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REACHING PEOPLE

We will take an audience-led approach
to the development and delivery of all the
Library’s services and cultural experiences.

We will deliver outstanding digital
engagement, helping people to use the
collections in the most creative ways possible.



Metroculturals

Commuterland Culturebuffs

Prosp , liberal urb
in a very wide cultural spectrum.

M1 Older, established professionals
and high-spending elites.

M2 Younger, mobile and emerging
metropolitan professionals.

Experience Seekers

Affluent and settled with many working in higher
ial and professional i

? C1 Prosperous families, living in
Y the commuterbelts of major cities.

C2 Wealthy empty nesters with
comfortable, rural lifestyles.

Dormitory Dependables

Highly active, diverse, social and ambitious
regular and eclectic cultural engagers.

E1 socially minded midiife
W professionals with varied tastes.

& E2 9 with ad ous

By attitudes in diverse urban areas.

Trips & Treats

Subur n

heritage activities and mainstream arts.

Commuter-town
A families investing for the future.

Settled, comfortable
l residents enjoying regional life.

Home & Heritage

Mai arts and pop culture fans
influenced by children, family and friends.

Modern young
A families building a future.

Settled families with
established lifestyles.

Up Our Street

Rural and small town pensioners attracted
to daytime activities and hi:

A Settled suburban seniors.
A Affluent residents of rural idylls.

Frontline Families

R g tookingifor
mainstream, local leisure opportunities.

U1 Middle-aged inhabitants
of semis on the edge of town.

U2 oider residents of terraces
and flats in built up areas.

Kaleidoscope Creativity

Frugal, semi-urban renting families,
light on culture, heavy on community.

F1 Older families, getting
by despite challenges.

F2 Younger, cash-strapped
families and couples starting out.

Supported Communities

Mixed age urban low engagers preferring free,
local, culturally specific arts and festivals.

K1 settied and diverse
urban communities.

K2 Hard-pressed singles
in city tower blocks.

Culturally low engaged, health poor, craft
circle, church group seniors and youths.

‘e’ S1 Young, immobile and hard-up,

often relying on welfare to get by.

S2 Elderly residents of shared
housing with declining health.

AUDIENCE ENGAGEMENT

Working with Audience Agency
on audience segmentation

Turning our understanding of audience
upside down

Allows us to map our digital services more
effectively

Enables high-impact audience-led
service design



OUTSTANDING
DIGITAL ENGAGEMENT

What makes an outstanding digital collection?

* Online deliver is not the end but the start of the journey
* Depth vs quantity — striking a balance
« Accessibility vs usability

- Al- supported data generation (Lucy Dalgleish:
https://data.nls.uk/projects/artificial-intelligence-report/)

« EDI: Identifying harmful and problematic language
(Carissa Chew:
https://culturalheritageterminology.co.uk/)

« Selection focus: audience-led and format-driven (fragile
formats = tapes + newspapers)



https://data.nls.uk/projects/artificial-intelligence-report/

THE ROLE OF
DATA VISUALISATION

language amount

digital collections heat maps
e by format type, pub date,
accessibility, subject
e visualising silences (EDI)

82,534

English

Representing Data course at UoE:
e publication data (cat records)
e environmental data (Estates dep)

DS Fellow 2023/24
e data vis workshops for younger
audiences

Visualisation © Jieyu Shi, Wenlei Huang, Yihan Li, and Yuxin Liu; Representing Data course, Design
Informatics, University of Edinburgh. Used with permission.



