Book online at www.a-m-a.co.uk or email emma@a-m-a.co.uk. 
For more information go to www.a-m-a.co.uk. Sponsored by London Calling
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H
aving sat on the company’s Board of 
Directors for ten years I’ve always felt that 
what set us apart is an ability to continually 
embrace change and offer new ways of 

thinking that can feed back into the wider arts 
marketing community.

In the past this has seen us introduce new out-
of-home marketing options such as ScooterMedia, 
placed us at the forefront of the arts sector in 
adopting the powerful Mosaic audience analysis 
software and allowed us to experiment with 
innovative new digital marketing solutions.

The need to place sustainability at the heart of  
our organisation is a different kind of challenge, and 
I’m grateful to the AMA for giving us this platform 
and to Dr Ben Todd from the Arcola Theatre for 
initially inspiring us in our sustainable partnership.

The biggest lesson Ben has taught me is that, 
for sustainable initiatives to be meaningful and 
consistently embraced company-wide, the first  
step is to go right to the core of what you value  
as a company and ask what it is you stand for.

At heart, London Calling is a company built on 
engaging audiences. We do that by advising on 
strategy and maximising the visibility of our clients’ 
print publicity. There’s a lot of logistics behind the 
strategy, and this is the area we’ve chosen to focus 
on first.

We’ve now converted over half of our fleet, eleven 
vehicles, to LPG (liquid petroleum gas), a low carbon-
emitting fuel that has the extra advantages of being 
non-toxic, non-corrosive, free of tetra-ethyl lead 
or any additives and has none of the particulate 
emissions of petrol or diesel.

We’ve also refined the geographic plotting of our 
delivery routes and installed a paper compactor 

to recycle any remaining print at the end of our 
campaigns.

Out on display, our print holders are sourced 
from 90% recycled materials and we’ve also now 
introduced a 100% recycled option.

An outside eye is also crucial and we’ve completed 
the British Standards environmental management 
standard BS8555 accreditation course and 
commissioned a full carbon audit with leading 
environmental charity Global Action Plan. We’ve also 
set in place an internal environmental policy that 
will effectively reduce our current carbon footprint 
in excess of the current recommended ISO 14001 
standard – an internationally accepted standard for 
effective environmental management systems.

I’m thrilled with the progress we’ve made so far, but 
there’s still hard work to be done.

As part of this we’ve decided to continue our 
sponsorship of JAM for a second year as a continued 
commitment to publicly documenting our progress 
and helping our clients embrace the climate change 
challenge. Within eighteen months we aim to have an 
entirely green fleet and we’d welcome opportunities 
to talk to all of you further about ways we can work 
together and grow audiences as greenly as possible.

Sustainable progress
Sustainability has been at the heart of my agenda since I 
became London Calling’s Managing Director in 2007. 

Let us know what you think about this and other topics on
Have your say at www.a-m-a.co.uk

Andrew Moir
Managing Director, London Calling 
e 	 andrew@londoncalling.com 
w 	www.londoncalling.com 


