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Tips and Resources for Museums is designed to share 
expertise developed through Renaissance South East funding 
and activities. We’ve asked museum colleagues that are either 
funded by or have worked on Renaissance projects to tell you 
their top ten tips on topics ranging from collections care to 
commercial development. There is also a directory of where 
you can go for further support and advice as well as links to 
useful online resources.

We hope that you enjoy reading the tips and are encouraged 
to continue sharing your expertise with fellow 
museum colleagues.

With best wishes
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Caring for Collections Emma Davison
MDO, Berkshire, Oxfordshire and Buckinghamshire
Top 10 tips on caring for collections

Take time to regularly visit your 
stores. Regular monitoring and walk 
throughs will highlight issues before 
they become big problems.

IPM (Integrated Pest 
Management). Make 
sure you check traps and 
record their contents 
accurately to build up a 
clear picture over time.

Check packing materials 
in store; they can 
deteriorate and will 
need replacing.

ALWAYS have a 
dedicated workspace 
within your store with a 
sheet of Plastazote (or 
other conservation grade 
cushioning material) on it 
to cushion objects 
you are looking 
at/working on.

Dedicate space for 
objects requiring 
conservation if they can’t 
be worked on 
immediately (don’t just 
put them away again).

Have a housekeeping 
plan and carry it
out regularly.

Don’t use: Tippex, nail 
varnish, drawing pins, 
staples, blue tack, 
sellotape, superglue(!)

Have a quarantine space 
for new incoming items.

Restrict access to stores 
to minimise the impact of 
changes in environmental 
conditions (light, 
temperature and humidity) 
and also to ensure objects 
are not moved without 
proper procedures 
being followed.

Write things down! Use a database 
to store your knowledge - don’t just 
keep it in your head.

1 2

3

4

8

9

10

5

6

7

Contact the Collections 
Trust for more information: 
www.collectionstrust.org.uk
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Be specific about how much you can achieve in the timescales. Good 
documentation and digitisation takes time. It can be a repetitive process 
so build in breaks and celebrate milestones, eg. number of images 
created in a month.

Make the most of what you’ve got. Think about the resources already 
available to you. Do you have the equipment you need? What standards 
are already in place? Do you need to add extra captions or information 
to your existing catalogue?

Think about other uses for your images. The images we have created are 
not only a resource for our documentation, but also our website, education, 
exhibitions, marketing and publications. For example, we use thumbnails 
as laminated box labels with key information so that the contents are clear.
 
Think about the layers of information you wish to make available. 
Where will it fit in your existing website? How can the user find out more 
information? Can you link to other specialist websites? Allow your audience 
to interact with the information provided, allowing them to leave feedback 
or to input their knowledge about objects or photographs.

Allow time for editing. Everyone makes the odd mistake or inconsistency in 
their records. Plan in time to check the records and resulting web pages.

Celebrate your collections! The result of research has meant that objects 
in our collections have been re-discovered. It has been rewarding to see 
these objects feature in new exhibitions and displays.
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http://www.collectionstrust.org.uk
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Digitisation of Collections
Karen Clarke, Museum Registrar
Hampshire County Council Museums Service
Top 10 tips on digitisation of collections 

Be clear about the project 
objectives; what do you 
want to digitise and why? 
We opted to digitise 
discrete, visually rich 
collections to make them 
more accessible to the 
public through searchable 
online databases.

Documentation and 
Digitisation of Collections 
by Karen Clarke:

Plan ahead. Our
digitisation was part of a 
larger  project. This meant 
the object was fully
catalogued, photographed, 
assessed for conservation 
needs and re-boxed where 
necessary. This ensures that 
fragile, vulnerable objects 
only need to be 
handled once.

Agree digitisation standards 
from the outset. Store 
images as high resolution 
.tif files and create smaller 
.jpgs as working copies. 
Use systematic numbering. 
Make sure your images are 
backed up, archived and 
have a preservation 
strategy in place.

1

2

3

Think about your audience’s interests. Are there any 
themes running through the collection? Are the 
objects linked by type, locality, artist, etc. How will 
the user search to find what they are looking for? 
Would they use the same terminology as you to 
search for something? Have you photographed 
makers marks, alternative views, close-ups?

4
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Be specific about how much you can achieve in the timescales. Good 
documentation and digitisation takes time. It can be a repetitive process 
so build in breaks and celebrate milestones, eg. number of images 
created in a month.

Make the most of what you’ve got. Think about the resources already 
available to you. Do you have the equipment you need? What standards 
are already in place? Do you need to add extra captions or information 
to your existing catalogue?

Think about other uses for your images. The images we have created are 
not only a resource for our documentation, but also our website, education, 
exhibitions, marketing and publications. For example, we use thumbnails 
as laminated box labels with key information so that the contents are clear.
 
Think about the layers of information you wish to make available. 
Where will it fit in your existing website? How can the user find out more 
information? Can you link to other specialist websites? Allow your audience 
to interact with the information provided, allowing them to leave feedback 
or to input their knowledge about objects or photographs.

Allow time for editing. Everyone makes the odd mistake or inconsistency in 
their records. Plan in time to check the records and resulting web pages.

Celebrate your collections! The result of research has meant that objects 
in our collections have been re-discovered. It has been rewarding to see 
these objects feature in new exhibitions and displays.
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http://www.modes.org.uk
http://www3.hants.gov.uk/museum/collections.htm
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Collections joint storage projects Sue Woolgar, Southampton City Council
Top 10 tips on collections joint storage projects.

Allow a time 
contingency (as well as a 
financial contingency) in 
your project.

Be accepting and be 
flexible (within project 
scope) if external factors 
or even objectives 
change during the 
project - consult with 
funder early to see if 
project can reflect 
those changes.

1

If tendering be fully 
aware of lead organisa-
tion procurement process 
and discuss with 
procurement staff early 
on in the process.

2

Plan the timing of the 
project carefully, for 
example starting in the 
last financial quarter 
may cause all manner 
of pressures.

3

‘Effective Collections for 21st Century 
Communities’ included storage object
appraisal and large object review for two 
partner authorities. Sue Woolgar provides 
her top tips on joint storage projects:

Try to book external 
providers early in the 
project (especially if their 
involvement doesn’t 
require a tender process) 
even if you are unsure of 
timing and precise size 
of requirement.

4

Be aware that your 
fellow professionals in 
other museums are very 
supportive and want to 
help, but may also be 
under pressure with 
other commitments.

8

Talk to your case officer 
at the start of the project 
and make sure you know 
what reporting on the 
project is needed, when
it’s needed, and what sort 
of information you will be 
asked for. Especially true 
of budget drawdown and 
audit requirements.

Visit Southampton.gov.uk 

9
Do engage with staff in other 
museums with expertise in your 
area of the project. For example, 
at start up I had some really 
helpful discussions with external 
colleagues about their experience 
with new stores projects.

10

Do meet regularly with 
all involved in delivering 
the project to modify or 
prioritise effort.

5

7

Do spend time on 
communicating with own 
staff, even when the 
project pace is fast.

6
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Be specific about how much you can achieve in the timescales. Good 
documentation and digitisation takes time. It can be a repetitive process 
so build in breaks and celebrate milestones, eg. number of images 
created in a month.

Make the most of what you’ve got. Think about the resources already 
available to you. Do you have the equipment you need? What standards 
are already in place? Do you need to add extra captions or information 
to your existing catalogue?

Think about other uses for your images. The images we have created are 
not only a resource for our documentation, but also our website, education, 
exhibitions, marketing and publications. For example, we use thumbnails 
as laminated box labels with key information so that the contents are clear.
 
Think about the layers of information you wish to make available. 
Where will it fit in your existing website? How can the user find out more 
information? Can you link to other specialist websites? Allow your audience 
to interact with the information provided, allowing them to leave feedback 
or to input their knowledge about objects or photographs.

Allow time for editing. Everyone makes the odd mistake or inconsistency in 
their records. Plan in time to check the records and resulting web pages.

Celebrate your collections! The result of research has meant that objects 
in our collections have been re-discovered. It has been rewarding to see 
these objects feature in new exhibitions and displays.
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http://www.southampton.gov.uk/s-leisure/artsheritage/museums-galleries/
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Touring Exhibitions Jo Wiltcher, Polly harknett and Suzie Plumb
The Kentish Delights team 
Top 10 tips on touring exhibitions 

Do a trial run
Work out in advance how to move and assemble display 
cases. If possible try to assemble each of your demountable 
cases in advance - do a trial run. Assembling display cases in 
commercial venues, which are open to the public, is difficult.  
You need to be quick and experienced at what you’re doing. 
It’s always good to check that you have the right equipment 
with you. Imagine being in a busy Post Office assembling a 
display case and you realise that you haven’t got enough 
screws with you…and you’re 2 hours away from the office!

Look outside the Museum
If you want visitors at your touring exhibition, think about taking 
the exhibition to the places that people visit such as supermarkets 
and pubs.  Most commercial venues have excellent security 
arrangements and you can usually find a place that fits with 
environmental guidelines.

1

Don’t be afraid to ask
Most of the people and venues that we have approached have 
been really supportive of working with museums, even where there 
has been no history of joint working in the past. There are mutual 
benefits for both organisations. The museum gets access to new 
audiences, while host venues have noticed increased customer 
care and satisfaction whilst hosting a museum exhibition.  

2

Engage your volunteers
We found it easy to recruit 
volunteers to traditional 
roles or skills development 
roles, but recruiting volun-
teers to help build 
(carpentry), move (driving 
large vehicles) or assemble 
(heavy-lifting) a touring 
exhibition was difficult. 
Make time to build 
networks, engage, and 
enthuse volunteers to take 
on the jobs outside of their 
interest or comfort zone. 

3

4

Engage venue staff
Staff at the venues will become ambassadors for the exhibition. Make 
sure they take ownership of the project. Get them enthused and 
excited and they will make sure that their visitors enjoy it too.

8

Keep talking
Working with partners outside the sector requires lots of negotiation 
and advocacy. Everyone that you engage with at every step is a 
potential advocate for the project or for museums. Assembling the 
exhibition when the public are in the space is a great talking point 
and a good way to get people engaged.

9

Evaluate, Evaluate, Evaluate
The usual evaluation tools are difficult outside the traditional 
museum environment. Adapt your evaluation methodology 
for the project. We used a range of evaluation tools in 
addition to the usual visitor numbers and comments cards.  
For example volunteers spent time in each venue to 
observe and record the way that people interacted 
with the exhibition.

10

Work out the logistics
Moving glass panels and boxes of museum objects in and out of 
venues can be tricky.  Not all venues will have a parking space or a 
loading bay.  Some venues insist that you work outside of opening 
hours which can mean very early mornings or late evenings.  Do a 
site visit to check out the logistics in advance.

5

Location, Location, Location
Position within a venue is everything.  Research how people use the site 
before deciding where to  position your exhibit.  Kentish Delights 
worked best when the cases were situated where people had time to 
dwell eg. pub seating areas or supermarket check-outs.

6

Get peoples attention
To compete in a commercial environment your interpretation must get 
peoples attention. Your exhibition needs to be presented in a way that is 
eye-catching and speaks in a familiar language. Kentish Delights used 
brightly coloured graphics and a celebrity style gossip magazine 
to stand out in busy commercial venues.

7

Find out more about the 
Kentish Delights project at: 
www.kentishdelights.co.uk 

Community engagement tips Community engagement tips

‘Kentish Delights’ placed Kent museums at the heart of economic and social success with a 
community based touring exhibition, showing in non-traditional venues such as shopping centres. 
The Kentish Delights team, Jo Wiltcher, Polly harknett and Suzie Plumb share there tips on touring 
exhibitions to non-traditional venues.
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http://www.kentishdelights.co.uk
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Reminiscence Helen Fountain 
City of Oxford Reminiscence Officer
Top 10 tips for delivering reminiscence sessions 

Choose a theme and use 
objects/photos that are 
related. Just saying 
“lets talk about the past” 
is a bit broad.

Chose a space which is 
comfortable for the 
participants and free 
from external noise 
and interruptions.

1

Make sure the participants 
want to be in the session 
and know what you will 
be doing.

2

Have a maximum number 
of 15 participants per 
session (consider smaller 
numbers if some 
participants need extra care).

3

4

Seating the group in a 
semi circle is ideal so that 
they can see each other 
talking (some may have 
hearing impairments).

8

Make sure someone from 
the day/housing centre is 
present if possible as they 
will know the participants 
better than you.

9

Empower the participants. 
Try to make them feel 
that they are the experts - 
when it comes to talking 
about the past, they 
usually are!

10

Have a plan for the session 
but be prepared to be 
flexible. Reminiscence can 
go in unexpected directions.

5

Don’t be confined to 
objects and photos. Audio 
clips (music, monologues 
and famous speeches) 
and smells can be power-
ful memory triggers.

6

Listen actively. Make sure 
the participants feel you 
are interested in what 
they are saying.

7

Community engagement tips Community engagement tips

Reminiscence Project, 
Oxford Museums Partnership

City of Oxford Reminiscence Officer, 
Helen Fountain has put together her 
top tips for delivering reminiscence 
sessions to groups of older people:

Download the Reminiscence 
leaflet from www.oxford.gov.uk

C
ontents

C
ollections

M
arketing

M
oney

O
rganisational

Resources
C

om
m

unity

http://www.oxford.gov.uk/Direct/MuseumReminiscenceLeaflet.pdf
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Interpretation Kate Measures
Consultant on ‘telling your story’ project
Top 10 tips on interpretation

Make it easy for visitors to engage 
with your stories. Don’t confuse this 
with dumbing down. Many museum 
visitors come to our venues for leisure. 
They tell us they want a relaxed and 
informal visit.  How can we help them 
to have this whilst engaging them 
with our stories?

Before you start planning new 
interpretation, find out how visitors are 
using your museum at the moment. How 
do they spend their time? What makes 
them go ‘WOW’? How do they actually 
interact with the interpretation and objects? 
Would you like to change any of this?

1 Know your product. What ‘big story’ 
are you really trying to tell? Have you 
got a simple interpretation plan to help 
you focus your ideas? Do your visitors 
understand your big story? What’s the 
one thing they know or feel after they 
visit your museum?

2

Your staff and volunteers are a vital tool in 
building a first class visitor experience. Do 
they know what your interpretation offer is 
for each of your audience groups? Do you 
give a personalised welcome to visitors?  
How do your staff and volunteers help to 
tell your big story? Are there any areas 
you could improve?

3 4

Interpretation isn’t about us telling 
our audience things, it’s about a two 
way conversation with our visitors. 
How can they help you to create 
compelling interpretation? How can 
your everyday visitors leave their 
mark on the museum and the way 
you interpret the objects, collections 
and buildings? Do you really care 
enough about what your visitors 
think and feel about your 
visitor experience?

8 Spend your money and time wisely.  
None of us have resources to throw 
away. Try out interpretation before 
investing in the final product. There’s 
nothing wrong with a Blue Peter-esque 
pilot to make sure your ideas are as 
effective as they can be.  When push 
comes to shove, concentrate your 
resources on interpretation that will 
have most impact for most visitors, not 
something that’s only going to be used 
by a small proportion of visitors.

9

Finally and above all, start simple. Some of the simplest interpretation techniques are the 
best. Start with the easy stuff that makes most impact, then work your way towards the 
bigger, harder projects. That way you’ll be building up skills along the way and hone 
down what really works and what doesn’t before you commit more of time and money.

10Think beyond object labels and text heavy panels. Think about using creative interpretation 
techniques to help really bring your objects, collections and buildings to life. This doesn’t have 
to cost the earth and what have you got to lose by trying it out? Keep an eye on what else is 
happening in other museums then look outside the sector for inspiration. My favourites are 
food packaging, children’s publishing and hotels - try them for great clear communication, 
creativity in techniques and fantastic customer service.

5

Visitors don’t see an exhibition, trail, 
talk etc., in isolation so why should 
you? They’re all part of the whole 
visitor experience. Your shop, café, 
car park and even your toilets can 
help tell your big story - make them 
work hard too.

6 Big events are great for creating a buzz 
and visitor numbers, but can take a lot 
of time, energy and money to organise. 
What would be the result if you did one 
less big event this year and spent those 
resources on improving your everyday 
interpretation offer instead?

7
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Telling Your Story - Interpretation Project
This project supported museums with the development of interpretation to meet the needs of their 
visitors, increase users and the quality of their experience. Interpretation top tips by Kate Measures:

A few great places to read more and get help:
 • Association of Heritage Interpretation (AHI) 
 • The Friendly Evaluation Toolkit
 • Scottish Natural Heritage guidelines on 
    planning interpretation

   • A Sense of Place – interpretation 
      planning handbook
   • HLF guidelines on Thinking about Interpretation
   • Sharing our Stories – planning handbook
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http://www.ahi.org.uk
http://abcofworkingwithschools.org.uk/getting-started/setting-up-a-service-for-schools/meeting-school-needs/evaluating-your-service/how-to-evaluate-with-schools-2/
http://www.snh.org.uk/wwo/interpretation/pdf/planning.pdf
http://www.greentourism.org.uk/SOFP.PDF
http://www.hlf.org.uk/HowToApply/furtherresources/Documents/Thinking_about_interpretation.pdf
http://www.heritageweek.ie/wp-content/uploads/2010/06/Heritage-Interpretation-Manual.pdf
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17 | Working with young people

Working with young people
Felicity Crabb
Youth Arts Development Manager 
Top 10 tips for working with young people

Projects ideally need to be 
short & sharp to maintain 
interest levels.

Teenagers aren’t always 9-5 
so be prepared to open 
venues later, work evenings 
and constantly have your 
phone on!

1

Heavy reminders, emails, &
texts with regard to times, 
venues, etc, are a must.

2

Just getting young people 
through the door is hard 
enough - trust takes time. 
Be prepared to put in extra 
ground work in the 
local community.

3

4

Young people do cancel last 
minute, re-arrange and don’t 
always fully understand if a 
venue has gone out of the 
way to arrange something. It 
isn’t personal or a reflection 
on the worker.

8

There is a big difference 
between a 13 & 18 yr old, so 
be conscious when deciding 
on a project which part of the 
age spectrum you wish to 
focus on.

9

Hanging out with friends is 
often put first...

10
Enthusiasm goes along way 
with teenagers.

5

Too much paper 
work/classroom learning is 
too familiar to school and 
will push young people away. 
Active, direct ‘on your feet’ 
projects will get them inspired 
and get them being creative.

6

Young people are often 
interested by 
History/Culture/Learning but 
may not necessarily admit it 
or want to be seen as taking 
part if their friends aren’t. 

7

Community engagement tips Community engagement tips

The EDGE project: www.theedgeproject.co.uk
Hampshire Museums Trust: 
www.hantsmustrust.org.uk
The EDGE project facebook page:
www.facebook.com/group.php?gid=20452130765

The EDGE Project is a 
Hampshire Museums & Galleries 
Trust initiative which seeks to 
actively engage young people 
aged 14-24 with Hampshire 
museums, galleries, libraries and 
discovery centres. 
Tips by Felicity Crabb:

http://www.theedgeproject.co.uk
http://www.hantsmustrust.org.uk
http://www.facebook.com/group.php?gid=20452130765
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Social Media
Jenny Mitchell 
Communications Renaissance South East
Top 10 tips on Social Media

Use social media to boost 
your current marketing activities 
rather than replace them.

1 Look at competitors’ 
social media sites e.g. local 
attractions, as well as national 
museums that are doing social 
media well (there may also 
be opportunities for 
cross promoting). 

4

Start small. Monitor what 
works well, and do more 
of that.

2

Keep your brand consistent 
across all platforms.

3

Timing is key. Before you hit send, think about when 
your target audience is most likely to be using social 
media - lunch breaks, evenings, first thing in the morning? 
Be careful with frequency, there is a fine line between 
regular updates and spam.

Be polite. Behave online the same as you would if 
meeting customers face-to-face. 

Act fast. Respond to customer comments promptly. If you 
receive any complaints aim to move swiftly out of the 
public domain and offer to help directly by phone, email 
or direct messaging.

Give people a reason 
to follow/like you; news 
exclusives, offers, previews, 
discounts, competitions.

5

Think about using social media as an online focus 
group - it’s cheaper and faster than traditional methods, 
and could help you to engage with hard to 
reach groups. 

6
Posted 22 minutes ago

Consider location marketing such as Foursquare and 
Facebook Places.
Posted 28 minutes ago

Marketing and data collection tips Marketing and data collection tips

Posted 47 minutes ago

Posted 51 minutes ago

Posted 5 hours ago

7

8

9

10

Marketing and data collection tips:

twitter.com/twitterbusiness - for regular tips and best practice tweets
business.twitter.com - how to use Twitter for business
‘Digital audiences engagement with arts and culture online’ (published by MLA, ACE and 
Arts & Business) can be found on Arts Council England Website: www.artscouncil.org.uk 
Facebook: www.facebook.com,  Foursquare: www.foursquare.com/business

MORE INFO + LINKS

Jenny Mitchell shares her top 10 tips on marketing with Social Media:
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http://twitter.com/twitterbusiness
http://business.twitter.com
http://www.artscouncil.org.uk
http://www.facebook.com
http://foursquare.com/business
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Data Collection
Katerina Kremmida
MDO for Hampshire and Isle of Wight 
Top 10 tips for data collection

Before you start collecting, 
define why you want the data.

1

Breaking Barriers Audience 
Development Project 

This project supported museums in 
Hampshire and Isle of Wight to collect 
audience data, understand their local 
community profiles and develop 
community engagement plans. 
Katerina Kremmida’s tips: 

Think about the purpose of the 
data and how it will be used. 

2

Find out who else collects data 
in your organisation. Share, 
don’t re-invent!

3

Look at what resources 
you have available e.g., 
people, money.

4

You do not need to use every method 
of data collection.

Be consistent. Determine which 
methods to use and build up a 
picture over time. 

Don’t grill visitors - make it clear why 
you are collecting data and be friendly.

Breaking Barriers case study film: find out how 
New Forest Centre researched their audiences: 
view on youTube 
Market Research Society: resources include 
market research code of practice: 
www.mrs.org.uk

Plan how you will report on 
the data collected - is it all 
necessary to collect? Get 
regular feedback from 
the team.

5

Provide training for the staff that will 
collect data - consistency is key.

6

Consider what ways of collecting data to 
suit your relevant audience eg. Surveys, 
focus groups, telephone interviews.

Marketing and data collection tips Marketing and data collection tips
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8

9

10

Marketing and data collection tips:
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http://www.youtube.com/renaissancesoutheast#p/a/u/2/VWj_p0ILzQ8
http://www.mrs.org.uk
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Practical application of MOSAIC
Wendy Newton, Marketing Officer
Hampshire County Council Museums Service 
Top 10 tips on practical application of MOSAIC

The first step in the marketing planning process is understanding your visitors. 
Collecting postcodes is the best place to start: visitor postcodes contain a wealth of 
valuable information.

1

There are several profiling tools available: Hampshire CC Museums preference is to 
use MOSAIC. In a nutshell “Mosaic classification paints a rich picture of UK consumers 
in terms of their socio-demographics, lifestyles, culture and behaviour, providing you 
with the most accurate and comprehensive view of UK consumers. The latest version of 
mosaic classifies consumers in the UK into one of 67 types and 15 groups”.

2

The software is expensive to buy but there are other options – you can use audience 
development agencies to produce profiles for you.

3

Data collection is a long-term commitment. Hampshire CC museums now collect 
postcodes from January to March and June to August each year. The exercise has 
become part of the marketing planning process.

4

The look and feel of your promotional material is important to attract your 
target audience but it’s not just about promotion. You may have to tailor your 
product too, e.g., offer drop-in sessions instead of pre-booked workshops if 
that is the preference of your group. 

Getting the message to the residents in your target group is key. Mapping 
software can help you identify the postcode sectors where the largest propor-
tions of your group live. You may prefer to hand deliver your print; alternatively 
newspaper inserts can also be a cost effective way to get your message across. 
They will often deliver to specific mosaic groups or postcode sectors.

Evaluation, as always, should be built into the campaign. The next round of 
postcode collection and the new profiles will also give you a measure of how 
effective the campaign has been – a clear increase in the proportion of visitors 
from your targeted group will demonstrate success!

The profiles compare the make-up of your local community/visitor catchment area with 
your visitors and indicate how well you are serving your local community. You may have 
a mixture of good matches, over and under-represented groups. Your options are to 
target those groups you appeal to, or if you are tasked with representing all segments 
of your community, to look in more detail at how you can appeal to one or more 
under-represented groups.

5

Beware of very small groups within your catchment area as well as groups that 
don’t have a propensity to visit museums - or you will see very little reward for 
a lot of effort. E.g. if you plan to target older people you may have more 
success with Mosaic Group E (Active Retirement) than Group L (Elderly Needs).

6

Be sure to research the profile and preferences of the group chosen to target. 
There is plenty of information in the pen portraits on the Experian website.

Marketing and data collection tips Marketing and data collection tips
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Using data collection to inform marketing planning
Building on existing knowledge of local communities served by Hampshire County Council 
museums, this project compared the potential audience with actual visitors to each museum 
using MOSAIC postcode analysis, using the data to inform service and marketing planning.
Wendy Newton shares her top tips on the practical application of MOSAIC:  

View the Mosaic guide

View the Experian website

http://guides.business-strategies.co.uk/mosaicuk2009/html/visualisation.htm?-111121
http://guides.business-strategies.co.uk/mosaicuk2009/html/visualisation.htm?-111121
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Fundraising part 1 Frances Haywood, Programme Manager 
Performance and Evaluation, Renaissance South East 
Top 10 tips on fundraising

8 steps to effective fundraising: 

Get the organisation prepared to 
invest in fundraising 
Make the case - be clear about 
your cause and its importance 
Analyse and plan
Structure 
Research 
Package - match your needs to 
donor interests and their ability 
to contribute 
Make the ask 
Maintain the relationship  

1 Have a clear case statement (this is a document 
which informs stakeholders/funders/donors 
about your cause).  It can be translated into a 
whole series of messages to reach a variety of 
donors and supporters. It should answer the 
following: 

What is the need?
What evidence is there that this is a 
pressing need? 
How is your organisation uniquely 
qualified to tackle this need?
What will be the benefits of your 
action on this? 
What will be the negative consequences 
if you fail?

4

Have a clear policy and plan.  The 
service or business plan should 
clearly lay out how much money 
you need, what you need it for, 
and what results you’ll produce if 
you get the money. 

2
Be confident with funders; Be aware of your 
organisation’s achievements since it was set 
up. Show a sound grasp of your 
organisation’s policy, plans and finances. 
Demonstrate concrete and specific awareness 
of positive effects your work will have.

5

Individual giving is by far the 
largest source of voluntary 
income available.  It is the most 
diverse and challenging to 
appeal to.  Whilst the majority 
only provide small donations, 
the volume of individuals sup-
porting a cause provides the 
mass necessary to contribute a 
large sum.

It is not only organisations that have funding cycles. There is also a funding 
cycle for individuals who are likely to have more money at certain times of the 
month or year. Or they may have giving patterns associated with religious or 
social festivals. 

Don’t forget the power of social media, e.g., over 500 million are active users 
of facebook, there are 2 billion video views on You Tube each day, 80 million 
users of linkedin.  £700 million is raised on Just Giving, however only 25% of 
UK museums have accounts. 

Package your needs to the interests 
of your donor and their ability to 
contribute: 

Target their interests 
Pitch to their ability 
Match their timing
Recognise their preferences 

3

Show you understand the funder by using language they would understand - 
write your proposal in simple, straight forward easy to read language, avoid 
jargon, explain professional terms, don’t use abbreviations and write in short 
15-17 word sentences making it quick to read.

6

There are five key areas where 
you can gain funding; Individu-
als, Companies, Trusts and 
Foundations, Statutory Bodies, 
Other Organisations (religious, 
armed forces, service clubs, etc). 
You should understand their 
characteristics in order to help 
you understand how to make up 
your funding portfolio.  Each 
have positives and negatives. 

Income generation and fundraising tips Income generation and fundraising tips
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Renaissance South East funded 14 places for South East museum staff and 
volunteers to attend the National Arts Fundraising School Training Programme. 
Frances Haywood shares top ten tips gained from attending the course:

Useful links for fundraisers include:
UK Fundraising www.fundraising.co.uk
Charities Aid Foundation www.charitynet.org
Funder Finder www.funderfinder.org.uk
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http://www.fundraising.co.uk
http://www.charitynet.org
http://www.funderfinder.org.uk
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Fundraising part 2 Paul Barnard, Fundraising and Programme Development 
Officer, Chatham Historic Dockyard Trust, 
Top 10 tips on fundraising

Get your strategy right first. It is so 
important to get your fundraising 
strategy in place before actually 
undertaking any fundraising 
activity.  This ensures that you 
approach the right sources and 
have a clear plan to work to.

2

Research. It is far better to spend 
time undertaking research into 
potential funders than just 
approaching as many as possible. 

3

Only apply to funders that will 
support your work - don’t waste 
your time applying to every 
funder - target your approach to 
those that will consider you.  
Applications that do not meet 
the most basic guidelines will 
just get put in the bin.

4

Use plain English. It is very 
easy to get caught up in jargon 
in the museum sector and as 
fundraisers, we all have to 
remember that not everyone
will understand our jargon.

5

Outcomes and figures. Funders like to see figures and how their money will make a 
difference.  How many people will it support, how many items will be saved?  And 
what does this mean on a larger scale?  Will running a project only benefit the 
museum or will it have a wider impact on the local community.  If so, tell people!

Follow up. If you haven’t heard back regarding an application, make a phone 
call.  Don’t just leave your application to be forgotten.  You may often find that 
a number of funders will not notify unsuccessful applicants, so it’s better to 
phone and find out rather than not know.

Don’t be disheartened. Receiving a rejection letter can be disheartening, even the best 
fundraisers get turned down.  Remember that success rates for applications to funders 
can range from 1 in 3 to 1 in 20. If you have been unsuccessful, try to turn it into a 
positive thing. Ask the funder for feedback and use this to improve future applications.

Make a clear ask. A common problem is 
that organisations can be afraid of making 
a clear ask for money. Get to the point and 
make the 'ask' when it’s appropriate (this will 
be different when dealing with grantmakers 
or individuals). Remember that the potential 
donor will be expecting you to ask for 
something, so make the 'ask' when they 
are interested for maximum effect.

1

Make the project exciting. One of the difficult tasks a fundraiser faces is making all 
projects exciting, even when they may not be the most electrifying initiative in the world.  
Pick on certain points that may spark interest and focus on those. This also links to 
research - put the project to organisations/people that will find the project interesting.

6

Monitoring and evaluation. It is so important to keep this up to date with all 
funders.  It’s too easy to win the grant only to ruin chances of future grants by 
not reporting back to funders in a timely and efficient way. 

Income generation and fundraising tips Income generation and fundraising tips
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Fundraising: Chatham Historic Dockyard Trust
Developing fundraising capacity to improve 
future sustainability, reducing dependence on
government core funding. Paul Barnard’s Top Tips:

Useful links for fundraisers include:
www.fundingcentral.org.uk 
www.charity-commission.gov.uk 
www.heritagelink.org.uk - specifically for heritage organisations and museums

It is also worth speaking to your local Council who are likely to have a number of fundraising 
resources and in some cases a dedicated team that is there to support the local charitable 
sector in bidding for funding.
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http://www.charity-commission.gov.uk
http://www.heritagelink.org.uk/
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Commercial opportunities
Mairead O’Rourke
Museum Development Fund Project Manager
Top 10 tips on commercial opportunities

Consider your museum as 
a business.

The potential for generating 
significant income streams 
from commercial activities 
depends on the investment 
made. This is usually quite 
limited as demonstrated in  
the Exploring Commercial 
Opportunities project.

How realistic is it for you 
to develop:

• Catering (in-house/  
   franchise/facilities)
• Retail (space/market/  
   unique offer/expertise)
• Venue hire (space/ 
   facilities/demand/unique 
   offer/management)

Do you have the expertise 
in house to develop these 
specific areas of work?

Quality: the success of 
leasing will depend on the 
quality of your collection.

Who are your competitors? 
Take a realistic approach - 
it is unlikely that you are in 
competition with major 
high street stores.

Make your activities relevant 
to your organisation and 
in line with the wider 
museums offer.

Be creative! Open up to 
external suggestions… and 
listen to the customer.

Ensure that your commercial 
activities fit with your mission 
as an organisation rather 
than compromise goals.

5

Use market research to 
gather data and target 
your audiences.

Financial data – this needs 
effective and thorough 
management.

Income generation and fundraising tips Income generation and fundraising tips
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This project supported 8 museums to explore and develop new approaches to 
income generation and business development. Project Manager Mairead O’Rourke 
gives her top tips on exploring commercial opportunities:

More information

AIM Focus Papers: 
   • Retail guidelines
   • Venue and location hire
   • Successful cafes
www.aim-museums.co.uk

The Association for Cultural Enterprises website 

Intelligent Naivety: Commercial Opportunities 
for Museums and Cultural Institutions

View the video on: Exploring Commercial 
Opportunities at Rye Art Gallery

http://www.aim-museums.co.uk
http://www.acenterprises.org.uk
http://www.collectionslink.org.uk/index.cfm?ct=assets.assetDisplay/title/Intelligent%20Naivety/assetId/513
http://www.youtube.com/renaissancesoutheast#p/a/u/1/G1TuDNflDXw
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Governance
Mairead O’Rourke
Project Manager Renaissance South East
Top 10 tips on Governance

If you’re a Local Authority 
moving to Trust, think about 
why before going any further. 
Moving to Trust may not save 
you money. Talk to others 
who have done it. Find out 
the correct processes.

1

Be clear about what you are 
trying to achieve.

2

Get everyone involved and 
committed: Chair, 
Trustees/elected members, 
staff, volunteers.

3

Look at various structures - 
what suits your museum 
best? Consider developing 
a strategy board (a group of 
people who can provide 
strategic direction, can 
fundraise and act indepen-
dently from Local Authori-
ties, may also be a future 
shadow board).

4

Investigate the impact on 
National Non-Domestic Rates 
(NNDR), or Business Rates, 
which your museum is paying 
to contribute towards the cost 
of local services. Will moving 
to trust impact on savings for 
these services or would it cost 
more to source elsewhere?

Check your Constitution - 
yes it can be changed.

Look at the skills set repre-
sented on your Board. Are 
they the right skills? Do you 
have vacancies?

Clarify roles and 
responsibilities of 
management and 
governance. Make 
sure everyone 
is clear.

5

Revisit your mission check that 
you have a long term vision 
that underpins your strategy, 
and that all Board members 
know what the strategy is.

6

The timing of any change 
is crucial.

Organisational Development Organisational Development
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This project supported 10 museums to review and make improvements to their 
governance models. Project Manager Mairead O’Rourke has put together her 
top tips on Governance:

Useful links
Governance project case study film, find 
out how Banbury Museum moved to Trust: 
View on youTube
National Council for Voluntary Organis-
tions (NVCO) visit their website for:
Good Governance: A Code for the Volun-
tary and Community sector, and advice on 
Governance and Leadership 
MLA: 
The Opportunity of Devolved 
Governance for Museums Libraries 
and Archives 
Renaissance Yorkshire: 
An Opportunity for Change - Exploring the 
Trust Option for Museum Services
Charity Commission: 
Hallmarks of an Effective Charity 
The Essential Trustee: 
What you need to know

http://www.youtube.com/renaissancesoutheast#p/a/u/0/cI4g2b6Vbwk
http://www.ncvo-vol.org.uk/governanceandleadership
http://www.mla.gov.uk/what/support/toolkits/~/media/Files/pdf/2010/programmes/The_opportunity_of_devolution_for_museums_libraries_and_archives.ashx
http://www.mla.gov.uk/what/programmes/renaissance/regions/yorkshire/news/~/media/Yorkshire/Files/Exploring_trust_option_museum_services.ashx
http://www.charity-commission.gov.uk/Publications/cc10.aspx
http://gain.itc-arts.org/page78.aspx
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Project Management
Steve Little
Hub Director, Renaissance South East
Top 10 tips on Project management

Business case 
Develop a solid business case that gives reasons for initiating the project and defines 
objectives. Ensure it is understood and fully supported by your sponsor. Establish a Project 
Management Plan and conduct a mobilisation review as soon as possible. Be clear on 
objectives and key success factors.  Planning is a “social process” not to be done in isolation. 
Articulate and check your assumptions and dependencies (e.g., resources). 

Estimating
Delegate budgets to those who are 
responsible for delivery. Ensure that 
effective estimating is conducted using 
data from similar projects and state your 
assumptions. Use three point estimating 
techniques to understand assumptions, 
dependencies and risks to the project. 

2

Quotes 
Spend time establishing a well thought 
through statement of work to inform the 
tender process. This should articulate 
what you expect of any 3rd party, state 
assumptions, dependencies and realistic 
timescales. Once quotes are received, 
check them for assumptions and 
dependencies. Identify the differences in 
expectation and clarify. This takes time!

3

Stakeholder Management 
Identify key stakeholders and what their 
likely “claim” is on the project. These 
expectations then need to be managed 
through the project and acted upon. Just 
paying lip service to stakeholders can 
result in the project becoming unstuck 
at a later stage.

4

5

PBS/WBS 
Break down each project 
deliverable into tasks. Try using 
project management tools such as  
‘Work Breakdown Structure’ 
methods. This will significantly assist 
in planning, flags up risks, 
assumptions and dependencies. 
It’s a social process and cannot be 
done in isolation by a PM alone. 

Acceptance
From the start of a project, clearly 
articulate what the acceptance 
criteria is for deliverables, identify 
‘Quality’ requirements and how 
they will be achieved. Failure to do 
this can result in not achieving your 
business case.

Lessons Learned
Plan review sessions of project 
performance and an opportunity to 
reflect on “what went well” or “what 
could be improved”. Put these into 
action for the next phase of the 
project. Don’t be afraid to change 
the plan if it’s not working or if there 
is a better way of doing things.

Risk 
Establish a Risk log with the team which 
is reviewed by the team. The number of 
risks should be few (the NASA shuttle 
programme has typically less than 10!) 
Don’t just list your worry beads…Risks 
should not be confused with issues, 
which are risks that have taken place.

Escalation of Issues 
A Project Manager should know their contract inside out and should never need to 
threaten suppliers with it! Supplier management is all about relationships and 
rapport. It’s also essential that an escalation route is established at the start so that 
challenges can be dealt with appropriately. Understand how much funding you can 
immediately access to rectify an emergency without getting your sponsor out of bed 
in the middle of the night! This is the delegated financial authority limit, and 
should be stated from the outset.

6

Change 
Change happens! The scope of 
a project will naturally change as 
a project matures and detailed 
planning is undertaken. It’s 
essential that these changes are 
tracked from the baseline (the 
approved business case) and
that delegated authorities 
are understood.

Organisational Development Organisational Development
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Steve Little, Hub Director, Renaissance South East, has put together his top tips 
on Project Management:

Projects in Controlled Environments 2 (PRINCE2) www.ogc.gov.uk
Association for Project Management Body of Knowledge (APM BOK) www.apm.org.uk 

http://www.ogc.gov.uk/methods_prince_2.asp
http://www.apm.org.uk
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Volunteer Management Volunteers for Museums Project Team
Top 10 tips on Volunteer Management

Adopt a planned approach and 
articulate a clear vision for 
volunteering that is reflected in 
strategies, policies, plans 
and job descriptions.

1

2

6

8

9

10

7

3
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4

Aim to base volunteer management 
on recognised good practice 
ensuring, where possible, to meet 
nationally recognised standards 
such as those set out by 
Volunteering England.

Make a commitment to support all 
museum staff to access the training 
opportunities they need to develop 
an appreciation of volunteer 
management - including the 
development of volunteer roles.

Ensure that all volunteering activity 
within your museum is subject to a 
process of monitoring and evaluation, 
including the regular review of 
volunteer management process and 
procedure, so that roles and 
responsibilities of staff and volunteers 
are clear and fit for purpose.

Take steps to develop and sustain 
links with partner organisations in 
relation to your local communities 
and to relevant volunteer agencies. 
This will help to maintain 
awareness of current practice and 
as sources of generic training, 
recruitment and engagement with 
potential volunteers.

Aim to secure resourcing to 
support your volunteering 
programmes adequately, ideally 
through a dedicated budget for 
volunteer management and, if 
possible, support for those unable 
to meet travel and other costs 
associated with participation.

Commit to maintaining 
membership of support networks 
(e.g. Association of Volunteer 
Managers) and other key partners 
in relation to volunteering to ensure 
that good practice is shared and 
disseminated as widely as possible 
and to maximise opportunities 
for collaborative and 
partnership working.

Aim to make overall responsibility 
.for volunteer management clearly 
defined and understood within your 
museum structure.

Identify a member of senior 
management to be responsible
for volunteering and,  where 
applicable, for the line 
management of the museum’s 
volunteer coordinator post. 

Seek appropriate ways to 
recognise the contribution of 
volunteers to your organisation.

Organisational Development Organisational Development

Volunteers for Museums
This partnership project of museums in the Berkshire, Oxfordshire and Buckinghamshire 
sub-region supported museums to review and develop their approaches to recruiting and 
managing volunteers. Here are the project team’s top tips on volunteer management:

Volunteers for Museums (includes resources 
developed through the project): 
www.reading.ac.uk/volunteersformuseums
Association of Volunteer Managers: 
www.volunteermanagers.org.uk  
Volunteering England: 
www.volunteering.org.uk

http://www.reading.ac.uk/volunteersformuseums
http://www.volunteermanagers.org.uk
http://www.volunteering.org.uk


C
ontents

C
ollections

M
arketing

M
oney

O
rganisational

Resources
C

om
m

unity

36 | In-house Training 37 | In-house Training

In-house Training Chris Drake
Museum Development Officer for Surrey, East & West Sussex
Top 10 tips on in-house training

Understand both staff needs 
and organisational needs. 
Use staff review/ CPD 
priorities, previous evaluations 
and organisational priorities.

1

Understand what type of 
training will best suit the 
audience and subject, e.g., 
lecture, workshop, practical, 
self-led … at a price you 
can afford.

2

Identify a time and venue 
which allows delegates to 
wholly focus on the session. 
Ban mobile phones, stop staff 
popping out to check emails.

3

Identify a trainer and 
understand their 
requirements. Share info 
about delegates’ 
skills/knowledge, as well 
asnd organisational and 
staff expectations.

4

Create a plan for the 
whole year which fits with 
the strategic objectives of the 
organisation and training 
needs of staff and volunteers.

Try not to overload delegates 
with information.

Open up training opportunities 
to staff and volunteers.

Not all training costs money. 
Look at visiting other sites, 
shadowing and mentoring.

5

Create a relaxed 
atmosphere and be aware
of people’s needs.

6

Check that you have all 
resources needed and that 
the room is appropriate.

Organisational Development Organisational Development
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As part of being an MDO, Chris Drake runs Renaissance funded training courses 
and provides training advice to museums in the Surrey, East & West Sussex area. 
Here are his top tips on in-house training:

Personnel Today: 
Includes news stories and resources for 

training and developemnt

www.personneltoday.com

Chartered Institute of Personnel 
and Development CIPD: 
www.cipd.co.uk

Contact your local museum develop-

ment officer for further advice and for 

details of free training available to you.

MDO contacts

http://www.personneltoday.com
http://www.cipd.co.uk
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ResourcesResources

Resources Resources continued...

Renaissance South East website 
For case studies, reports and recommendations:
     www.renaissancesouthest.org.uk

Renaissance South East You Tube channel 
Video case studies of Museum Development projects
     www.youtube.com/RenaissanceSouthEast 

ABC of working with schools: 
Information to help museums work with schools
     www.abcofworkingwithschools.org.uk 

Schools4Museums: 
Information about how schools use museums
     www.schools4museums.org

Arts Council England (ACE)
(Taking over MLA responsibilities from 1 
October 2011) 
     www.artscouncil.org.uk  

Arts Council South East 
Regional office of ACE
     www.artscouncil.org.uk/regions/south-east/ 

Collections Trust
     www.collectionstrust.org.uk

Collections Link
     www.collectionslink.org.uk 

Network of European Museum 
Organisations (NEMO)
     www.ne-mo.org/ 

Culture 24
     www.culture24.org.uk/sector+info

The following organisations offer resources and guidance for museums. Visit their websites to view a 
range of resources including: sector news; toolkits; research; case studies; networks; advice; funding 
and training opportunities.

Museums Libraries and Archives Council (MLA)
For information about Renaissance, case studies 
and resources (Transferring responsibilities to ACE 1 
October 2011)
     www.mla.gov.uk   

Museums Libraries and Archives Council 
resources website:
     http://research.mla.gov.uk 

My Learning 
Free learning resources website for museums from 
Renaissance North West, East Midlands and London  
     www.mylearning.org

Collections Link
     www.collectionslink.org.uk 

Network of European Museum 
Organisations (NEMO)
     www.ne-mo.org

Tourism South East
     www.tourismsoutheast.com 

Arts and Business
Connects companies and individuals to 
cultural organisations
     www.artsandbusiness.org.uk  

English Heritage
     www.english-heritage.org.uk/professional 

Heritage Lottery Fund (HLF)
     www.hlf.org.uk 

Association of Independent 
Museums (AIM)
Support & advice for independent museums
     www.aim-museums.co.uk

Museums Association
Membership organisation for museums, 
galleries and heritage organisations
     www.museumsassociation.org

Group for Education in 
Museums (GEM)
     www.gem.org.uk 

Engage 
Membership organisation representing 
gallery, art and education professionals
     www.engage.org

Renaissance South East resources

Support and advice

National MLA Renaissance resources Support and advice (continued)

Department of Culture Media and 
Sport (DCMS)
     www.culture.gov.uk 

Museums Libraries and Archives 
Council (MLA)
(Transferring responsibilities to ACE 
1 October 2011)
     www.mla.gov.uk   

Arts Council England (ACE)
(Taking over MLA responsibilities from 
1 October 2011) 
     www.artscouncil.org.uk  

Follow Ed Vaizey on twitter
     www.twitter.com/edvaizey 

Follow Jeremy Hunt on twitter
     www.twitter.com/jeremy_hunt 

Wider policy information for the sector:

Membership organisations providing 
guidance, support and resources:

= denotes hyperlink = denotes hyperlink

http://www.renaissancesouthest.org.uk
http://www.youtube.com/user/RenaissanceSouthEast
http://abcofworkingwithschools.org.uk
http://www.schools4museums.org
http://www.mla.gov.uk
http://research.mla.gov.uk
http://www.mylearning.org/home.asp
http://www.artscouncil.org.uk
http://www.artscouncil.org.uk/regions/south-east/
http://www.collectionstrust.org.uk
http://www.collectionslink.org.uk
http://www.ne-mo.org
http://www.culture24.org.uk/sector+info
http://www.collectionslink.org.uk
http://www.ne-mo.org
http://www.tourismsoutheast.com/
http://www.artsandbusiness.org.uk
http://www.english-heritage.org.uk/professional/
http://www.hlf.org.uk/
http://www.aim-museums.co.uk/
http://www.museumsassociation.org
http://www.gem.org.uk/
http://www.engage.org
http://www.culture.gov.uk
http://www.mla.gov.uk
http://www.artscouncil.org.uk
http://twitter.com/edvaizey
http://twitter.com/jeremy_hunt


This is just a selection of Renaissance South East funded projects and 
activities. To access full details of all our projects, resources, case studies 
and research findings visit: www.renaissancesoutheast.org.uk

Advice and support…
Your local Museum Development Officer (MDO) is available to help:

Surrey, East & West Sussex
Chris Drake 
Tel: 01903 221136
Email: chris.drake@adur-worthing.gov.uk

Helen Derbyshire 
Tel: 01273 336439 / 07825 926564  
Email: helen.derbyshire@eastsussex.gov.uk 

Kent and Medway
Sarah Corn
Tel: 01622 605298 | Email: Sarah.corn@kent.gov.uk
Follow on twitter: http://twitter.com/KM_MDO 

Berkshire, Oxfordshire and Buckinghamshire
Emma Davison
Tel: 01993 814108 | Email: Mdo.office@oxfordshire.gov.uk 
Follow on twitter: http://twitter.com/MDO_BOB 

Hampshire and Isle of Wight
Tel: 01962 826710 | Email: Mdo.office@hants.gov.uk 
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With thanks to the museums and staff that 
contributed to this publication.
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Renaissance South East
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