1
REPORT – BEDFORDSHIRE AND HERTFORDSHIRE
MARKETING DEVELOPMENT PROGRAMME 2013 to 2014
Introduction
This report showcases a year-long project providing marketing support to three museums in Hertfordshire
and Bedfordshire: John Bunyan Museum in Bedford, British Schools Museum in Hitchin and Much Hadham
Forge Museum – each of them an independent museum with a lone curator/museum manager. The report
reveals a flexible, responsive and wide-ranging programme that combined professional development for
curators and volunteers, with significant investment in practical measures and materials.
A new level of professionalism is bought to key areas of the museums’ marketing activity and there is an
improved understanding organisationally of the role and importance of marketing. Pages 8 to 12 of this
report provide samples of new materials produced as part of this programme.
“The site visit by the consultant was key to the success of the project as having a fresh pair
of eyes look at their site provided museum staff with a refreshing insight into the many
opportunities they had and gave them independent, professional advice as to how they
might implement them. Solutions offered were keenly costed with a strong emphasis on
delivering the best value for limited budgets and this was much appreciated.”
Jane Munns, Museum Development Officer, Hertfordshire
Background
In early 2013, SHARE Museums East gave a grant to Hertfordshire and Bedfordshire Museum Development
Officers Jane Munns and Emma Cook to deliver a marketing development programme with museums in the
two counties.
The programme was inspired by a previous SHARE museums’ marketing programme in which several
Hertfordshire and Bedfordshire museums had received support. The earlier programme had been regarded
as a success, and, although it hadn’t taken place in the county, had informed and inspired the creation of a
Hertfordshire museums leaflet and website. Freelancer, Helen Mitchell (who had also delivered the above
programme) worked with each museum for a period of between two and four months. The programme
was based on the following model:
In preparation;
•
•

•
•
•

MDO’s and freelancer met for an initial briefing and to discuss the parameters and workings of the
project
museums were invited to apply to take part in programme by completing a simple application form
drawn up by the MDOs in consultation with the freelancer. This encouraged the museums to
identify the area they wished to focus on during the programme.
freelancer employed to provide museums with consultancy, mentoring and marketing support
funding for the programme included small grants for each museum
project management of freelancers’ work and financial management by Museum Development
Officers
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“The Marketing Project has been a very effective piece of work that I am sure will
continue to develop excellent results for all participating museums. There have been
some immediate benefits through the production of excellent marketing materials, and
the professional support and advice will ensure that the benefits will continue to be felt
once the direct work with the consultant has ended.
Opportunities to link this project with other areas of work have been explored and this
has meant the work has been well embedded, and I am sure the good practice will be
maintained.”
Emma Cooke, Museum Development Officer, Bedfordshire
The programme;
•
•
•
•
•
•

half-day meeting with MDOs, museum curators and freelancer comprising introduction to
marketing, group discussion and one-to-ones discussions to scope out of areas of potential interest
individual museum visits by freelancer (4-6 hours), comprising museum tour and briefing with
curator and, where relevant volunteers and trustees
museum consultancy report and recommendations (1,100 to 2,000 words) supplied including areas
for development and recommendations for work to be undertaken as part of this project
follow up negotiations with curator, MDOs and freelancer to agree project/s to take forward
freelancer works alongside curators to deliver specific tasks. Most of this work is delivered
remotely, by phone and email. Process includes considerable close working and mentoring
creation of a variety of new marketing materials.

Much Hadham Forge Museum
Much Hadham Forge Museum is the museum for The Hadhams –two attractive and historic Hertfordshire
villages. The Museum is owned by Hertfordshire Building Preservation Trust and has attracted considerable
development funding in recent years. A 2012 leaflet made little impact on visitor numbers which are
around 5000 a year, and low for the potential catchment area and the quality of the experience on offer.
The consultancy report made recommendations on pricing, on-site signage and publicity (website and
leaflet). There was an emphasis on the need to communicate all aspects of the museum experience and to
promote the wider village of Much Hadham as an important part of any visit. The question of local
resistance to the entrance fee, and how an annual pass might address this was also addressed.
Areas for the museum’s future consideration included leaflet distribution, introducing an e-bulletin and
production of a site plan and welcome leaflet for on-site marketing.
The following programme of activity was delivered:
•
•

Website review - detailed recommendations on structure, wording and layout. This included
researching and writing new areas on ‘Travel’ and ‘Other good things to do nearby’.
Gift Aid / Annual Pass - comprehensive information and materials (Gift Aid form, legislative details,
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•

•

•
•

wording for website, template membership card) provided to support the introduction of Gift Aid
on museum admission. Ideas were also provided on how the museum might link introduction of gift
aid to a new annual pass and e-bulletin.
Corporate identity – commissioning of a simple corporate identity, building on ideas presented in
the museum’s existing logo (also graphic re-creation of logo as the museum did not have a copy in a
usable format, and its supply in jpeg and EPS formats)
Leaflet- design and printing (two year supply)
On-site signage there was a perception that a large proportion of the museums’ many passers-by
did not venture beyond the driveway gate because the entrance sign did not mention that the
garden, cafe, shop and blacksmiths were free entry. Vinyl lettering was commissioned to update
the entrance sign to include this information.
"Working with Helen has enabled us to have a much needed new leaflet designed and
printed. There was also an underlying brief to introduce a house style that could unify
existing logos and graphics used at the museum. More than that, through the process of
deciding how we would spend our project budget, marketing needs were identified and
prioritised, producing an outline Marketing Plan that we aim to implement over the next
5 years. It has been written into our Forward Plan and now agreed by our Trust
Directors."
Christina Harrison, Much Hadham Forge Museum, April 2014

British Schools Museum
British Schools Museum focuses on 200 years of the history of education. Four examples of classrooms
through the ages are at the core of a visit and living history activities such as lessons are often on offer.
The museum has traditionally attracted a high proportion of its visitors from schools. A key objective for the
trustees was to raise the profile of the museum with and increase visits from general audiences.
The consultancy report made recommendations on branding and design, photography, distribution, social
media, pricing and product development. There were also specific recommendations around the museum
name and broader identity.
There was a strong focus on how to get the message across that the museum wasn’t just for schools. This
looked at the use of photography and copywriting to convey key messages effectively. There was also a
strong focus on strategically raising awareness of the museum amongst potential visitors within a 45
minute drive time.
The following programme of activity was delivered:
•
•
•
•

Corporate identity and leaflet – writing and design of a new leaflet
Corporate Identity – re-design (simplification) of museum logo and supply of jpeg versions
Photography – commissioning of a day’s photography including museum interiors and exteriors,
work with volunteer models, and collections photography
Distribution – research, production and supply of a new, detailed distribution plan, designed to be
added to and maintained by the museum into the future
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•

Mosaic – recommendations on post code areas to target based on recent SHARE-commissioned
Mosaic research into museum users in Hertfordshire.
“... it was great working with you. You quickly grasped the opportunities and challenges
we face and showed a great sensitivity to the needs of the museum, including the many
voices and opinions inherent in an organisation with such a large number of long-serving
volunteers. The resulting leaflet is a step-change for us both in the maturity and
professionalism of the design and the vastly-improved balance of text and image.
Your understanding of and access to exactly the right professionals; photographer,
designer and printer meant that the project was a learning experience and a pleasure
and the outcomes were just what we needed.”
Andy Gibbs, Museum Manager, British Schools Museum, March 2014

John Bunyan Museum
John Bunyan Museum is an integral part of Bunyan Meeting, a town centre church that is part of the Baptist
Union of Great Britain and the Congregational Federation. The museum tells the story of John Bunyan,
founder of the church and writer of the world-renowned ‘Pilgrim’s Progress’ – a Bedford man of
international significance and an amazing story.
This programme was undertaken in the light of the recent opening of The Higgins Bedford, a museum of
national significance, in receipt of massive investment, and offering free entry – representing both a threat
and an opportunity to John Bunyan Museum.
The consultancy report made recommendations on branding and design, photography, distribution,
product development, relationship to Bedford Heritage Quarter, positioning the museum with different
audiences, and group visits. There were also additional recommendations to support an emerging debate
about the need to review the museum’s relationship with Bunyan Meeting
The following programme of activity was delivered:
•
•

•
•

Photography - commissioning new photography with models and of the historic buildings
Commissioning of corporate identity and print - creation of a simple new corporate identity and
its roll out in a comprehensive suite of materials including a new leaflet, posters, advert, and a
promotional postcard designed to drive traffic from The Higgins Bedford to JBM
Printing- of the above postcard and a new museum poster
Distribution - research and creation of distribution plan with reference to existing Mosaic research
"The one-to-one guidance was effective and key to the development of new marketing
materials and trying to get the most out of photographers. The process was very flexible and
promoted creativity in the work.
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By focusing on a bespoke project, rather than general marketing techniques, we were able to
make the most of Helen's time and experience for the benefit of the museum. This has been a
significant step forward in understanding the development of the museum brand..."
Nicola Sherhod, Curator John Bunyan Museum, March 2014
•

Close mentoring and support - for the Curator and an existing and key museum volunteer during
the design process. Working with a volunteer meant the design process took longer but enabled us
to commission a bigger suite of materials for an honorarium of less than the design free for the
other two museums. The freelancer proposed this way of working based on her own judgement of
the volunteer’s skill level. Claudia Acunzo was a qualified designer but as a recent Italian immigrant,
needed to improve her English, and to have the opportunity to use the specialist language of design
in a professional context. We were able to give her this opportunity and to provide her with
support and feedback.
“This work experience has meant a lot for me because it has enhanced my professional and
communication abilities, improving my management and new language learning skills.”
Claudia Acunzo, volunteer and designer, John Bunyan Museum, March 2014

Conclusion
The programme was characterised by its flexibility and responsiveness. The consultancy and one-to-ones,
both in person and over the phone gave time for discussion and advice that was both wide-ranging and in
depth.
Materials produced were of a high quality, providing museums with immediate improvements to their
marketing activity, and designed to leave a lasting legacy. Learning was designed to have an impact on the
organisation as well as the individual/s involved.
“The project has been a great success, providing museums with access to a number of
professionals and funding to enable them to achieve a number of tangible and timely results
for their organisations. The written reports will prove invaluable for the museums as they
have provided 'to do' lists that are realistic and structured. Much Hadham museum has
already added recommendations from the report into their new Forward Plan and has
successfully applied for 2 further small grants as a result.
As an MDO I appreciated being kept in the picture as the project developed and valued the
advice and commitment of the consultant in ensuring that the museums received sound and
well costed advice enabling them to make some significant changes.”
Jane Munns, Museum Development Officer, Hertfordshire
The programme:
•
•

enabled curators/the museum manager to gain a better understanding of core marketing concepts
and how to make use of them
improved marketing and left a legacy of practical materials that would have a long-lasting impact
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•
•

•

•

•
•
•
•
•

•
•

provided highly targeted learning and support that was in direct response to need
provided an injection of high quality marketing expertise and direct delivery in terms of
copywriting, provision of specialist materials and information, brief-writing, research, database
creation
responded flexibly to the different circumstances and potentials in each museum, and in particular
to requests for trustee and volunteer involvement, and the varying motivation and interest of the
curators involved
made good use of curators/museum manager’s time - apart from the initial briefing, work was
conducted remotely or the freelancer came to the museum – nearly all curators’ time was spent on
specific delivery and learning in relation to their own work and museum
enabled curators to gain a better understanding of their museum as a product, its potential
audiences and how to reach them
complimented work being undertaken by the curators/museum manager through other museums
development programmes
re-visited existing SHARE commissioned research into museum visitors in Hertfordshire and
Bedfordshire to inform distribution plans – extending the benefit from the initial investment
provided materials and mentoring in best practice in briefing and managing designers and
photographers
ensured museums obtained best value for their investment with design briefs including production
of simple corporate identities, and provision of InDesign files to enable future updating to be
undertaken locally
led to the direct creation of three simple corporate identities, three new leaflets (see appendix 1)
(and printing of one of these), two sets of photography and two distribution plans
informed museum policy and thinking variously on pricing, gift aid, pass schemes, distribution,
events and activity planning, photography, programming events and activities, and reaching
different audiences

Contacts
Jane Munns, Hertfordshire Museums Development Officer, jane.munns@hertfordshire.gov.uk
Emma Cook, Bedfordshire Museums Development Officer, Emma.Cook@lutonculture.com
Helen Mitchell
9 April 2014
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Photographs from the large image bank created for
British Schools Museum through a day’s photo shoot
with photographer Peter Smith.
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British School Museum leaflet. Designed by Starfish Limited. Photographs by Peter Smith.
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Much Hadham Forge museum leaflet. Designed by Starfish Limited.
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John Bunyan Museum leaflet. Designed by Claudia Acunzo. Photographs by Dan Davies and David Stubbs.
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A4 museum poster. Designed by Claudia Acunzo. Photographs by Dan Davies and David Stubbs.

Single-sided postcard to encourage people visiting The Higgins, Bedford to add a visit to John Bunyan
Museum to their day out, or to a future day out. Designed by Claudia Acunzo.
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