Lunch and Learn: Making the Most of Your Social Media
Speaker: Joe Setch
JOE: I'll be mentioning a couple of different advice guides that we've got on our website throughout this presentation, as well, so we’ll share links to those at the end of this presentation.
So there are going to be four areas that we're going to be discussing as part of this presentation.
We're going to be helping you to think strategically about social media. I'm going to be helping you understand your audiences, create compelling content, and evaluate your impact.
So the first half of this presentation is really going to be a lot more about, I guess, the kind of the, the underpinnings of, of how to, sort of support your work on social media. And then the second half is going to be much more interesting to look at, is going to be lots of nice visuals and, sort of that chat about how to create that compelling content.
So bear with me. There's going to be a lot of text for now, and then we'll get more fun later.
So starting off, with thinking strategically. Step one is to be strategic.
Your social media presence exists to serve your organisational objectives. You only have limited time and manpower to devote to social media. So you need to work smart and identify your priorities.
A successful social media strategy starts with your organisation's overall marketing plan. A lot of the big decisions about your social media presence should be made at this level. This plan should set out your goals as an organisation. It should profile your key target audiences and outline how you can achieve your goals by reaching these key audiences. Your plan should summarise your mission and values, as this will shape the distinct visuals, personality and messaging of your marketing and communications.
Having this marketing plan in place will ensure that your social media is serving a purpose. Social media is a versatile tool that can be used to support a wide range of marketing goals. But each platform has unique audiences and different strengths and weaknesses. What works on one platform may not work on another, and not everything is right for social media. It should be used alongside other tools such as your website, mailing lists, media coverage, print materials and advertising.
So I'm not going to go into details about the strengths and weaknesses of different platforms today, as this information can be found in the Social Media Toolkit on our website; we’ll be sharing links to relevant advice guides at the end of this presentation. But no matter your strategy, certain principles always apply.
So you want to be focusing on consistency. You want to be getting the basics right and you want to be balancing quality with quantity. It's also really important to always be responsive as well. If people are commenting, sharing, sending you inquiries, you want to be picking up on that. When I'm talking about the basics here, I mean things like having up to date information on your social media accounts, making sure that you're conducting regular monitoring, that you've got clear profile pictures and cover images. And when you're being consistent, I'm talking about having a consistent tone, a regular posting schedule, a good standard quality of images, and also making sure that your messaging is always consistent as well.
It's also worth remembering that marketing can be built into all areas of your museum's work. So you want to be chatting with colleagues to identify how their work can support your organisation's marketing and social media objectives.
So let's talk about goals. Your challenge is to translate your marketing goals into compelling social media content. So here's what social media can do. Social media can help you to be discovered by attracting new audiences. It can help you build loyalty by appealing to existing audiences. It can raise awareness of your mission, values, collections, and projects. It can promote your offer as a museum so that things like your, your events, exhibitions, amenities, and retail. And it can also enhance your reputation, which ties into all of the above objectives there. All of your social media actions should be goal oriented. But not everything should be a hard sell. So by this, I mean that your content should, include a mix of concrete calls to action. So, for example, visit our museum, sign up for this event, or read our blog article and more subtle content that still fulfils the objectives above.
So, for example, just sharing a nice photo of your museum on a sunny day or a picture of visitors having fun still fulfils some of these objectives. But there's not that necessarily sell aspect to it.
So once you've thought about your goals, it's time to understand your audiences. The first thing to think about is really giving the people what they want. The content you create should fulfil your marketing goals, but it's only going to succeed if you can meet people's needs, not only as a venue, but also as a content creator.
So we need to understand what people want and expect from social media in general. We should ask, why do we use social media? And what motivates us to like, comment on and repost content? Well, we seek inspiration, entertainment, escapism, participation and information. We want to be. We want to feel seen, heard, involved, understood. And in on the joke. It's sort of fostering that sense of community.
We also want to be building relationships on social media, to feel a connection and a sense of belonging, with a focus on human stories. And we want authenticity and enthusiasm. If we're following a social media account, we want to have a strong sense of what it's all about. It should be projecting a coherent personality. So your goal is to always create content that a chunk of your audience will feel passionately about. And also it's important to be pragmatic as well.
We want to stir up emotions, in people to attract likes and shares. So that these likes and shares will in turn help us reach new audiences because that's how social media works. It will it will sort of increase the reach of a piece of content. And you'll get on the radar of more people. So there is a pragmatic, reason for wanting to follow these, these kind of, motivations as well.
Of course, different people have different needs. So that's why it's handy to break your target audiences down into manageable chunks. You want to start with key demographics in your marketing plan. This may be a mix of new and existing audiences. Audience profiles may include, for example, families or retired daytrippers, or maybe local Gen-Zers. So if we take the last example there, a local Gen Zer, what they want from a museum is a low cost, relaxing place to visit with their friends. They want somewhere that's accessible, potentially by public transport, somewhere that looks good on their own social media accounts and someone that does a nice coffee.
So to make it clear that you can fulfil these wants, you might want to share a video that shows the route to your museum from the nearest train station. You’ll want to use friendly casual language to communicate That your museum is a relaxed environment for young people, and you might want to share photos of young people enjoying your cafe. If you are sharing photos that fit into your space, that creates that sort of aspirational sense of belonging. And if you're unsure what your target audience wants, then you should you can do some market research. So that can be just as simple as talking to people from this demographic, finding what they like about your museum, finding out what sort of social media content they enjoy, and also, asking how you can meet their expectations. So I’d always recommend, when thinking about these demographics, to put yourself into their shoes. What do they want from a museum? Can you fulfil these wants? And if so, can your social media accounts be used to communicate this?
Oh, sorry. There we go.
So how can you reach these audiences once you've identified them? You should consider what platforms your target audiences use. You should tap into existing audiences. So, for example, there might be community pages that have, a following. You might want to work with influencers if they've got an audience that aligns with your own. You may also want to collaborate with community groups and local businesses to sort of create By collaborating, you can reach each other's audiences and sort of generate a bit of cross-pollination there.
You'll also want to be So your aim is to generate content that gets reposts, that gets recommended on news feeds of people that aren't already following you and becomes a talking point, between people in real life as well. You can also engage which is a low cost way of targeting specific audiences. And that has the benefit of producing It can take a bit of figuring out, to get social media advertising right. It can be a bit finicky, and you need to set up sort of account details and things like that. But the good thing is that you can dip into it, you know, if you just want to practice just on promoting a post or having an advert that goes up that points people towards your website, you can just dip into it and see if that works for you.
You also want to be creating discoverable content. So you need to be working with the algorithms on social media. You need to be creating content that matches their expectations. And also considering how to optimise your content for search engines as well as search engine optimisation when it comes to algorithms on social media, they can be a bit obscure. It can be difficult to know exactly, what content is appealing and is getting reposted There are people out there investigate this and experiment with it. And so there are some really good summaries online that just create that just have a really basic, presentation of what you should be working towards on different platforms to try and, work with the algorithm. So a basic one, for example, media platforms are really promoting video content at the moment. So if you share a video, audience So that's what I mean when I talk about working with the algorithm is sort of fulfilling what the social media platforms expectations are for the content you're delivering.
And when it comes to search engine optimisation, what we're finding nowadays is that people are starting to use social media as a search engine. So instead of traditionally, you know, you might search for something on Google while people are starting to do is just use the search bar in Facebook or Instagram to just search a term. Similarly, we're also finding that, social media posts are increasingly popping up in search engines themselves. So if people are using Google, an Instagram post, for example, is now, something that could potentially pop up as a result on Google. It wouldn't have done that in the past.
So here are some examples of some, search terms that I've, I've typed in on different platforms. So here we have ‘things to do in Fife’ on Instagram. We've got an example of an influencer who filmed at Fife Folk Museum. Typing in the term ‘Scottish museum’ on TikTok brings up a load of national museums, but it also features, Peterhead Prison Museum, which is well out of the central belt. So it can be a good way to get on the radar of people if they're maybe visiting Scotland for the first time, maybe they’re a fan of going to museums. They might just search ‘Scottish museum’ on TikTok to see what comes up. Also searching the term like ‘family day out in Perth’ on Facebook. This post from Perth Art Gallery pops up. It gives a really clear can expect by visiting the museum - all the activities are laid out there, it emphasises the opening hours and says that it's free to attend. So what you want to be doing what terms people are going to be searching to realistically find the sort of content that I'm putting out there, or how can I find ways to ensure that people are finding it when they're conducting searches online.
you've identified your marketing goals and going an understanding you can create compelling content for them. So this is where the presentation starts getting a bit more visually interesting. So before we go into all the pictures, though, it's worth thinking about your strengths and your skills.
So what are the strengths of you and your team? You should putting these strengths at the heart of your content creation. So, for example, is there someone who's a good photographer? Is it someone who's funny? Someone who builds strong connections with visitors? Is there someone who follows social media trends? Who's a good storyteller or is comfortable in front of a camera? And is there someone who maybe has an area of expertise they might be willing to share through video content or writing copy for posts. And this all ties in with that idea of going back, chatting with your colleagues, and, finding opportunities for their work to align with your marketing goals.
I'd always recommend with social media content as well to have fun. Because people love nothing more than that authentic sense of enthusiasm. Have a think about the things and explore opportunities to translate that into social media content. You should also be showing your passions and letting that shine. The content you create doesn't necessarily need to be polished, but it does need to be appealing. sort of emanating from you as you're maybe discussing an object on social media. And don't be afraid to try new things or to adapt popular formats. I'd say it's all good practice. So even if there's a post that maybe you're getting more used to the idea putting yourself out there. And you can ask yourself, “okay, next time to try and increase my reach?”
So, when you're creating content, first impressions really count. This is why it's so important as a museum into a distinct personality, voice, A potential visitor through your social media to get a sense of whether your venue is a place they would like to visit. So this might be your one opportunity that you're a place worth going to. doing a really good job of promoting the overall atmosphere of your venue.
So what I've got recent posts of six different museums. highlight really captures the essence of these venues.
we have Mount Stuart here. You can see that it's, it's got these beautiful kind of gothic elements to it. It's very dark and moody. It's quite serious and sophisticated. It gives an air of exclusivity, But there's also a warmth there as well, with all these kind of brown and ochre tones coming through.
Next up we have Glasgow Women's Library. In contrast, it's very bright. It's friendly. It's got this relaxed feeling. lots of kind of white openness to it. There's a sense of togetherness. There's lots of photos of big groups of people all posing together and even noticing the font itself. You know, you've got this big blocky white font. It's bold, it's bright,
Then we have Garioch Museum. So this is a much more relaxed. It's very... it gives a sense of spaciousness it’s quite beachy colours as well. It's fresh. There's a slight coolness they're focusing on there. But then you've also got this vintage So there's a sense of the historicity,
And there's this Scottish Crannog Centre, You know, you've got lots of kind of dark, It's really friendly. And also it's really person centred, like the majority of the photos here and the, the Reels will put people front and centre the mission of that organisation: about the people making the site.
Next up we have Timespan, up in the Highlands. So their focus is on visual arts It mentions that in the bio. So it's really clear and upfront about what it's all about. And that's reflected in the visuals. It's bold, sleek, vibrant with those pops of orange and the that kind of intense blue. It's quite edgy as well. And it's also really outward looking. It's got a very diverse international perspective.
And lastly, here's an example that's not from Scotland: this is the Crab Museum down in England. There's no museum in Scotland So I thought This is essentially a bit of a meme account. It's quirky, it's confident, it's really Like those colours news feed are really intense. We've got the magenta bright green, and engagement with community. So hopefully that gives you a sense of kind of the importance of visuals.
So we're going to keep on to create content because your aim is always past loads of posts that you're actually wanting that gets people to stop in their tracks. So I think that's an important thing We're talking about, you know, if people are using their phones, it's You want tall posts. You want posts that are up, taking up Bright colours, intriguing details.
Museum and Archives that, embraces its surroundings. They're really high quality images. And then it has an added photography from the collections as well, So it's also promoting the creating this content that people want to see and engage with. Similarly, I'd always encourage you to really focus on vibrant spaces. The first things you notice about Sunny days always make for good social media content. You want to be featuring familiar faces You want places to look busy and fun.
And also, what we've got here are two posts that have added calls to action. So the museums have identified: “Oh, these are posts that might actually do quite well. So let's throw in a bit of extra information to really try and upsell it.”
So this post from Waterlines on the left, it's a cafe full of people knitting. It says, “hey, we're going to share a blog post about this. And also, while you're there, why don't you subscribe to our newsletter?” Great. So, like, an extra added bonus? Sort of call-to-action there.
This post from the Scottish Maritime Museum showcases its incredible space. And it says “we're open seven days a week. And, if you're...” yeah, I think “up to three kids go free.” So it's giving people opportunities to not only see something that they like, but also think, oh, I can do something about this. I can go there. I can engage with this further.
I’d also encourage you to reflect on the things that you personally enjoy experiencing on social media. I'm a big fan of when people share disposable camera photography on social media. So I was really delighted when I saw that the National Museum had simply given a disposable camera to an Egyptologist and, they had posted her holiday photos on the NMS account. That's really fun. I love that. I think that's really cool.
It's also worth considering how social media can tap into popular topics. So here's a recent, well - a screenshot, from a recent Reel. From the Watt Institution - there's like a TV series on at the moment on BBC, ‘The Other Bennett Sister’, which is based off Pride and Prejudice. So they shared a lovely edition of the Pride and Prejudice book, from their collections, and that did really well on their social media. 
I'm going to take a bit of time to highlight how museums can promote events as well. What we want to be doing is creating posts that will have a general appeal, but then similar to what I mentioned earlier, have that added call to action built into it. So these posts that you can see here, from Trimontium and the Crannog Centre are both just really strong standalone posts. They're interesting. You want to spend a bit of time exploring them further. They've got great use of sort of colour and contrast and light. Then if you spend a bit more time with them, you're realising “Oh, actually they're promoting specific events as well.” So what you want to be doing is you want to be creating something that people are going to want to share organically, because for any event that you're putting on, realistically, only a small percentage of your a percentage of your audience are going to be able to attend. So if you're able to get a post that reaches as many people as possible, the chances of you finding those people that will actually attend increases.
It's also worth saying here I'm noticing that some museums are using AI images to promote events, and I always urge a lot of caution around that. Because you want to make sure that you're setting realistic expectations for what your event is about. There have been examples in the past of museums or just any organisation who might like I guess, share a post that maybe has like demonstrates like a huge event, for example, when actually what they're only asking for or promoting is quite an understated event. And if you're creating a bit of a dissonance between expectations and realities, no matter how good the event is, you're potentially going to be risking letting people down. So I would urge caution around that if possible.

Now, as I mentioned earlier, algorithms are rewarding video content. So if that's something you're interested in exploring, I'd recommend using video content as an opportunity to showcase your skills. These are the things you're interested in and enthusiastic about. And so, so this is a prime opportunity for you to promote this to the wider world.
Some examples of this are we've got, Beth is a volunteer at Dingwall Museum. She's, walking around Dingwall and chatting about different elements of local history, and she's tied it into a popular awareness event, Women's History Month. And that did really well on their social media platforms. They have an example here of object conservation at Dumfries Museum. They’re cleaning a coconut. It was something they were already going to be doing. So they decided to just set up camera, film it from a couple of different angles, and it's just a really simple video that showcases the sort of work that they get up to behind the scenes. And then there's Annie from Nairn Museum talking about object histories in the collections. These posts have done incredibly well. If you're not already aware of them, I'd really recommend checking them out. This post alone achieved over 1 million views on their Instagram account. And they're an Instagram account that, I think, they went from about 200 followers to 22,000 followers in the space of a few weeks last year, just because of the sort of content that Annie was creating.
I really recommend noting here that both the videos that have speaking also include captions. If you're thinking about the way that you're using social media, a lot of the time people will keep the volume off when they're scrolling. So you want to be using opportunities to include captions to just stand more of a chance of capturing people's attention as they're scrolling. It's also really important with video content to always get straight to the point. Attention spans on social media are really short. So the first 1 or 2 seconds of the video needs to effectively set the tone for the entire rest of, of the piece of content.
There's also the opportunity to work with influencers. So this post on the right here from Historic Ally. I believe that was a paid opportunity. So Montrose Museum would have worked with him directly to use his audience to help promote an exhibition that they have and this helped reach 190,000 people. So that's an audience that the museum alone would not have been able to reach. But it's also a piece of content that ties in really nicely with his area of focus. And we do have a guide to working with influencers on our website. If that's something that you're interested in exploring. There are also pieces of content that might be created organically. So this post in the middle, I mentioned earlier from Fife Folk Museum. This was an influencer that went round, and filmed all the lovely displays there and framed it as a bit of a hidden gem. Fife Folk Museum doesn't even have an Instagram account, so I don't know if they're even aware that this exists. But it reached over 330,000 people. So hopefully they're aware of it and they're able to sort of, engage with that. And then there's a piece of content here from whatsername1.0. She was using the Riverside Museum as a backdrop to create a jokey piece of content. It's only about, like, 20 seconds long. But if these sorts of things are happening, you know, the museum here has the potential to reach half a million people through a simple post. Then there's the sort of things that I'd always really recommend engaging with positively, and making the most of these opportunities because you don't know how often they're going to come along. You don't know when they're going to come along. So if that sort of thing does happen, I'd recommend making sure that you're always monitoring your social media presence, to check for any mentions. Because if you're not, then these sort of opportunities might pass you by.
So last up, just a quick look at evaluating your impact. So I’d always really recommend regular opportunities for reflection. So you'll be wanting to look at your stats and your Meta Business Suite, for example. LinkedIn has its own data. So you'll be wanting to do this maybe every 1 or 2 months if you get the opportunity or possibly at the end of a project. It's an opportunity for you to explore what worked and what didn’t. And if things aren't working, to question can it be tweaked or should it be scrapped? Is it just not right for this particular channel? Will it work better on a different channel, or would it work through a different form of media entirely? I would also recommend aiming for steady, sustained engagement. You want to be building up a quality base of support. And you want to be ensuring that those people, you're building a really warm relationship with your audiences. It's also worth questioning what sort of growth you're aiming for. If your focus, for example, is on your local community, then growth is going to look very different to a museum that's chasing viral success. And it goes back to that idea of having that sustained engagement. You might get peaks and troughs, but you really want a steady growth of support over the long term. I'd always recommend when you're doing evaluations that you calculate your averages. So, you know, month on month you might be sharing a different number of posts. So it's really important to calculate your average reach per post or your average engagement rate per post, to make sure that you can actually get a true sense of what is performing well. You can also take a look at how you compared to other attractions in your area, or other museums with a similar size, budget or remit. If they're doing well, is there anything that you can learn from them? And last up, how did your visitors and event attendees find out about you? You can conduct really simple surveys, to help measure the impact of your social media. If they were saying, oh, I found out about you from Facebook, for example, then, you know, that's an area to explore and invest in more. So that concludes my ramble through all aspects of social media. I realise we covered a lot of ground there. So yeah, my colleague Louise is just sharing a few different advice guides that I mentioned throughout the session today. If anyone has any follow up they'd like to do, obviously feel free to ask questions now and we can get through those with a bit of Q&A at the moment. But you can also contact me here with any kind of further inquiries you have.
I’d also like to promote, before we start a Q&A, just a couple of opportunities that we have. There's the Arts Marketing Association conference coming up in Leeds, I believe it's in July. And, we're offering bursaries for that at the moment. So if you're wanting to attend, to find out more about marketing, they offer sessions pitched to all different levels of expertise. Then I'd really recommend checking that out. And also, in the summer, we'll be sharing the next round of our photography bursary. So we've highlighted throughout this presentation the importance of strong visuals. Our photography bursary gives you an opportunity to pay a professional photographer, to take marketing photos that you can use to promote your museum over social media and the like. So there we go. That's, that's the conclusion of my presentation for now. So I'll just stop sharing my screen and we can check out, see if there are any questions in the chat.
GILLIAN: We've just had one question there, just a sort of general from Jill asking if the recording is going to be shared. So yes, the plan is that we will we will kind of edit and we'll kind of get that all sorted and we'll be sharing that on our website as well. So once that's live I'll send out an email to everybody to let them know that that is then live on the website.

And I think we're also looking, Joe, at having the actual presentation, the slides will get them sort of made up so that we can send them out to people on the call as well.
JOE: Yes. That's right. Yeah. I'm going to add a bit of work to ensure that the presentation is presented in a more accessible format. But I think people would really benefit from, like links to the specific examples that I highlighted. And yeah, just a lot, a lot more of that kind of background information that wasn't featured on the slides themselves.
GILLIAN: Brilliant. Somebody... Helen's asking, “how do we find out about the photography bursary?”
JOE: Yes. So the photography bursary, we've not promoted it yet. We're still sort of working out the details. But once that's ready to go, we'll be sharing that in Connect. And, sharing that on sort of our social media channels as well. So if there's anyone that hasn't yet subscribed to our mailing lists, I'd really recommend doing that so you can get regular updates about the work that we're up to.
GILLIAN: Yeah, we have another question in the chat. From Jill. “I'd like volunteers to do some recording and wondered, how do you get around GDPR with volunteers recording, creating and editing little videos and photos?”
JOE: I am not an expert when it comes to GDPR. We're blessed to have Kelly in our team, who is definitely - our Digital Manager - she's definitely really on top of that. I suppose, I mean, we do ensure that, you know, if you're thinking about, ensuring that people are, sort of comfortable being in front of the cameras and that they're kind of happy to have their image shared over social media, then, I’d recommend consent forms. So within MGS, for example, if we're creating pieces of content we’d still ask for people's consent, when we're doing recording and make sure that it's all in writing and, and that also gives people an opportunity to, for example, if they change their mind later down the line. They have recourse to say “actually, I've changed my mind at this point. Can you take that down?” So, so yeah. So we've got yeah, we've got lots of different sort of types of consent forms, that we use internally. That potentially could be adapted, to suit your needs if required.
GILLIAN: Thank you so much, Joe. I've just had to we laugh there because there's a comment in the chat saying from Andrew. “Excellent work, Joe I can't promise I will always credit you when I pass off your advice as my own.”
JOE: I'm doing a public service, it’s quite right. This is open access information.
GILLIAN: I would absolutely agree with that Joe, I have to say I thought that was excellent. The presentation. I mean, I actually I use social media like in my personal life quite a lot, but there was so much there that I hadn't really considered. And I think what you're talking about as well with the, social media starting to be used more as a search engine. And I think I do that without realising that's what I'm doing. And I thought that that was really interesting. That's something I hadn't considered before.
Oh, we've got a few more, in the chat here. “What would you give as the top five hints for a very small museum with very little funding for social media?”
JOE: Goodness. I think there's, to some extent, there's a real freedom with being a small museum because you can just kind of do whatever you want on social media. You know, there's not necessarily layers of authority you need to get through. You can just be really flexible with it. And also it means that you’re more likely to be tying your social media presence to your authentic, individual selves and letting your personality shine. So I'd recommend just... I might not be able to think of five off the top of my head. But I think just. Putting yourself out there, engaging with your local community. I'd say focusing on that idea of the museum as being kind of like a window for your potential visitors. So these might be people that, you know, aren't very familiar with your museum. If they're exploring an area, and they're just dropping in on your social media, that one time you want to be presenting a mix of, like, the people that make up your team, some, like, images of, like, collections, photos of the local area as well to showcase the kind of setting that the museum is in. You're wanting to build an entire package and present it to people to say, here's how you can spend an entire afternoon in the area, for example. So I'd really recommend doing that. Also that focus on search terms, you know, thinking about how are people potentially going to find your museum, what key times are they going to be typing in? If you if you start working those into your copy, then you're more likely to show up, on the radar for your visitors in the future.
GILLIAN: Brilliant. Caroline's asking, “do you have any recommendations around using hashtags in your posts?”
JOE: Yeah, hashtags are a funny one, they sort of, I think there was a general sense that they sort of fell from grace from a while. I think the recommendation is still at least on like Instagram or Facebook to use between 2 to 5 hashtags. You don't want to be going overboard with them. I think that visually that can be quite offputting if people to see a wall of hashtags, you want to be using hashtags where there's a decent chance that you are actually going to be showing up, sort of in the results for them. So, for example, if you just do #Scotland, there's going to be millions of uses of that hashtag. So you're not going to be able to cut through all that. But if you are thinking, you know, like and it's based on, it will be based on like geography, there might be like particular like tags for your kind of local area, that if they have between I'd say like 10,000 and a few hundred thousand uses on a particular platform. And you can look that up by just typing them in, and you'll be, you'll be getting sort of a good sense of the results. Yeah. Maybe if you type in like one hashtag that you're thinking, might be relevant and then seeing what posts are coming up and then seeing the other hashtags that those posts are using, you can sort of hop on that sort of bandwagon. But yeah, it needs to be something that people are actually potentially going to actually find you through.
GILLIAN: And we do have another it's more just a comment from Michael is just saying, “I heard once that YouTube gets used as a search engine more than Google, and I can see how it works for like how to videos.” And I think that's right, I think it's it's probably because social media, YouTube is much more visual than Google. Like obviously when you look up on Google, there's screeds and screeds and you might look through the first couple and then you kind of start losing the will to live a little bit. Whereas things like, social media, there's it's more, you know, visual and it's short wee sort of snippets and things. So yeah, I think that's a really good point. In about it probably being used more than Google.
JOE: Yeah. And I think, I think with YouTube, when you're creating content, I mean it can be tricky. It can be quite I guess time it can be quite time consuming, I think, to develop that kind of longer form content. But if you're considering creating content for YouTube, I'd recommend focusing on, a unique niche. You know, you want to be doing something that hasn't already been done elsewhere, that isn't already being done to a high standard elsewhere. So we've got a few examples on the social media toolkit, on our website of symptoms that are doing a good job with social media. Sorry, with YouTube in particular. I'm not aware of any smaller museums that have had sort of, have made huge inroads on that platform. But an example of a museum I mean, people always talk about the The Tank Museum in England, where they've got a really specific niche. They've got like a very kind of well informed audience of subject specialists and, just by chatting about their, their sort of, specific interest in this one topic, they've been able to generate millions of views on YouTube. So if you've got a particular area that's sort of a unique selling point, then really focus on that for platforms like YouTube.
GILLIAN: Fantastic. I don't see any more, questions in the chat. Is there anything just before we finish up, if anybody wanted to ask, feel free. You can just come off mute if that's easier. If you just will have a quick question to ask. No, don't think so. You've obviously explained everything so well Joe there isn't huge questions. But. Fantastic. Well, we're finished up a wee bit early so people can go and enjoy the rest of their lunch. Thank you so much for coming along. I think the session was really good. Lots of great comments coming in the chat there Joe as well. Just saying really great presentation. Many thanks. As I say, I will email... I'll send out a copy of the slides to everybody once they are ready, and I'll let people know once it's on the website. The recordings on the website as well. And I'll also include any of the links that we've mentioned in the chat today as part of the email. So just keep an eye out for for that. But it'll probably be maybe a couple weeks time won't be straightaway, but just to kind of keep an eye out for that. But yeah, thank you so much, everybody for coming along. You know, where we are. If you have any other questions you'd like to reach out, or if you suddenly think of something tomorrow that you desperately want to ask, please feel free just to to get in contact. That's absolutely fine.

