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Audience Insight

The AGB’s audiences are both variable and diverse. The gallery serves a wide spectrum of
creatives (both professional and amateur) and members of the public. These audiences include
children, teens, and adults attending the gallery’s art education programs; curators, artists,
and members of the Burlington art and craft associations and guilds who use the AGB and its
spaces for workshops and exhibitions; and public visitors to the gallery’s collection and
exhibitions. The gallery’s principal target audience consists of adults aged 25-65, diverse in
gender, ethnicity, ability, and economic background. Most live in or near the city and are
actively engaged in the gallery’s activities. Some may be members of the guilds or art class
students while others may be casual visitors to the gallery. The AGB’s target audience has
diverse social media needs and expectations. Here are three profiles of members of the
brand’s target audience, which offer some insight into that diversity:

e

David
® 26
e Korean Canadian
e lives in Burlington and works in a part-time administrative position at City Hall

e loves cooking and gaming; spends a lot of time online and is highly active on social media—especially
Instagram and YouTube—as well as online gaming communities

e uses a wheelchair, so spaces that are physically accessible are very important to him

o regularly takes summer classes at the AGB and loves to paint in his spare time

Mark
® 65
e British Canadian
e lives in Milton; recently retired accountant; loves to travel and experiment with photography
e needs a place to practice and continue learning more about photography, his favourite pastime
¢ long-time member of the Latow Photographers Guild and regular participant in AGB exhibitions
e recently became more active on social media, especially Instagram (posting photos) and Facebook
(he uses Messenger to keep in touch with other guild members and plan guild-related activities)
e occasionally teaches some of the photography classes at the gallery

Sarah

e 42

e Indigenous and Canadian

e lives in downtown Burlington, near the AGB, and has a 5-year-old and a new baby; works in PR and is
currently on maternity leave

¢ needs a free, kid-friendly place to spend time during the day with easy access for a stroller

e loves to come to the gallery to browse the shop or have a coffee in the courtyard on a sunny day

e studied art in college and likes to support local artists; regularly attends AGB exhibitions and events

¢ highly active on social media; browses the AGB’s Instagram and Facebook feeds, but prefers Instagram




Audit

Channel Overview

The AGB maintains accounts on five social media platforms—Instagram, Facebook, Twitter,
LinkedIn, and YouTube—but is most active on the first three. Facebook is the primary social
media channel for the brand and its target audience. The sections below provide a snapshot of
the current activity on each platform, recorded on 26 January 2022: the number of followers;
the date of the most recent post; the nature and consistency of the feed; and the presence (or
absence) of key brand features:

Instagram,

Link: www.instagram.com/artgallburl/
Followers: 4,815

Date of most recent post: 22 January 2022

Nature and consistency of feed:

The feed is consistent overall with posts consisting mainly
of static images (e.g., photos of works of art or objects in
the collection, or images of artists or contributors). Video
content is also posted, although not as frequently as static
images.

The AGB is
temporarily
closed.

acb

Presence of key brand features:

On-brand profile image (logo): The “AGB” logo appears at the top of each post, in the brand’s distinctive and
recognizable orange red.

I”

Relevant handle: The account handle “artgallburl” is suitable, given the long brand name, but perhaps not as
easy to find for users searching for the gallery without knowledge of the specific name.

Effective/relevant bio: A brief and effective bio that sums up the gallery’s multiple identity as a collection,
exhibition space, and arts education facility, with a linktr.ee feature and geographical address. The bio refers to
“6” guilds, which may create confusion for users of other platforms where that number is stated as “7.”

Bio link: “Link in bio” feature is used occasionally, but not consistently.

Posting activity: Posts are uploaded on a regular basis (between once a week and almost daily). Posts mirror
those on Facebook, with some minor variations.



http://www.instagram.com/artgallburl/

Art Gallery of Burlington
acb 4. @

Now available as a recorded video on our YouTube channel, artist Tamyka Bullen performs a poem on the

politics of place and how oppressive systems affect us all. Fly Higher (2022) was translated it into a

choreographed movement and is part of Su-Ying Lee's curatorial program for AGB's How to Read a Vessel

exhibition (September 2021 - January 2022). We would also like to thank Thurga Kanagasekarampillai and
® Marcia Adolphe Martins.

Tamyka Bullen has been involved in social services for women, immigrants, youths, and the LGBTQA
community for many years. In 2015, she became involved in the theatrical world as an ASL poetry
performer. In 2018, she debuted as an actress for the Sound Off Festival production Deaf That! and Judith
Thompson's play After the Blackout. She teaches ASL lessons, loves to craft and mingle stories, arts,

Li n k: WWW. fa ce b (e]0] k .CO m/A rtG a | I Bur I/ poems, acting, and dance on stage, and to voice her feelings and thoughts through her hands, body

language, and facial expressions. Her motto: Embrace Yourself, Show Yourself!

Watch the full performance here: https

Followers: 4,900 s e
Date of most recent post: 22 January 2022

Nature and consistency of feed:

The feed is consistent and matches closely with that of

Instagram: content seems to have been posted to both

platforms simultaneously, with some slight variations (the

post at right, for example, which features video content,

contains an embedded link to a video of the full

performance; the Instagram version of the same post

provides this link via the “Link in bio” feature). O Comment

Most relevant »

Presence of key brand features:

On-brand profile image: The profile image (right) features a -
group of people—diverse in age, gender, and ethnicity—engaged B8R T o , \
in a creative workshop at the gallery. It captures a good : ¢ A ﬂj |
cross-section of the brand’s varied audiences. While it does not

depict the target audience alone, it may appeal to members of

that group interested in educational programming, either as

teachers, students, or as parents with children who might

participate in these programs. QGO anostaryotsutegn

fivifsa 1

Relevant handle: “Art Gallery of Burlington”. Highly relevant. The platform permits the use of the brand’s full
name.

Effective/relevant bio: A detailed bio that makes full use of the available categories, with hours of operation, full
contact information, and a brief description of the organization and its multi-faceted activities.

Posting activity: Posts are uploaded on a regular basis (between once a week and almost daily). Posts mirror those
on Instagram, with some minor variations.



http://www.facebook.com/ArtGallBurl/

® Art Gallery of Burlington
is finally here! We're raising funds towards the purchase of
w ' e ‘ books for the library at the Grand Valley Institute for Women.

Click here to support this campaign and donate today:

Link: https://twitter.com/artgallburl
Followers: 3,368

Date of most recent post: 30 November 2021

Nature and consistency of feed:

The feed is relatively consistent in terms of the type
of content, with posts that focus primarily on events
and activities (exhibitions, fundraising, employment
opportunities) or invitations to support causes that
are either directly or indirectly related to the brand’s
own initiatives.

Presence of key brand features:

On-brand profile image: The image (right) sends a generally brand-
appropriate message (in the brand colour) but implies that the brand is
more a charitable cause than an art gallery and community centre. It
doesn’t make particularly good use of the visual opportunity to capture
the target audience. If the textual message on the shirt is the key, then—
as text overlaid on an image—it’s important to note that it may be
problematic for accessibility (as illegible to screen readers).

Art Gallery of Burlington

Relevant handle: The handle (“Art Gallery of Burlington”) is relevant and
detailed. The platform allows for the full brand name.

Effective/relevant bio: The bio is a brief summary of the organization’s role as home to a permanent collection
and the art and craft guilds, with reference to the fact that admission is free. Not as effective as the Instagram
bio.

Bio link: Includes a link to the brand’s main website, which also appears in many of the posts (along with links
to other relevant pages on the website). This bio identifies “7” guilds, while Instagram identifies “6.”

Posting activity: Posting is frequent and occurs at regular intervals of about once a month, every few days, or
daily (with heightened activity in November 2021). The feed has not received a new post since 30 November
2021.



https://twitter.com/artgallburl

Linked [

Link: www.linkedin.com/company/artgallburl/

Followers: 825
Date of most recent post: late November 2021

Nature and consistency of feed:

The feed is limited to only a few posts, which makes
sense given that this platform is intended primarily
for professional development purposes and less so
for marketing. Posts concern events and activities,
including exhibitions, relevant seasonal/national
holiday occasions, and recruitment ads. There could
be some missed opportunities here in view of the
potential significance of the platform to the target
audience.

Presence of key brand features:

On-brand profile image: The image (right) is a vibrant,

eye-catching view of an exhibition in the AGB’s main

exhibition space. This is definitely on-brand, but perhaps

not entirely relevant to the platform and its
communicative purpose or potential.

Relevant handle: The platform permits use of the
brand’s full name (“Art Gallery of Burlington”).

Art Gallery of Burlington
QG 825 followers

mo

Ashley Huot (She/Her) - 3rd+
Academic Librarian & Artist
2mo + Edited - @

| had the great pleasure of joining the amazing Kirsten Wurmann to present about
prison libraries last week, connected to our work with the Manitoba Library

Association’s Prison Libraries Committee. If you missed it there's a recordin ...see more

About Prison Libraries

11111 INGIION
1 ERARM
FEST!!/L1.

BPL and the AGB Present: About Prison Libraries

youtube.com
€O

(5 Like Q Comment

Art Gallery of Burlington
We are Burlington's art gallery; a place of intersection where creators, cultures, and communities converge.
Arts & Crafts - Burlington, Ontario - 825 followe

See all 30 employees on Linkedin

Effective/relevant bio: The bio is very short, which fits with the more typical approach taken by users of
this platform but doesn’t provide sufficient information for anyone unfamiliar with the brand.

Bio link: Links to relevant sites are occasionally included within the posts themselves, depending upon
the content (for example, one of the posts concerning an exhibition contains a link to the relevant page

on the brand’s website).



http://www.linkedin.com/company/artgallburl/

n Yo UTllbe QAGL o

@ Art Gallery of Burlington

Link:
https://www.youtube.com/channel/UCI9QVh
EQ3nddbWrOwt3wGtQ

Subscribers: 19
Date of most recent post: 19 January 2022
Nature and consistency of feed:

The feed is quite limited, with only a few posts. Most are short videos prepared by members of staff or brand-
affiliated creatives, demonstrating art techniques or craft activities under the umbrella of an “Art is
Everything” initiative and an “Art Snacks” series: short videos that help viewers learn—or learn about—
various skills, techniques, and art practices at home. These posts make a great use of the video medium at the
core of YouTube’s communicative potential. They also fit well with the current needs of the target audience,
mid-pandemic. The brand appears to be new to this platform, but there is room here to further develop and
build on the promising direction of existing content, focusing on education and storytelling.

Presence of key brand features:
On-brand profile image: The profile image (above right) is certainly on-brand but lacks any visual appeal.

Relevant handle: The handle (“Art Gallery of Burlington”) is highly relevant. The platform permits use of the
organization’s full name.

Effective/relevant bio: The bio is the same as the one produced for Instagram but identifies “7” guilds
instead of “6.”

Bio link: Links are not habitually included within video descriptions.

Posting activity: Posts are few in number and sporadic in date, with a start date of 9 months ago, suggesting a
limited and only very recent engagement with the platform.



https://www.youtube.com/channel/UCl9QVhEQ3nddbWrOwt3wGtQ
https://www.youtube.com/channel/UCl9QVhEQ3nddbWrOwt3wGtQ

Content Review

The following is an assessment of three of the most and least successful posts on the brand’s
primary social media channel, Facebook.

Most successful posts

What works: The post makes productive use of the platform’s provision for
dynamic content by including a video clip that engages the viewer and
draws them in. The content aligns well with the brand and the diverse
nature of the target audience, with a topic about diversity that’s aimed at a
mature rather than a juvenile audience and is written in an engaging but
straightforward prose. The post’s introductory paragraph strikes a good
balance between detail and concision, summing up the most important

content, and fits at the top of the post, prior to the “See more” link. The
longer paragraph accessed via the link includes additional relevant
information. The post also includes a useful link to the complete video and
relevant hashtags (a link to the website for the exhibition mentioned in the
post could also perhaps have been added here). With only 1 Like, 1 Share,
and no comments, its KPI rating is low, but it is also a very recent post.

Link: www.facebook.com

What works: This post makes effective use of the visual component of a
Facebook post, with an eye-catching image of a fascinating ceramic
object—the medium at the centre of the brand’s permanent collection. The
short text at the top of the post fits entirely within the space available
without the need for a “See more” link. The content is highly topical and
makes good use of humour to engage viewers. With a reference to the
pandemic, it appeals specifically to the age groups of the target audience
(old enough to drive and likely able to relate to the scenario described).
Hashtags are not excessive in number and are directly relevant to the post’s
subject. The post also sends a positive message that links a seasonal
greeting to one of the organization’s key roles (as host to a permanent
collection of ceramic objects). The KPI rating is low but seems to be in line
with this brand’s Facebook performance level more generally.

What works: With an enticing photo of interesting items for sale in the
gallery’s shop and a short and to-the-point text with a catchy subject line—
without any need for a “See more” link—this post is right on brand and
speaks directly to members of the target audience. No additional links or
hashtags are necessary, and haven’t been added here simply for the sake of
filling the post with tangentially related content. The post focuses on the

most important information: a warm invitation; the savings on offer; and
the date, time, location, and opening hours. The post is topical and well-
timed, posted exactly a month before Christmas when members of the
target audience will be looking for seasonal gift ideas. KPIs suggest a higher
than usual level of engagement with the post: 5 Likes and 2 Shares.

Link: www.facebook.com



https://www.facebook.com/ArtGallBurl/posts/4958966594137577
https://www.facebook.com/watch/?v=1021186458610799&ref=sharing
https://www.facebook.com/ArtGallBurl/posts/4862902557077315

Least successful posts

Justice Canada study finds own criminal courts stacked
against Indigenous accused

ring ceramic “...vessels as langua
containment, nourishment, and &

art objects become metaphors, ¢

“'HL‘ devices, to discuss the colonia
A\ \ >ts of collections and their historie:

Link: www.facebook.com

Link: www.facebook.com

What doesn’t work: This had the potential to be a more successful post,
with a catchy subject line and short, to-the-point invitation followed by a
relevant and useful link. 6 Shares and 1 Like suggest some interest on
followers’ part. But the post doesn’t really make any specific effort to
address a particular audience, and the lack of response to the important
question asked by a follower suggests the brand doesn’t monitor the feed
or check the comments for questions. This is a missed opportunity for the
brand to engage with their audiences (including the target audience) and
further establish brand trust. The commenter may have been frustrated
enough by a lack of response to take their business elsewhere. The post’s
timing is also not the best: two weeks prior to the new year, many
followers will be thinking more about the holidays than art classes.

What doesn’t work: This post features a cluttered and confusing still
image that does little to engage the viewer or provide them with real
value. The content’s relationship to the brand is also not immediately
clear. The text of the post continues into the “See more” link and has a
lengthy and somewhat disjointed structure. It seems to have been
written in haste, without much thought being given to how best to
order the information or make it easy for the reader to parse. Relevant
hashtags have been included, along with a link to the website related to
the post’s central topic. KPIs suggest no engagement with the post on
followers’ part, perhaps on account of the lack of any clear brand
connection and/or the use of a visually bewildering image.

What doesn’t work: This post includes a very long text and a confusing
image that seems to have been incorrectly uploaded: a combination of a
photo and drawing, the drawn portion has been awkwardly cut off at the
bottom edge. This is a shame, since the post opens with an enticing
subject line and puts the most important information (topic, presenter,
date, location) up front, and the content of the post makes some effort to
speak to the target audience. The post is generally on-brand, but more
could be done with the visual component to engage the viewer and
reflect the textual content—and perhaps remove some of the burden
placed on the lengthy text to carry the full communicative load. Hashtags
are generally relevant but perhaps too many in number (“#creativity” is a
little vague and probably unnecessary). KPIs are limited (1 Like and 2
Shares) but are in line with the brand’s performance on this platform.



https://www.facebook.com/ArtGallBurl/posts/4925315427502694
https://www.facebook.com/ArtGallBurl/posts/4902926896408214
https://www.facebook.com/ArtGallBurl/posts/4788480717852833
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