Edinburgh International Science Festival
Ambition Approach report
Edinburgh International Science Festival is a high profile
educational charity. Each year we deliver one of Europe’s
largest Science Festivals, the UK’s largest primary schools
science outreach programme and a variety of international
projects including our role as Major Programme Partner for the
Abu Dhabi Science Festival.

Project Initiation
We needed a new digital strategy.
Here are some reasons why
›

We’ve recently undergone a period
of growth and developed new areas
of business.

›

Our current website is expensive
and difficult to maintain.

›

We’re operating fairly successfully
on social media but with no real
focus.

›

We’re under increasing pressure
from stakeholders, clients and
funders to deliver more online and
undertake digital projects.

›

Customers find our website difficult
to use.

›

Our staff have lots of ideas and
don’t think we’re reaching our full
potential in this area.
The Ambition Approach gave us
£5,000 to work with consultants
so that we could audit our current
digital position and create a
new strategy for growth and
development. We approached this
project in two phases.

Phase One
Staff Consultancy
Andrew Coulton, our phase
one consultant, conducted
interviews with staff from
all departments to get their
views on
›

Our business and creative
priorities.

›

Their level of engagement
with and understanding of
our digital activity.

›

Perceived strengths and
weaknesses in this area.

›

The opportunities,
challenges and priorities
from each department that
will influence our future
digital activity.

It’s hard
to find what
you want

Nobody visits
outside Spring

Our projects
feel like add-ons

It looks nice

It doesn’t lead
me to more info

We don’t look
innovative

We don’t
know how to
contribute

IT DOESN’T
LOOK LIKE US

Group Session
We held a group session
to feed back from the
interviews. We found
there was a great deal
of ambition, ideas and
engagement from across
the staff team but no
consistent sense of our
priorities.
So, during this group
session we discussed
›

How do we represent
our increasingly diverse
range of activities to reach
different markets and
audiences outside of our
annual festival?

›

What is our website for?
Selling tickets? Science
education? Attracting new
business?

›

›

How do we use content – is
our role to be a destination
or a gateway to existing
resources online?
Should we strive to become
a year-round content
provider? And what does
that look like?

This caused some debate

‘We COULD be better than Google!’
‘We should be creating SCIENCE CONTENT’

‘Why do we need a website year round?’
‘WHY AREN’t WE running ONLINE EDUCATION COURSES’
‘We should be CATERING FOR CHILDREN ONLINE’

In the end, we realised how important it
was for the website to represent all areas
of business and for our activity to be
proportional to the scale of our operation
and priorities. This helped us decide upon
targets and ambitions for future growth.

Phase Two
Digital Review
The next phase of our digital
journey was our review. We
worked with Chris Elvery
who conducted an audit of
our digital estate.

‘This feels like a Festival
website – other activity
feels secondary’
‘Who is this for?’
‘You’re talking to everyone
and appealing to no one’
‘This isn’t mobile compatible’

Recommendations
Chris’ report gave us some
clear recommendations
›

Redevelop and reposition
existing digital tools.

›

Identify customers across
all activities.

›

Develop an appropriate
digital marketing strategy
to encourage maximum
customer engagement.

›

Find better ways to
maximise commercial
opportunities (including
ticket sales and fundraising).

›

Develop appropriate Key
Performance Indicators to
ensure the efficiency of all
activity is monitored.

›

Improve the set up and staff
training on tools like Google
Analytics.

›

Consider the impact
of new technologies
particularly in relation to
online engagement, mobile
compatibility and Smart TV.

Next steps
›

We shared and discussed
the review internally
and created an action
plan for the suggested
improvements.

›

We developed customer
personas to help us identify
who we’re talking to across
all marketing activities.
‘Science Active’
‘Cultural Events’
‘Families’
‘Teachers’
‘Clients’

›

We got approval from our
board and secured funding
for the redevelopment
of our digital estate and
further development of new
strategy.

Business Case
We examined what improving our
digital approach could do for our
business and identified that it has
the potential to:
›

Create a better online experience for
customers allowing us to maximise
sales.

›

Give our year-round projects the
profile they require and allow us to
achieve key organisation goals.

›

Create new fundraising
opportunities.

›

Attract new International business
by improving our shop window and
information about services.

›

Decrease costs and cut down on
wasted resources by streamlining
the work of various departments.

›

Make better use of our internal
resources to produce interesting
and appropriate year round content.

›

Explore merchandising as a new
revenue stream.

The Future
›

We’ve appointed a new digital agency to
redevelop our digital estate and help us
define our ongoing strategy. This will launch
in May 2014.

›

We’re developing a content calendar to
help keep our online messaging timely and
targeted.

›

We’ve created an internal ‘digital steering
group’ meeting quarterly to make sure all
staff feel involved and can contribute to our
digital future.

›

We’re building a long-term plan for our
continuing digital growth.

