

Shimmer 2011 web technology evaluation

Shimmer 2011 Case Study
Context
Shimmer is a projection and lighting event that took place for the first time at Whitley Bay in November 2011. Produced by North Tyneside Council (NTC), the focus of the event was a stunning digital projection mapped on to the iconic Spanish City Dome by Newcastle based NOVAK Collective. The nearby beach and promenade was animated by a series of site specific projections and installations reflecting the themes and traditions of this seaside location.

NTC Arts Service had been considering testing out the use QR codes as a promotional tool and the potential of mobile friendly web content to market cultural activity and decided to use Shimmer as a pilot. Since the corporate website was not mobile ready it was agreed to allow council content to be hosted externally and without the usual constraints of the branding guidelines. Culturescape offered to work in partnership with NTC to format and host the relevant content for the pilot.

 A central project homepage was created with a shortened url and used as the target page for a QR code – www.delivr.com/19kot . This shortened url was included in email marketing and printed on the promotional leaflet (5,000) along with the QR code graphic. Culturescape creating a set of 9 linked pages and updated content as the project programme developed. The site was also used to collect feedback through a comment form with postcards containg the QR code and homepage link given out at the event. Three tracking systems were used to record traffic to these pages - Google analytics for an overview of all web traffic, Delivr for url shortening and QR code traffic and Percent mobile for detailed mobile device recording.
Reports

All tracking systems reported for the period  from the site going live to just after the event (1/10/11 – 10/11/11) with the following key data;
Google analytics shows 999 visitors generating 3,202 page views, an average of 3.21 pages per visit. There were 768 unique visitors (76%) showing that 24% revisited the site. Visitors spent an average of 2:18 minutes on the site and were located across the UK, with the NE consisting of 68% of the visitors. The target homepage received 45% of the visits (1442 of 3202) with each of the linked pages receiving an average of 180 visits each (6%). Direct traffic accounted for 57% of visits (569 of 999) and referrals from facebook 20% (204 of 999).

There were some variations across systems measuring mobile usage, but consistent themes emerged. Google analytics shows 177 mobile visits (17.72%) with Apple devices constituting 56% of visitors (99 of 177). Percent mobile shows 206 visits (18.8%) with Apple devices constituting 62% of visitors and 36% of referrals coming from facebook. Delivr shows 20.8% mobile visits and QR codes receiving 73 scans (12% of overall visits, but 57% of mobile visits).
Benchmarks
Whilst there are no standards against which to compare effectiveness, there are indicators in the digital marketing sector that are valuable reference points. 

To consider the impact of the email campaign, the timeline of web traffic showed significant peaks relating directly to the times that emails were sent out.  Whilst this demonstrates the effectiveness of the emails to drive traffic to the site, further analysis for the period as a whole suggests that a combined email list of 2270 (NTC Arts Service 1200 and NTC Events 1070) generated 768 unique visitors - a hugely impressive click through rate (CTR) of 34%. A snapshot of a combined e-mailshot 2 days before the event shows a CTR of 20%. Industry benchmarks in email marketing consider a business to consumer (B2C) campaign CTR of 2% to 12% to be healthy and well segmented and highly personalized email lists to be successful with a CTR of 10% to 20%.

To consider the devices recorded accessing the site, a report by Kantar Worldpanel ComTech  in July 2011 shows that only 27% of UK consumers currently have Smartphones (the other 73% is referred to as ‘feature phones’). The industry position is that any mobile content must consider ‘feature phones’ and not just focus on Smartphones. Percent mobile recorded usage by 21 different devices across all leading brands and 9 different operating systems, fulfilling its commitment to accessibility across all platforms and devices.
Whilst Apple devices are shown to constitute 50-60% of mobile visits to shimmer, the same industry report shows Apple’s share of the UK smartphone market to be 18.3%. This clearly indicates that the target audience (and the creative sector at large) is more orientated towards apple products than the average UK user.
Conclusions
The overall visitor numbers and page views show that this promotional approach was highly successful in engaging an audience. These figures are far higher than those for comparable pages on NTC‘s web site and demonstrate the value of this digital approach. Also, the pages per view and time spent on the site prove that the content was relevant and appropriate to the audience, and consistent across all linked pages.

The majority of the traffic was driven directly from the email campaign which included the shortened url link with facebook being a significant source of referrals. The leaflets with the QR code generated a relatively low number of scans but did constitute half of all mobile visits. All other mobile visits will have come from clicking the link in a received email, demonstrating the increasing use of mobile devices to send and receive email. Overall, mobile usage constituted a significant percentage of visitors demonstrating both the value and success of formatting the content as mobile ready.

In terms of location of visitors, nearly 70% were in the catchment area of the event, the North East, demonstrating the campaign reached its target audience. The impact of the various mailings, bulletins and postings is readily seen in peaks of visitor traffic and all promotional activities are seen to have been effective. The timeline also shows that numbers of visitors steadily increased over time to the build up of the event. The number of new (or unique) visitors also rose steadily demonstrating an increased awareness and growing audience engagement.
The pilot was an overwhelming success and showed that mobile ready content will genuinely engage users across all platforms and produce great results from even the simplest email marketing campaign. External hosting did not conflict with the corporate site and enabled the public to access specific content in an efficient and meaningful way. The agility of the platform to add fresh information gave the content a dynamic and ‘live’ quality and offered returning visitors added value. Building in a feedback loop introduces an avenue of evaluation beyond the usual audience surveys and is a natural extension to the engagement with the content.  Having one platform that offers so much shows that this approach has huge potential in the cultural sector , potential that both NTC Arts Service and Culturescape are keen to explore.
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