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DATA SHARING 
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WHO ARE TICKETING NETWORK EAST MIDLANDS? 



BOARD OF DIRECTORS 

(2 Reps from all TNEM 
venues) 

 

PROJECT TEAM 

(Reps from all TNEM 
venues) 

 

DATABASE  

ADMINISTRATOR 
PROJECT MANAGER 

END USERS 
(72) 

Theatre Royal & Royal 
Concert Hall 

END USERS 
(30) 

Nottingham Playhouse 

END USERS 
(25) 

Nottingham  
Lakeside Arts 

END USERS 
(9) 

Dance 4 
(East Midlands Dance Agency) 

TNEM -STRUCTURE 



AIMS HOW WE DO IT 
To deliver excellent service to our customers Cross-selling, cross-marketing, online 

platform 

To maximise shared resources Training, staff, hardware, knowledge, tickets 

To develop future use of & gain maximum 
benefits from the Tessitura application 

Managing the priorities & expectations of the 
venues 

To work collaboratively on audience 
development & data analysis projects 

Sharing data, collaborate, work toward 
shared interests. 

To engage and work collaboratively on 
marketing/cross-selling 

Festivals, seasonal events, city-wide 
initiatives.    
 

THE CONFERENCE CONTRACTUAL OBLIGATION  
BORING TABLE SLIDE! (BUT IT’S ONLY LITTLE) 



WHY WE’RE HERE  
TO SHARE DATA OR MORE CORRECTLY,  

 MARKET INTELLIGENCE 
 

 

 



NEAT 2014 



OPT-IN ACROSS CONSORTIUM 



ONLINE OPT IN  
THANKS MARK @ TESS 



GENRE – FOR CROSSOVER 
 Productions Elements > Production Season  & Performance Tab 

Ticket Orders > Product Search 



MWAH-AH-AH-AH! 



I HAVE THE POWER!!! 
(good pic, no?) 

 



USING LISTS FOR COMPARISON 



Using Audience agency data  

BASED ON SPIRIT NOTTINGHAM DATA 



60 MINUTE DRIVETIME 



AND THE RESULTS 

Not enough time to discuss all  

the findings here but some headlines. 



LOYALTY 
Customers pick 
their brand and 

generally stick to it 



CROSSOVER 

Again, customers 
generally stick to 
what they know 



GOING FORWARD 

TNEM Quarterly 
newsletter 
generating 



SNAZZY HUH? 



IF YOU HAVE ANY QUESTIONS: 

Richard Surgay 
Customer Relations Manager 

 

richards@nottinghamplayhouse.co.uk 
0115 947 4361 

 



 
 
 

Data sharing – shared market, not 
market share 

or  
Seeking The Unusual Suspects  

in your Audience 

 

 

 

 
Tessitura European Conference 

Nottingham, November 2015 



Presentation for   

November 2014 



The Unusual Suspects 



Who: Newcastle Gateshead Cultural Venues (NGCV) 
 





What: the research questions 

Can a Data Commonwealth unlock the potential of less  
engaged audiences?  

Can segmentation and profiling  insight be used to 
increase engagement? 

What works? Which propositions, 
 strategies and techniques are most effective? 





The barriers to sharing data 

Political will  

Legal 

Technical 



 

 

The market 

 

 

 

It’s not about market share, it’s 

about a shared market 
 



 

 

 

 

 
 



 
Data protection and privacy:  
 

 In the Warehouse: data protection is 
attached to each organisation’s policy 

 In the Commonwealth: full consent with 
privacy lock 

 Research indicated there was a high level of 
trust with individual arts organisations 

 

 





The Technology 

 
 



A Consortium & Commonwealth 

 

The 
INSIDER 



The Insider invitations 



How: Putting the ‘R’ back in CRM:  
 
 Cleaned, segmented, profiled and data 

protected 

 Awareness, past attendance and future 
propensity for every Consortium member 

 Past attendance and future propensity for 
each artform 

 Age, location, family status, age of 
children 

 Culture Segment   

 Level of Engagement – propensity to join, 
donate and volunteer 

 



Data insight – 
Culture Segments 



Detailed pen portraits for insight 

 
 
 
 

mhminsight.com/segmentme 
 



 

 
 

The right message 



Early results, learnings and insights 



The Insider: by the numbers  

- 20% crossover in audiences 

- 179,738 emails sent 

- 8%  conversation rate 

- 14,558 members in The Insider 

 

 







Campaign case study: BALTIC 

Developed a private tour to make the Unusual Suspects 
more engaged and comfortable 

Optimised communications for target segments = 
Expression + Stimulation  

Testing different copy and images = 
social aspects vs art focus 





Results of the BALTIC campaign 

“Response to The Insider 
emailer was phenomenal” 
 
Head of Communications, BALTIC 





Learnings from the campaign 

“….it was really interesting to see how we got a 
great response from people who’d never signed up 
to our mailing list …. so they just weren’t engaged 
with us in that way and now they are! 
 
So we’ll listen to our audiences more and include 
more of a social element ... Because the event was 
so successful, we’ll also look more closely at what 
the public wants in future.” 



Campaign case study: Dance City 



 





The Unusual Suspects 





Feedback 

“… we had a really successful event. We attracted a small 
number of people who hadn’t been to dance before. They 
were really engaged and had a very positive and personal 
experience and interaction with us.  
 
We were able to give a very rich level of engagement …. 
Feedback on the night was extremely positive. We’ll 
definitely replicate the model and run similar sessions in 
future to help engage those new to dance. “ 
 
Marketing Manager, Dance City 
 



       The Insider – by the numbers 

        72% 
        increase in email open rates 



Tyneside Cinema: Test Drive Campaign 
  
“The connection [to] the bar with the cinema – 
great beer to start with and then a great movie. 
Next time we’ll even have dinner.”  Affirmation 

 

“First visit was quite impressed really; comfortable 
seats, nice coffee bar.  Pleasant staff and … both 
enjoyed the film.”  Expression 

 

“The atmosphere. Friendly staff but also wonderful 
surroundings that I was free to explore.”  Essence 

 

 



Tyneside Cinema: Test Drive Campaign 
 

   45%  loved the experience and would  
  return soon 

   45%  liked the experience and would   
  probably visit again in  
  next 12 months   

 

   





 



 



Learnings 

“The opportunity (with Culture Segments) for 
everyone to talk with a common language 
about our audiences is pretty priceless. And the 
fact that we can compare our Baltic audiences 
to the regional picture gives us a much richer of 
language of insight and understanding - so that’s 
a real win-win for us”.  
 
    Head of Communications, BALTIC 



Results: learnings and insights 

As arts organisations we need to: 
 

Embrace segmentation, targeting and personalisation 

Constantly experiment with our audiences to see what 
works 

  Learn to love the infrequent attenders 

  Work together to develop a shared market for culture 

 



For more …. 

     www.thisistheinsider.com 
 

     www.native.co.uk 
 
 

Amy Foley – Live Theatre 
Amy.foley@live.org.uk  
www.live.org.uk 
@LiveTheatre 
 
Jackie Hay – Morris Hargreaves McIntyre 
jackie.hay@mhminsight.com 
www.mhminsight.com/culturesegments 
@mhminsight 
 

mailto:cait@live.org.uk
mailto:cait@live.org.uk
http://www.live.org.uk
http://www.mhminsight.com
http://www.mhminsight.com/culturesegments
http://www.mhminsight.com/culturesegments
http://www.mhminsight.com/culturesegments


MHM RELATIONSHIPS 

Automated web app that collects Relationship data and writes it back to any 

database. 

+ 



QUESTIONS? 

Please tell us who you are and where 
you are from…. 

 



WHAT’S NEXT? 

NEXT SESSION : 3.20PM – 4.20PM 
 

BREAK 3.05PM – 3.20PM 
You will find refreshments in or near all 
conference rooms. We suggest that you 
move to your next session before finding 
a drink.  
 


