












• A board of the public.• A board of the public. Working with other organisations to invite working class individuals to come 
into the space and guide the organisation on steps they could take to improve the working-class experienc-
es. The could take the form of a new board, similar to that of the board of trusties which develop strategies 
for the organisation. People on the ‘board of the public’ could be members of the community, such as head 
teacher or youth workers, meeting annually to discusses what the gallery could be used for and to chair 
motions that could directly impact the local community. It would be important to ensure the board reflect 
people from multiple different backgrounds in order to give solid advice. 

• Redefining the role of the gallery invigilators. • Redefining the role of the gallery invigilators. The presence of the invigilators could be quite intim-
idating, shown here in a quote from young artists Rianne Karra, “They can be very quiet with invigilators 
watching your every move”.  Transforming this role would create a more relaxed and comforting environ-
ment, instead of their main job role being to look after the art and enforce gallery rules the position should 
be re-thought. The new role could focus on public interaction as the main purpose with the other duties, 
such as enforcing rules, becoming secondary. The data from survey questions twenty seven, shown below, 
suggests that consumers would rather art gallery staff interact and talk with each guest. With only 14 partic-
ipants out of the 56 sample size stating they would not like this, it is easily encouraged to make every front 
of house job role at an art gallery much more conversational

• Encourage exploration• Encourage exploration. One great example of an art gallery allowing full exploration would be the 
Bob and Robert Smit’s Epstein Archie Gallery at New Art Gallery Walsall. A completely interactive space 
that allows for full exploration without having to worry about items being damaged, pictured below. How-
ever, it is important to also ensure that these experiences are not there only to appeal to children but are 
also that adults are encouraged to interact. This needs to happen in order to combat the idea that work-
ing-class people may have of art being a children’s hobby. 

• Taking the work into familiar spaces. • Taking the work into familiar spaces. This recommendation is for art galleries to work collaborative-
ly with venues they otherwise might never to bring art to these environments. Specifically, environments 
that working class people use and feel comfort in, such as libraries, community centres, mosques and other 
religious spaces and pubs. As well as this art galleries could be working on large/medium scale events that 
could happen, or already are happening, within the community. One example of this could be the book 
fairs that primary schools often put on, these fairs invite parents into the school and would be an excellent 
way to reach out to working class children and adults. Particularly useful at these sorts of events would be, 
art works that work with the public or directly relate to the local community, talks from artists (particularly 
local), directors or other ambassadors and taster workshops that might entice audience to use the gallery. 
Though a few galleries are beginning to take steps in this direction there is still much more to be done. 
An example of this would be the Nottingham Contemporary, with their out-reach to wider communities. 
Programmes such as the ‘Our Learning and Community programme’.  There is also evidence to point out 
how beneficial this approach could be with data from survey question twenty-three; ‘If art galleries did put 
on events in local space would you be more or less likely to attend?’. The data showed 75.9% of partici-
pants, most of which are from working class backgrounds, stating they would be ‘more likely’ to attend arts 
editions and events. With the remaining participants stating their likeliness to attend would be ‘about the 
same’. 

• Mobile Art Gallery. • Mobile Art Gallery. A project that inspiration could be taken from is that of the Art Lending Library 
by Zoe Walker & Neil Bromwich, “The Art Lending Library follows the model of a public lending library 
where members of the public can join free of charge to then select an artwork to be delivered and installed 
in a place of their choosing.” This concept could be adapted in many ways, creating an art lending facility as 
they have or simply a mobile art gallery for the community. Traveling the local area and providing a small gal-
lery viewing space, a research/reading space and some workshops, effectively bringing the art to the public 
and exposing them to art culture.
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Marketing recommendations: Marketing recommendations: 

• Postal marketing.• Postal marketing. Using more traditional forms of marketing, such as sending out leaflets and pro-
gramme to be posted through the doors of local residence is a great way to directly hit the local audience of 
an art gallery. This could be done by sending out leaflets to the postal service who can post the programmes 
while on their usual postal round. Alternatively, local papers, such as the advertiser, mentioned above, could 
be used to deliver these programmes to local residence. This method could be particularly beneficial to 
people who are not using social media or are not follow specific art channels on their social media accounts. 
A point that was highlighted with the above quote, “if you’re not in the art circles and following every artist 
you’re not going to see”. Evidence from the participant survey question twenty-six shows that consumers 
feel fond of this idea of postal marketing as 79.6% of participants answered ‘yes’ to the question, would you 
be happy to receive a leaflet about the programmes at your local galleries? To further this a further 11.1% 
stated ‘maybe’ to said question, leaving only 9.3% of people stating they would not. 

• Local marketing campaigns.• Local marketing campaigns. Following on from the point above, other forms of local campaigning 
could be greatly beneficial. Collaborating with local businesses and other organisations on projects as men-
tioned in the representation recommendations could be great marketing but also specific marketing cam-
paigns could play a key role. For instance, one marketing strategy could be supplying napkins to all the local 
cafés in the local area with slogans and or images from the content at the gallery that could entice consum-
ers in. For instance, the New Art Gallery Walsall could fashion some napkins with slogan from the Bob and 
Roberta Smith Installation that achieves the life work of Jacob Epstein. Slogans such as, ‘Walsall’s Mona Lisa’ 
accompanied by images of the works could be great eye-catching marketing resources that instantly make 
the consumer think of art as Mona Lisa is such a well-known painting. Details of the gallery and where to 
find more information could be listed on the back or perhaps a QR code.

• Collaborations• Collaborations. Similar to the recommendation of taking the work into familiar spaces, this recom-
mendation is to collaborate with local business and organisations by each part marketing for the other. For 
instance, if a closer look is taken into the survey data for questions twelve, seventeen and eighteen it indi-
cates which sorts of social/leisure activities, events and organisations that working class consumers do inter-
act with. The following graph highlights which activities scored 25 or above for the number of participants 
stating they do interact with them. When taking into account that 73.2% of the 56 participants in the survey 
indicated that they are working class this gives a good representation of which social/leisure activities would 
be ideal collaborators for hitting a working-class audience. An example of how this could be done would be 
a collaboration between a local gym or fitness centre and an art gallery, as 31 participants highlighted going 
to the gym or exercising as an activity, they participate in. The collaborating could entail a range of things 
from donating an artwork to the gym in exchange for some marketing to simply exchanging leaflets that can 
be on display at each other’s reception areas. The main point being to gain exposure for the art gallery and 
what they have to offer in these spaces that working class consumers do interact with regularly.

• Social media campaigns• Social media campaigns.  Social media is a growing sector and a great resource to get content cir-
culating different social circles. Social media would be a great resource for bringing in young audience in 
particular, the data from survey question nine shows which social media platforms are most popular with the 
survey sample, a survey sample which again in predominantly working class. The recommendation would 
be to create social media marketing campaigns for these platforms that target the local communities around 
the galleries, incentives to post or share posts could be the key to this. For instance, if the gallery offered 
everyone who shared an advertising post an offer of a free drink in the gallery café. Data followed the trend 
excluding snap chat which scored way higher in the primary research survey than in the data online. This 
could indicate then that snapchat is a social media site particularly popular with working class consumers, 
however it could also indicate that it is popular with the age group of the participants.




