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Agenda

• Who do we want to serve? 

• What Changes will we need to make? 

• How is our offer Relevant? 



Use your Template for Notes  



Celebrating Scotland!

• 170 different languages spoken, inc. Punjabi, Polish, Cantonese, 

Gaelic 

• Ranks as one of the best countries for LGBT rights

• Welcomed 10% of the UK Syrian refugee population intake 

over 5 year period

source: Scotland.org



Below the surface
“Transformation starts with awareness”

• Systems - understand the history 

• Awakening - recognise the need for depth & notice 

who’s missing 

• Bias - work to recognize and mitigate bias

• Mistakes - accept there may be ‘Marie Antoinette 

moments’ 

• Privilege Power - we can all make a difference

• Leadership – ask, why is Diversity important to us?



Definitions

• Diversity – range of people, backgrounds, lived 

experiences, cultures etc.

• Inclusion – being included, valued, respected 

• Equity – fair and relevant access, opportunity, resources 

• Belonging – feeling safe, accepted, integral





• Image source: Interaction Institute for Social Change | Artist: Angus Maguire



Who?



Who do you want to attract?

Be specific:

– Who

– How many

– By when

– Why?



Finding audiences –

profile and locate

• Scottish Household survey – annual on the composition, characteristics, attitudes and 
behaviour of private households and individuals

• Scotland Census - the most recent set of data is from 2011. You can search the data in 

various ways on this website: https://www.scotlandscensus.gov.uk/search-the-census#/

• Scottish Index of Multiple Deprivation – some of the communities that funded organisations 
might want to target in terms of diversifying audiences and reaching digitally excluded 
audiences https://www.gov.scot/collections/scottish-index-of-multiple-deprivation-2020/

• Area Profile Report – location/demographics

• Spectrum – location/behaviour, attitudes, preferences re: arts, museums, heritage

• Mosaic – location and lifestyle

• Culture Segments – cultural values and beliefs about the role that culture plays in their lives

https://www.scotlandscensus.gov.uk/search-the-census#/
https://www.gov.scot/collections/scottish-index-of-multiple-deprivation-2020/


What changes might we 

need to make?



Key Strategies and tactics

• Vision – lead with a bold, authentic vision and trust you will find a way

• Culture – develop a culture that embeds and prioritises ‘EDIB’

• Diversify your team - for a range of perspectives, lived experiences and new 

connections: it’s proven to improve business performance

• Make a relevant offer – consider whether your offer really is inclusive, relevant and 

valuable to those you want to connect with

• Networks & Partners – plan to network and partner with a wider range of people

• Contribute - be a contribution, not a drain or demand

• Communications – use diverse visuals and channels 

• Measure and Refine – measure what’s working and amplify



Board: Cath Hume at A.M.A.

• You need people to support you along the 
journey who you feel you can say anything to -
they will challenge you but not judge you

• Get your whole team on board 

• Get the team working from a similar level of  
knowledge otherwise the process is uneven (e.g. 
I and my whole team read the book ‘Me & 
White Supremacy together) 

• Work with people with lived experience of 
discrimination 

“ There’s nothing special about us, 

anyone can do it!”



Comms - Hilary Carty OBE, 

Clore Leadership

“Increasing the no. of  Disabled People on our 
programmes”

• guaranteed interviews for all 

candidates who meet minimum criteria

(eg. there may be gaps in their CV 

due to well-being issues etc)

• developed a full access needs questionnaire, respond positively to 
each individual circumstance, making reasonable adjustments

• ‘word got around’ that we were taking this seriously and so people 
came forward



Got Privilege?



Collection & Programme



Programme



Out There International Festival of 

Circus & Street Arts 



Partners/Stories



Partners & Funding



Interpretation



Venue/Environment



Venue/Environment



Access Comms



Brand



Potential Areas for Change

To attract and serve our desired audiences...

• Which key areas might we need to change or 

develop?

• Why and How? 



How is our offer Relevant? 





Types of Bias

• Affinity bias 

– tendency to be warmer towards people like you

• Halo effect 

– tendency to think everything good about a person because you like them

• Perception bias 

– tendency to stereotype certain groups without being able to make objective decisions about 
them

• Conformity bias 

– Tendency to lean towards a certain decision if you sense that more than 75% of your group 
have a particular view. It is the tendency to conform to the group. 

• The beauty bias 

– a well-known factor in hiring and promotions, and success in the workplace

• Socio-Economic Bias

– making certain assumptions and generalisations about people at a different social position and 
wealth level from you.

Mel Larsen & Ishreen Bradley 



Kate Chester, Animo Leadership

“Why I actively recruited a Diverse Team”

• To move out of my own echo chamber

• Diversity of thought

• Our clients want to see diversity

”This is just the beginning.

We know that diversity will bring a 

richness that we will build 

on year on year"



New Questions: 

Glasgow Women’s Library

• Is this place centered on a default human?

• Am I represented?

• Does this speak to my experience?

• Is my ability to access this place seen as an 

adaptation?

Source: Equality in Progress, Glasgow Women’s Library





Partnerships



Ambassadors



Community Partners



Partners



Instagram Takeover



Creating Partnerships: 

What – can you offer?

• A VIP visit

• Family or group tickets

• Free or low-cost meeting room 

• Training

• Promotion: newsletter/mail out

• Event space and co-creation 

• support to up and coming 

producers

• Employment

• Work experience: volunteering

Who – look in ‘new’ places: 

online/offline such as...

• Womens’ refuge centre

• Parenting groups

•   Faith organization

• Tenants Associations

• Estate Managers

• Libraries

• Family Support Services

•   Business Networks

• Supermarket

• Sports Centre

•   Youth Clubs



Ways to get buy-in
when you are not the Leader

• what convinces people: evidence of what works, clear benefits to the 

team/organisation, easy ways forward, your enthusiasm and confidence

• get a discussion going at highest level you can, eg. offer to present to peer 

team, manager, SMT, Board

• have a cross-dept team to brainstorm ideas and take on a small test project

• inspire and convert: show examples of what peer organisations are doing 

successfully

• get started and don’t wait for buy-in, start with a small departmental 

project that will show results

• spread the work and ‘risk’: create partners across your sector and run a 

project together





Resources
Scottish Household Survey

This is run every year and provides “robust evidence on the composition, 

characteristics, attitudes and behaviour of private households and 

individuals as well as evidence on the physical condition of Scotland’s 

homes.”

https://www.gov.scot/collections/scottish-household-survey-

publications/

In particular, the key findings from the 2019 annual report provides a 

useful overview (2020 was slightly different because of 

Covid): https://shs.theapsgroup.scot/2019/key-findings/

Culture Counts https://culturecounts.scot/useful-facts

CultureHive - https://www.culturehive.co.uk/

Museum Detox - https://www.museumdetox.org/

Not for the Likes of You  

- How to reach a broader audience:

https://www.culturehive.co.uk/resources/not-for-the-likes-of-you-how-to-

reach-a-broader-audience/

- Success Stories:

https://www.culturehive.co.uk/resources/reaching-a-broader-audience-not-

for-the-likes-of-you/

Open Up Museums: toolkit and case studies –

http://www.openupmuseums.com/

Pacific Encounters at the National Maritime Museum:

https://www.futurelearn.com/info/courses/captain-

cook/0/steps/55847

How museums can support young people’s employment and 

employability skills:

https://www.culturehive.co.uk/resources/how-museums-can-support-

young-peoples-employment-and-employability-skills/

Arts Marketing Association programmes: 

- Breakthrough: 

https://www.a-m-a.co.uk/breakthrough/

- Audience Diversity Academy: 

https://www.a-m-a.co.uk/audience-diversity-academy/

Kids in Museums

https://www.culturehive.co.uk/resources/how-can-your-museum-work-

alongside-children-young-people-and-families-to-respond-to-the-black-

lives-matter-movement/

https://www.gov.scot/collections/scottish-household-survey-publications/
https://shs.theapsgroup.scot/2019/key-findings/
https://culturecounts.scot/useful-facts
https://www.culturehive.co.uk/
https://www.museumdetox.org/
https://www.culturehive.co.uk/resources/not-for-the-likes-of-you-how-to-reach-a-broader-audience/
https://www.culturehive.co.uk/resources/reaching-a-broader-audience-not-for-the-likes-of-you/
http://www.openupmuseums.com/
https://www.futurelearn.com/info/courses/captain-cook/0/steps/55847
https://www.culturehive.co.uk/resources/how-museums-can-support-young-peoples-employment-and-employability-skills/
https://www.a-m-a.co.uk/breakthrough/
https://www.a-m-a.co.uk/audience-diversity-academy/
https://www.culturehive.co.uk/resources/how-can-your-museum-work-alongside-children-young-people-and-families-to-respond-to-the-black-lives-matter-movement/


Contact Mel

• Vision, Mission, Values

• Marketing & Audience Development 

• Leadership & Performance Coaching

www.mellarsen.com

https://www.linkedin.com/in/mellarsen/

CEO and team coaching: 

www.dreamprojectcoach.com

http://www.mellarsen.com/
https://www.linkedin.com/in/mellarsen/
http://www.dreamprojectcoach.com/



