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Museums on the Move 
Social Media Strategy: 2013-2015 

 

The Brief 

Jenni Waugh Consulting has been commissioned to carry out the following research: 

1. To establish the background to the MoMs use of social media and other digital 
resources  

2. To scope out the range of MoMs activity planned for next 3 years and to establish 
target audiences and how these groups tend to use social media 

3. To scope out the use of social media by other heritage or public facing organisations 
and establish patterns of good practice  

 

What is social media? 

 

Social media refers to the means of interactions among people in 
which they create, share, and exchange information and ideas in 
virtual communities and networks.  

...Social media depend on mobile and web-based technologies to 
create highly interactive platforms through which individuals and 
communities share, co-create, discuss, and modify user-generated 
content. It introduces substantial and pervasive changes to 
communication between organizations, communities and individuals.  

Definition from Social Media, entry on Wikipedia, 
http://en.wikipedia.org/wiki/Social_media 

 

 

 

 

  

http://en.wikipedia.org/wiki/Social_media
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=Bzy63W5y73497M&tbnid=Jgt0I-tQmdwhpM:&ved=0CAUQjRw&url=http://www.nadinemuller.org.uk/the-new-academic-guides/social-media-some-reflections/&ei=2G5OUfujFqKq0QXM8IDgCg&bvm=bv.44158598,d.Yms&psig=AFQjCNGu-bZIxwQSvLbcfIPMLGqNCd6pQQ&ust=1364181076852283
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How fast has social media hit us? 

In 1994, IBM launched the PDA Simon, a personal digital assistant (PDA or palmtop 
computer with mobile functionality.  For the first time, you could take your computer on 
the move, but it was very expensive and had limited range.  This miracle was superseded 
in 2003 by launch of the Blackberry smart-phone was launched in 2003, enabling 
businessmen email on the move. 

It is barely 5 years since the launch of the major market changers, the Apple iPhone and 
the Amazon Kindle, which were both launched in 2007, and the Apple iPad, or tablet 
computer, that followed in spring 2010.  

By 2012, Ofcom's annual Market Survey1 reported that 

 UK Tablet ownership had jumped from 2% to 11% in 12 months [2011-2012] 

 20% of UK adults now had an e-reader2 

 40% of UK adults now own a smartphone, with the same proportion saying their 
phone is their most important device for accessing the internet  

 UK households now own on average three different types of internet-enabled 
device such as a laptop, smartphone or internet-enabled games console with 15% 
of households owning six or more devices 

The rapid rise in ownership and availability of mobile internet-connected devices, such as 
tablets and smartphones, has brought about a radical shift in the ways in which internet 
users, young people in particular, expect to engage with learning, working and socialising. 

How do the public use social media, the internet and digital technology? 

The following graph issued as a result of the Pew Research Center's Internet & American 
Life Project tracking surveys, 2002-20123, show that, whilst US users have fairly 
consistently used the internet for information searches, news updates and shopping, 
social networking has shot up by 55% since 2007.  

 

                                                           
1
 http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-

reports/cmr12/uk/ accessed 27/2/2013 
2
 Since 'Tablet Christmas 2012', when 4 tablets or e-readers were sold for every 1 PC or laptop, this proportion 

is now expected to rise.  'Jingle bells, notebook hells', The Channel Register, 29 Jan 2013 
http://www.channelregister.co.uk/2013/01/29/uk_market_tablets_massively_outsold_laptops_at_xmas/ 
accessed 27/2/2013. 
3
 http://www.pewinternet.org/Reports/2012/Search-Engine-Use-2012/Main-findings.aspx?view=all accessed 

27/2/2013 

http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-reports/cmr12/uk/
http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-reports/cmr12/uk/
http://www.channelregister.co.uk/2013/01/29/uk_market_tablets_massively_outsold_laptops_at_xmas/
http://www.pewinternet.org/Reports/2012/Search-Engine-Use-2012/Main-findings.aspx?view=all%20
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The pattern is similarly explosive in the UK. Again, according to the Ofcom Market Survey 
20124 

 32% of adults use social network sites daily to communicate with family and 
friends 

 Around 73% of 16-24 year olds use social networks to communicate with friends 
and family on a daily basis 

 The average UK consumer now spends ninety minutes per week accessing social 
networking sites and e-mail, or using a mobile to access the internet  

 More than 25% of smartphone users say their phone is more important for 
accessing the internet than any other device. Uses included: to help them shop 
(57%), check-in on a social network (30%), tweet (23%) and watch TV/film content 
(22%).  

 Smartphones are affecting people's shopping habits, encouraging online bargain 
hunting or ROBO (Research Offline Buy Online) shopping with over half of 
smartphone users claiming to use their phone in some way when out shopping.  

In fact, phones are increasingly less likely to be used for direct speech at all.  Ofcom 
revealed that we are a nation of writers (albeit in SMS or text form rather than postcards 
or letters): 

 The average UK consumer now sends 50 texts per week which has more doubled 
in four years with over 150 billion text messages sent in 2011.  

 58% of UK adults text friends and family at least once a day 

 Around 90% of 16-24 year olds send texts to communicate with friends and 
family on a daily basis 

 

How does this affect behaviour? 

 

'Our research reveals that in just a few short years, new technology 
has fundamentally changed the way that we communicate. Talking 
face to face or on the phone are no longer the most common ways for 
us to interact with each other.  

... newer forms of communications are emerging which don't require 
us to talk to each other especially among younger age groups. This 
trend is set to continue as technology advances and we move further 
into the digital age.' 

James Thickett, Ofcom's Director of Research 

 

 

In the past, if someone wanted to share a thought or experience. they would phone or 
talk to an individual, their family, a class or a group of friends.  Mass communication was 
the realm of marketers and journalists. 

With the advent of social media and easy access to the internet, what were once private, 
one-to-one interactions, or personal observations can now be recorded and shared very 
quickly and easily via social media - we have become Self-documenters or Sharers.  Those 
who don't engage, record and share are considered Share-refusers 

                                                           
4
 http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-

reports/cmr12/uk/ accessed 27/2/2013 

http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-reports/cmr12/uk/
http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-reports/cmr12/uk/
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The three stages of 'sharing'  

Just as much as these Sharers want to publish their own experiences, interests and ideas, 
so they want to find out what others think, do, know and experience. 

Furthermore, the introduction of VLEs (Virtual Learning Environments) in schools, Higher 
and Further Education means that young people and students, with increasingly diverse 
learning styles, fully expect to find educational and informative content online in a wide 
range of digital forms: film, audio, music, image, text, metatext. 

Consequently, owners and users of internet-enabled devices spend hours of their week 
surfing social media sites and blogs, looking for content to download and to share to 
enhance their work, their hobbies, their social activity, their relaxation, their 
entertainment, their general interests and their relationships with other people. 

 

Key digital and social media feeds: their audiences and uses 

The most popular applications 

These are the most popular social media sites in use today, along with an indication of 
their audience and principal uses: 

APPLICATION UK AUDIENCE COMMENTS 

 

Most popular website in UK: 
incorporates many social media and 
Open Source tools including Google+, 
Messenger, Books, Maps and Drive. 

Search engine and aggregator. 

Google now owns/cross Blogger, 
Youtube, Picasa,  Android etc. 

 

Facebook is the 2nd most popular 
website in the UK. 

51.2% of UK population have signed 
up to facebook

5
, of which 

Facebook is increasingly used as an 
aggregator for all other social media 
feeds. 

It is increasingly used as a means of 
messaging people and directly 
sending documents, media files and 
photos without using email. 

It can also be used as a search 
engine. 

Facebook now owns Instagram, the 
photo sharing application 

23.2%  
25.3%  
18.1%  
c.15% 

are 18-24 years 
are 25-34 years 
are 35-44 years 
are 45-54 years 

The gender breakdown of users is 
roughly 50% male/female. 

                                                           
5
 http://www.checkfacebook.com accessed 10/3/2013 

SHARE RECORD ENGAGE 

http://www.checkfacebook.com/
http://www.google.co.uk/imgres?q=take+picture+with+phone&hl=en&sa=X&qscrl=1&rlz=1T4AURU_enGB498GB498&biw=1366&bih=612&tbm=isch&tbnid=g4Wikj5TMZQv0M:&imgrefurl=http://www.usingcellphones.com/tricks-for-taking-pictures-using-a-camera-phone/&docid=qZBHh3chb6n3nM&imgurl=http://www.usingcellphones.com/wp-content/uploads/2012/06/angles-shoot-camera.jpg&w=560&h=372&ei=f3U3UdDuG4jkOuy9gfAP&zoom=1&ved=1t:3588,r:10,s:0,i:110&iact=rc&dur=3&page=1&tbnh=168&tbnw=276&start=0&ndsp=17&tx=154&ty=98
http://www.google.co.uk/url?sa=i&source=images&cd=&cad=rja&docid=9a9VpVGxdTmFgM&tbnid=KnhFrHEiKxk07M:&ved=0CAgQjRwwAA&url=http://blog.sharethis.com/2011/10/12/the-endless-pursuit-of-innovation-at-sharethis/&ei=vnM3Udq-AcaqPKeCgdAC&psig=AFQjCNEMqcI3BP8KvRB9Gs4IfJy3Txpwhw&ust=1362675006154047
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APPLICATION UK AUDIENCE COMMENTS 

 

YouTube is the 3rd most popular 
website in the UK and had a 22.54% 
share of all social media usage in 2011 

YouTube receives 70% of all visits to 
online video sites. 

In 2011, the gender breakdown of 
users was 67% male to 33% female. 

UK users spend an average of 184m 
hours a month watching YouTube 
content, with an average session 
time of 20 minutes

6
. 

Google searches optimise YouTube 
entries.  

There are increasing reports of 
younger people using YouTube as 
their primary search engine

7
 but little 

substantive evidence. 

 

Twitter was the 3rd most popular 
social networking site in UK in 2011, 
receiving 3.49% of the audience. 

Twitter launched partner application 
Vine in Jan 2013. It enables members 
to send video files of 6 seconds or 
less (on Apple devices only).

8
 

 

On 21 March 2013, Tumblr had over 
99.2 million blogs and more than 44.6 
billion total posts.

9
  

50% of Tumblr's visitor/user base are 
under 25 years old. 

Tumblr is one of the most popular 
microblogging platform and social 
network sites, inhabiting a niche 
between Facebook and Wordpress. 

Users can post multi-media content 
to a short-form blog.  It is particularly 
popular for sharing photographs, 
small media files and short updates.  

 

Wordpress is currently the most 
popular free open source content 
management system and blogging 
tool, with a 54.6% market share 
worldwide. 

10
 

There are 62.8m Wordpress sites 
worldwide.  Over 388m people view 
more than 3.6bn pages each month. 

WordPress.com users produce about 
39.3m new posts and 41.4m new 
comments each month 

66% of blogs are written in English
11

. 

Wordpress enables users to create 
websites, connect and share material 
and embed video, audio, photo and 
other media files. 

Underpinned by a worldwide 
community of bloggers who develop 
new templates, plug-ins and web 
tools and provide support and 
advice. 

 

Worldwide, Instagram has 100m 
monthly active users, uploading 40m 
photos per day.  They contribute 8500 
likes and 1000 comments per 
second.

12
 

Image files adapted using Instagram 
tools can be shared via a range of 
social media networks or embedded 
in blog posts. 

                                                           
6
 Usage Patterns and Demographics, Visit Europe New Media Trendwatch, 

http://www.newmediatrendwatch.com/markets-by-country/18-uk/148-usage-patterns-and-demographics, 
accessed 27/2/2013 
7 'At First, Funny Videos. Now, a Reference Tool', by Miguel Helft, New York Times, 17 Jan 2009 

(http://www.nytimes.com/2009/01/18/business/media/18ping.html?_r=0) accessed 27/2/2013 

8
 http://blog.twitter.com/2013/01/vine-new-way-to-share-video.html accessed 24 Jan 2013. 

9
 http://www.tumblr.com/about, accessed 21/3/2013 

10
 W3Techs (World Wide Web Technology Surveys), 

http://w3techs.com/technologies/overview/content_management/all, accessed 21/3/2013 
11

 http://en.wordpress.com/stats/, accessed 21/3/2013 
12

 http://instagram.com/press/ accessed 21/3/2013 

http://www.newmediatrendwatch.com/markets-by-country/18-uk/148-usage-patterns-and-demographics
http://www.nytimes.com/2009/01/18/business/media/18ping.html?_r=0
http://blog.twitter.com/2013/01/vine-new-way-to-share-video.html
http://www.tumblr.com/about
http://w3techs.com/technologies/overview/content_management/all
http://en.wordpress.com/stats/
http://instagram.com/press/,
http://en.wikipedia.org/wiki/File:Tumblrfull.svg
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=34U91wCnm2V4kM&tbnid=D7dXVMt_GVaLyM:&ved=0CAUQjRw&url=http://www.livehacking.com/tag/wordpress/&ei=budOUbThDer50gWWsIH4Cg&bvm=bv.44158598,d.d2k&psig=AFQjCNGI05EiYxkdAaVSgtHcrYtGt624RA&ust=1364211937978159
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=qW2bXrwaIeGuyM&tbnid=4BRMwmcB4KMqdM:&ved=0CAUQjRw&url=http://blogs.independent.co.uk/2012/11/06/instagram-begin-rolling-out-web-profiles-for-all-users/&ei=CAhLUfTUKJTB0gWe54GYCQ&bvm=bv.44158598,d.d2k&psig=AFQjCNGQZDdNqplcflG-2vzMXOU1DJiSYg&ust=1363958136194735
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Intellectual Property Rights 

It is often a requirement of funding that content created for web resources funded by 
public bodies such as Arts Council England, JISC or HLF has to be made freely available 
for educational use at point of source.  Such material is often licensed under Creative 
Commons or the Open Source initiative. 

Additionally, the same funding bodies favour applications where web and digital 
content is produced and shared using existing proprietary software and networks, 
rather than paying for new and expensive bespoke systems. 

 

Creative Commons copyright licenses give everyone a simple, 
standardized way to grant copyright permissions to their creative 
work.  
This will create a pool of digital content that can be copied, 
distributed, edited, remixed, and built upon, all within the 
boundaries of copyright law.13 

.  

Open-source: Of or relating to or being computer software or 
digital content for which the copyright holder provides the rights 
to study, change and distribute the software for free to anyone 
and for any purpose. 
More widely, open source is a philosophy that promotes free 
redistribution and access to an end product's design and 
implementation details.  It is very often developed in a public, 
collaborative manner.   
Wordpress and Wikipedia are both examples of Open Source 
technology.14   

There are a range of online digital resources available which provide users with free file 
storage and support social media interactions, but which also allow for the greater 
protection of Intellectual Property Rights (IPR) and even elements of revenue generation. 

APPLICATION AUDIENCE/USES COMMENTS 

 

 

Flickr, Pinterest and Vimeo are, respectively, 
popular photo-, image- and film- sharing sites.  

Subscribers can share and comment on the content 
uploaded, within the licensing bounds set by the 
account holder.  

Content uploaded to these 
sites can be licensed using as 
Open Source CC (Creative 
Commons) guidelines, or 
alternatively with all 
Intellectual Property Rights 
(IPR) reserved. 

The content uploaded to 
these sites can also be 
embedded in blogs and other 
content management 
systems, thus reducing the 
amount of overall 
server/cloud storage 
required. 

 

 

Soundcloud has 20+ million users worldwide, 
growing by 1.5m+ users every month

15
 

No stats available for Audioboo 

Soundcloud allows complex audio and music files to 
be uploaded, shared and embedded in other sites 
and feeds.   

Audioboo allows smartphone users to record upload 

                                                           
13

 Extract from Creative Commons website, http://creativecommons.org/licenses/ accessed 
23/3/2013 
14

 For the background to Open Source, see http://en.wikipedia.org/wiki/Open_source accessed 
23/3/2013 
 
15

 Wikipedia entry for Soundcloud, http://en.wikipedia.org/wiki/Soundcloud, accessed 21/3/2013 

http://creativecommons.org/licenses/
http://en.wikipedia.org/wiki/Open_source
http://en.wikipedia.org/wiki/Soundcloud
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=gVGZHsMXPhrkQM&tbnid=FVxSn-LF3JF4lM:&ved=0CAUQjRw&url=http://www.russianmachineneverbreaks.com/2013/01/19/russian-machine-creative-commons-and-aaron-swartz/&ei=TytOUbTVB6fE0QXL-4GQDw&bvm=bv.44158598,d.d2k&psig=AFQjCNHVmsQoS3ZVzomdUUS5SsFHjbrALQ&ust=1364163787853134
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=J1-0S9zLHJ5SQM&tbnid=-f7oIVSFVXoRIM:&ved=0CAUQjRw&url=http://www.estreamchat.com/&ei=VS9OUe-ROeXB0gWV4YHgDQ&bvm=bv.44158598,d.d2k&psig=AFQjCNFpmVKZRNE8gxKlFvcydWmieKD-Lg&ust=1364164381995153
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=qrd3E3bie2zRKM&tbnid=OqPRMLCENB5uCM:&ved=0CAUQjRw&url=http://tblc.org/news/how-to-create-a-secret-board-on-pinterest&ei=ZIBMUdGsGdLJ0AX9p4DgCg&bvm=bv.44158598,d.d2k&psig=AFQjCNFO_KYyj_kCJ0-DYp1vz-v16IHTYg&ust=1364054497547995
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=Ldzkl8YgIFkuMM&tbnid=74SOFBv0KLpT3M:&ved=0CAUQjRw&url=http://vimeo.com/about/press&ei=RAhLUdbyKoHs0gW6nIHYDQ&bvm=bv.44158598,d.d2k&psig=AFQjCNGnjGkSWl2h90ZB9Uh21cctZstSSQ&ust=1363958202724970
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APPLICATION AUDIENCE/USES COMMENTS 

 

and share digital recordings of up to three minutes in 
length which can then shared. 

 

Online data storage applications which both enable and protect file sharing, by 
allowing the user to insert a paywall and password protected access.  Useful for 
sharing large or IPR-protected digital media with nominated users rather than making 
it widely available.   

Birmingham Museum & Art Gallery use Dropbox for sharing files from Picture Library, 
once clients have agreed to licensing restrictions and made payment. 

 

Crowdsourcing and user-generated content 

Finally, there are a wide range of informational social media sites which rely on 
crowdsourcing (the contribution of user-generated content) in order to function.  These 
types of sites include 

 

 

 

  

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=Kvq9SAxyY7P5cM&tbnid=mNgf4eWqFjV1pM:&ved=0CAUQjRw&url=http://www.culture24.org.uk/sector info/art52199&ei=hGJLUfy0KMiFrgGN84DYBA&bvm=bv.44158598,d.ZWU&psig=AFQjCNEArvpe93F4Q_zYuOzhf3rmOwDOnw&ust=1363981297851106
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=_pRSMz6ah2QUWM&tbnid=J_-_wBrggjgB5M:&ved=0CAUQjRw&url=http://www.newsbiscuit.com/2011/01/17/wikipedia-celebrates-27th-birthday/&ei=V2JLUY6RHcSIrgHQ-oHQCw&bvm=bv.44158598,d.ZWU&psig=AFQjCNFVEJy8Ri2wmfdgb1nWlqk6XmS1nA&ust=1363981242993489
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=13rtL1O9vsHWKM&tbnid=oQBy4lRxncQbVM:&ved=0CAUQjRw&url=http://www.forbes.com/sites/carolpinchefsky/2013/02/14/six-fascinating-informative-and-just-plain-good-lectures-on-videogames-in-itunes-u/&ei=BGNLUfi9KcaBqgGkm4DgCw&bvm=bv.44158598,d.ZWU&psig=AFQjCNGzMhsRoNG47iSCEisgdh3bMIwwsg&ust=1363981433915405
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=Fx428tUm8OIFKM&tbnid=GHkJsVtKmhbRlM:&ved=0CAUQjRw&url=http://www.rochdalepioneersmuseum.coop/stories/pioneer-painting-snapped-for-your-paintings-project&ei=rHZMUaScIvDB0gX3rYGIBA&bvm=bv.44158598,d.d2k&psig=AFQjCNG_40ogM3mK2Erri1DlKXxXr_-35A&ust=1364052005691770
http://tametheweb.com/wp-content/uploads/2011/09/historypin_logo_from_outlines2_1097.png
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=6VuZgpTMoRdEAM&tbnid=ch6N88tZGF0t6M:&ved=0CAUQjRw&url=http://momentfeed.com/partners/foursquare/&ei=D3ZMUcHxMYLw0gWZqICICQ&bvm=bv.44158598,d.d2k&psig=AFQjCNFXtzzjDV0kh92t2rV_xo3CjFU7Hw&ust=1364051851887922
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Museums on the Move - Background 

Since 2004, Museums on the Move (MoM) have been taking exhibitions to 
communities and schools across the West Midlands who otherwise would not 
have chance to visit the host museums that run the service. 

MoM is managed by The Marches Network (formerly the Marches Curators Group), a 
long-standing partnership between WAVE (the Museums, Galleries and Archives f 
Wolverhampton) and the local authority-funded museums in the counties of 
Herefordshire, Worcs, Warks, Staffs and Shropshire. 

The Marches Network is funded through Birmingham Museums Trust (BMT) by Arts 
Council England (ACE) to manage the delivery of the Museums on the Move programme 
and other aspects of museum development across the West Midlands until 2015.  Further 
details can be found here: http://marchesnetwork.org.uk/ 

 

Physically reaching people other services can’t reach  

A key aim in setting up Museum on the Move [MoM] was to 

bring museum collections to people who live in remote rural 

areas... 

...As MoM takes exhibitions out into the communities which it 

serves, it is able to attract people who might not otherwise have 

an opportunity to visit a museum. When a MoM bus is parked 

on a village green, or visits a rural estate, most people are 

willing to have a look inside and explore the exhibition. 

Extract from 'Transports of Delight: On Board the Museum on the Move', by Ian 

Lawley for the Marches Network, Feb 2013 

 

 

There are currently 2 buses that are fitted out as MoMs, one covering Herefordshire, 
Staffs, the Black Country and Shropshire, the other Worcs, Warks, Solihull and the 
Birmingham conurbation.  The service provides 2 themed exhibitions a year which travel 
to a wide variety of venues, events and places. 

Established as part of the Museums Keep Moving programme (funded by Renaissance 
WM), Museums on the Move (MoMs) exist to challenge rural isolation and social 
exclusion and to provide opportunities for everyone to experience museum collections in 
their own communities.  These include visits to schools, sheltered accommodation, 
disability groups, care homes, hospitals, town centres, festivals and shows as well as a 
range of other venues. 

 

http://marchesnetwork.org.uk/
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Current web presence for MoM and delivery partners 

The MoM service currently has a fragmented digital presence, and there is currently no 
single website or blog for the entire service, nor do the dedicated facebook and twitter 
feeds appear to represent the entire service's activities.   

The officers in charge of delivering Learning Services in each County Service manage all 
aspects of the MoM for their own area.  Bookings are made via a named officer in each 
county covered by the service (4 booking officers in all).   

This means that whilst the appearance of the MoM vehicles conform to agreed design 
guidelines, there are at least 4 different ways of preparing, marketing and booking the 
service. 

The largest audiences for MoM to date have been children, young people and adults who 
are visited directly at their schools, colleges, day centres, care providers, YOIs or other 
community venues.  Consequently much of the marketing and booking has been carried 
out directly via email and postal mailings, largely brokered through sector networks and 
agencies.  

There are no statistics concerning the number of bookings made by groups or members of 
the public via the links available online. 

A Google search of the phrase 'Museum on the Move' on 1 March 2013 was successful in 
that the first page of results predominantly related to the West Midlands' MoM service 
(see APPENDIX 1 for details). 

Of the 10 directly relevant hits 

 4 sites provided obvious links to booking services 

 4 of the links provided exhibition or contact details that were OUT OF DATE 

This does not constitute a strong digital profile.  

To establish a more complete profile of the MoMs web presence, detailed and targeted 
searches were carried out, using a range of search engines and by searching within the 
four most used social media feeds (facebook, YouTube, Twitter and Wordpress).  The full 
findings are published as APPENDIX 2 and are discussed below. 

 

MoM Websites 

There are two dedicated websites for the Museum on the Move service: 

 http://www.museumonthemove.org is a website created for Staffs & 
Herefordshire's MoM exhibition Luxuries & Essentials: a history of shopping, 
which ends on 1 March 2013. 
It provides a live link to booking the MoM in Staffs, Shropshire, Herefordshire, 
Birmingham and the Black Country.  It does not mention the Warks/Worcs MoM. 

 http://www.museumonthemove.co.uk is a portal to a number of pages on 
Shropshire County Council's discovering Shropshire's History website and gives 
information about the Our Games' Story exhibition of 2011.  . 
This information is now OUT OF DATE. 

Both domain names are owned by regional partners. 

The Warks/Worcs service pairing have not established a jointly-owned dedicated website 
for their MoM service. 

 

http://www.museumonthemove.org/
http://www.museumonthemove.co.uk/
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MoM Social media feeds 

Although a dedicated MoM facebook and twitter feed exists, they do not appear to 
represent the entire service's activities, being chiefly used only by Museums Worcs.   

 MoM facebook (60 followers, irregular posts).  Admin status granted to each 
service.  The contact details and service information relate to Shropshire 
Museums Service and are OUT OF DATE. 

 MoM twitter (195 followers, tweets by Worcs County Council MoM team) 

 

MoM mentions on partner museum service websites and social media feeds 

Upon consulting with the managers responsible in each partner service, it became clear 
that most regard the MoM as integral to their own service and promote it as part of their 
wider learning offer within the county. 

As a result, each of the partner museum services has reference to the MoM on its own 
websites, usually embedded within the Learning and Schools offer/.   

Additionally, the partners' social media feeds, with one notable exception, relate to the 
county service as a whole and any reference to MoM activity is lost within the general 
chatter.  

This makes it hard to assess the digital impact of the MoM service or to enrich its 
content. 

Museum Service Websites 

Both Herefordshire and Warks have recently moved to 'stand-alone' sites, which are still 
council hosted, but freed from some of the stricter local-authority design and access 
guidelines.  As a result, the sites have more creative design, are more accessible to a 
wider range of audiences and service users, and have begun to incorporate their own 
social media feeds and digital resources. 

The MoM service is more prominently positioned on these 'stand-alone' sites, making the 
service more visible.  However, it is still promoted as an educational, rather than a 
community resource, as it is grouped with services for schools. 

For a full breakdown of the MoM presence on the partner services' websites see 
APPENDIX 2. 

Social Media Feeds 

As each of these sites are council-hosted and part of the wider council-branded web 
presence, the ways in which social media feeds, or more enticing representations of the 
service could be incorporated was severely limited. 

Only one service, Museums Worcs, uses a dedicated set of social media feeds for the 
MoM. 

Of the remaining services, Warks Museum Service has the strongest social media 
presence, having now established accounts on YouTube and Pinterest as well as Facebook 
and Twitter.  MoM activity is mentioned amongst other service updates, but is not singled 
out and is therefore hard to track. 

Warks' YouTube channel seems intended as a resource for schools activity in the museum 
sites themselves.  Currently it has no content to complement the MoM exhibition. 

Herefordshire has 2 facebook accounts, neither of which are or can be mentioned on their 
council-hosted website. There is a twitter link on the council site, not to a dedicated 
Museum Service feed, but an account run by the Council marketing department. 
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Staffs does not appear to have any social media feeds for the service as a whole. The Shire 
Gallery in Stafford has a site-specific Facebook account. 

For a full breakdown of the social media feeds, see APPENDIX 2. 

 

MoM Business Plan objectives to 2015 

The MoM service has a number of quantitative outputs to achieve as part of their funding 
agreement, by far the largest of which concern participation targets for children and 
young adults from 0 yrs to 16 yrs. 

QUANTITATIVE OUTPUTS 
TOTAL 

2012-2015  
Annual target  

per partner  

No of Counties reached (inc W Midlands conurbation) 6 - 

No of exhibitions developed 6 - 

No of groups engaged with content development 12 1 

VENUES TOTAL 486 40.5 

EARLY YEARS (0-5 YRS) TOTAL 1704 142 

CHILDREN (5-16 YRS)               TOTAL 22938 1912.5 

- No at pre-booked school visits  11049 921 

- No at pre-booked visits NOT arranged by school 882 73.5 

- No at informal events 11007 918 

YOUNG PEOPLE (16-19 YRS) at pre-booked events TOTAL 210 17.5 

ADULTS (16YRS +)                        TOTAL 15264 1272 

- No attending pre-booked visits 4098 341.5 

- No at informal events 11166 930.5 
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How could social media benefit MoMs? 

Just as MoMs have taken museums to areas that other heritage services do not reach, 
so they might, in using social media, enrich the physical experience on the spot and 
deepen their ongoing relationships with the new audiences they serve. 

Social media has become strongly associated with marketing and profile building.  Despite 
being perceived as 'only for young people', the audience profiles of popular networking 
sites given above demonstrate that is not necessarily the case.  Indeed, how old is old? 
The biggest growth area on facebook currently is the 45-64yr age bracket. 

Critics of these digital tools are concerned about their accuracy and integrity, and worry 
about the safety of sharing information so openly.   

Used creatively and responsibly, social media applications provide a valuable toolkit for 
addressing parts of the audience that museums have not traditionally engaged with.   

The most damning charge, that they are 'a waste of time' is given the lie by the sheer 
depth of the market penetration. Even if people aren't on twitter, they know what it's for 
and experience its effects every day. 

By its very democratic nature, social media enables audiences to engage more fully with 
each other and with the museum services, prompting conversations and debates about 
the content of exhibitions and activities and encouraging existing supporters to deepen 
their relationship with the services they love. 

By exploiting different social media tools and the content they already provide, MoM 
services can address the following areas of development:  

- Marketing & profile building 
- Engaging and consulting 
- Enhancing the learning experience 
- Reporting/recording and sharing  
- Evaluating the service impact 

 

Marketing & profile building 

By using social media tools for marketing and profile building, MoM teams will reach  

MoM TARGET AUDIENCE GROUP 

 Adults (16 yrs +) 

 Groups engaged with content development 

and by promoting a family friendly message, indirectly reach 

MoM TARGET AUDIENCE GROUP 

 Early years (0-5yrs) 

 Children (5-16yrs) 

66% of the children (5-16yrs) and 27% of the adults (16yrs +) are expected to participate 
in pre-booked engagement in formal settings such as children's centres, schools, 
colleges, community or local authority venues. 

Bookings for these events are largely handled within a closed loop of email marketing and 
direct contacts, where social media may have little direct impact. 
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HOWEVER that still leaves the following proportions of the audience that must be 
engaged with during informal events:  

AUDIENCE GROUP % OF THE WHOLE 

Early years (0-5yrs) 100% 

Children (5-16yrs) 34% 

Adults (16 yrs +) 73% 

Groups engaged with content development 100% 

In addition, each partner must engage with at least one community group per year to 
consult on and develop content for the MoM exhibition and activities.   

This is the area where a strong social media market profile would be most beneficial. 

 48.4% of facebook users are aged 18 to 34 yrs 

 52% of the UK population are on facebook 

 that's a quarter of the UK population 

Social media makes it easy for one person or organisation to put across information to a 
wide audience with minimum effort.  

It is clear that the more resourcefully the team apply the range of social media as a 
promotional tool, the greater the impact it will have.   

The following table provides a rough guide to the amount of time the team might 
consider investing in developing the various levels of social media engagement.   

Listen  Promote  Participate  

No engagement  Broadcast / share  Low engagement  

Invest up to 15 min/day  Invest up to 20 min/day  Invest up to 30 min/day  

Set up RSS alerts to follow other 
people's feeds 

 

 

Issue short status updates

 

share material your followers 
might like 

 

Tag the destination location 

 

Respond to posts, share info 
and follow others 

 

Record your activity and post it 
for others to see 

 

Encourage visitors to check in

 

 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=o3Yoa6tZNY4UyM&tbnid=Phk6mMKwxbwCjM:&ved=0CAUQjRw&url=http://www.technologytell.com/gadgets/116116/feedly-is-ready-to-transition-all-google-reader-users/&ei=vvNNUbn6NKSc0wXFxoGIAQ&bvm=bv.44158598,d.ZWU&psig=AFQjCNGLUJC2Fo5Flm3we3ZXd-mdTeKO0A&ust=1364149563932908
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Good practice 

 Spread the load - @PooleMuseums twitter feed is rotated around the curatorial 
and front of house team members while Birmingham Conservation Trust allot 
volunteers and staff to run different feeds 

 Create a personality - talk to account followers and answer comments posted.  It 
is considered good practice to indicate by name or initial which team members 
are responsible for social media feeds.  This reduces the feeling of anonymity and 
also makes it easier to trace messages sent. 

 It's not all me, me, me - engage with your followers feeds by liking, sharing and 
posting content from their sites too. 

 Make yourself part of the local & digital community - follow community, family 
and interest groups that share the interests of your service or offer equivalent 
resources.  

 

IDEAS for marketing and profile raising 

- Twitter 
- #musonthemove 

Share a dedicated twitter feed across the service and build a 
strong presence 

Use an agreed hashtag for referring to MoM on other feeds. 

Promote the feed and hashtag in all marketing literature and on 
the MoM. 

Tweet little and often. Tweeters often unfollow accounts that 
appear to be inactive or tweet irregularly. 

- Facebook 67% of users are aged 18-44yrs.  Perfect for tackling the family 
and young adult audience. 

Promote the feed in all marketing literature and on the MoM. 

Use the events and invites function to advertise events. 

Keep the timeline active. Facebook does not optimise slow or 
inactive accounts - your posts will drop off people's newsfeeds. 

- Google maps and 
foursquare 

Tag the your destination locations and  encourage people to 
'check in' online when they join you on the day 
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Engaging and consulting 

It is not enough, in the social media world of sharing and generosity, merely to advertise 
one's presence on facebook or twitter and leave it at that.  
Social networks INSIST on engagement. They DEMAND content. 

By using social media tools for engaging and consulting with audiences, MoM teams will 
reach  

MoM TARGET AUDIENCE GROUP 

- Children (5-16 yrs) (with guidance from parents. teachers and MoM staff) 
- Early years (0-5 yrs) (with guidance from parents. teachers and MoM staff) 
- Young people (16-19 yrs) at pre-booked events 
- Adults (16yrs +)                        
- Groups engaged with content development 

There are range of tools for publishing material online - many of which allow users to 
comment on and share the material through their own feeds. 

These separate sites (Wordpress, Tumblr, YouTube, flickr, Soundcloud etc) allow users to 
upload and store complex files for little or no cost.  The content can then be embedded or 
aggregated on the service's main profile feeds (facebook page, website, blog etc) and 
shared. 

It is a short step and a rewarding one to move from simple publication to community 
building. As your following grows, engagement provides material to support consultation 
and qualitative evaluation. 

Publish  Build community  

Content intensive  High engagement  

Invest up to 3-5 hrs/wk  Invest up to 5-10 hrs/wk  

Use blogs and file sharing tools 
to go into greater depth 

 

 

Invest time into seeking out followers and engaging with them 
directly - post on other people's feeds and begin conversations 

and debate. 

 

 

 

 

Certain social media tools enable users to build more profound relationships and being to 
develop an online community.  Often, it is best to combine not only the nature of the 
feed, but also the range of feed owners. 
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Whilst blogs allow one to go into greater depth on a subject, they do not necessarily 
promote much response until a loyal following has been built. A loyal following can only 
be built by advertising the blog's presence through connected feeds and other people's 
networks.  Therefore, it is best to use publishing tools as part of a suite of feeds, each 
related to each other. 

Another element to consider is posting on wiki feeds or on other websites which rely on 
user-generated content.  

Some entries are merely informational, like registering service details on Culture 24 or 
Heritage Open Days. However, there are many sites in the heritage and learning sector 
from Wikipedia itself, to Kids In Museums, History Pin and iTunesU which welcome more 
wide ranging content. 

 

Publish  Build community  

Content intensive  High engagement  

Invest up to 3-5 hrs/wk  Invest up to 5-10 hrs/wk  

Create albums, slideshows and  

more complex media files 

 

 

 

Log in at destination location & 
encourage others to do the same 

 

Contribute to networks, blogs and sites that invite user 
generated content 

 

 

 

Good practice 

- Play to your strengths - a blog by a curator, for example, can be advertised by team 
members on twitter and discussed on facebook.  A short film uploaded to YouTube, 
made with the Learning Officer by a class on board the MoM can be shared on the 
school or community blog or promoted via the MoM's facebook and twitter feeds. 

 Don't be afraid to ride on the bandwagon - Heritage Open Days are an example of a 
big brand with a lot of national advertising but one which is dependent on user-
generated content. Use it to your benefit and join in with them online as well as on 
site. 

 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=Fx428tUm8OIFKM&tbnid=GHkJsVtKmhbRlM:&ved=0CAUQjRw&url=http://www.rochdalepioneersmuseum.coop/stories/pioneer-painting-snapped-for-your-paintings-project&ei=rHZMUaScIvDB0gX3rYGIBA&bvm=bv.44158598,d.d2k&psig=AFQjCNG_40ogM3mK2Erri1DlKXxXr_-35A&ust=1364052005691770
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=13rtL1O9vsHWKM&tbnid=oQBy4lRxncQbVM:&ved=0CAUQjRw&url=http://www.forbes.com/sites/carolpinchefsky/2013/02/14/six-fascinating-informative-and-just-plain-good-lectures-on-videogames-in-itunes-u/&ei=BGNLUfi9KcaBqgGkm4DgCw&bvm=bv.44158598,d.ZWU&psig=AFQjCNGzMhsRoNG47iSCEisgdh3bMIwwsg&ust=1363981433915405
http://tametheweb.com/wp-content/uploads/2011/09/historypin_logo_from_outlines2_1097.png
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- Use several tools - Birmingham Museums Trust utilises a wide range of social media 
tools and feeds in order to address as wide an audience as possible: 

, 

 

IDEAS for engaging and consulting 

- Twitter 
- #musonthemove 

Twitter users have short attention spans  - don't expect a large 
response to consultations 

Twitter users value immediacy - consider advertising 'live chat' 
sessions around special events and previews 

- Facebook Facebook users tend to use the site as part of their relaxation - 
evenings and lunch hours are peak user times - always check the 
feed in the morning for overnight developments. 

- Blogs Don't just blog on your own site - contribute to blogs hosted by 
relevant community, family and interest groups. Likewise, invite 
'guest bloggers' to write for you. 

- Google maps and 
foursquare 

Encourage people at live events to 'check in' and add comments 
to MoM online when they join you in person  

- Other websites 
dependent on 
User Generated 
Content  

Contributing to such sites could become part of project activity 
on the bus.   

- Maybe an Early Years/Parents group could review the MoM 
for Kids in Museums and submit photos, a short blog or film?   

- On Heritage Open Days (HODS), post pictures of MoM 
activity to the HODS facebook, flickr and twitter streams and 
remember to use the relevant hashtag on your own. 

- Make it your mission to work with the participants to select 
and add an image to History Pin at every MoM destination 
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Enhancing the learning experience 

By using social media tools for enhancing the learning experience, MoM teams will 
reach  

MoM TARGET AUDIENCE GROUP 

 Children (5-16 yrs) (with guidance from parents, teachers and MoM staff) 

 Early years (0-5 yrs) (with guidance from parents, teachers and MoM staff) 

 Young people (16-19 yrs)  

 Adults (16yrs +)                        

It is often a requirement of funding that content created for web resources funded by 
public bodies such as Arts Council England, JISC or HLF has to be made freely available 
for educational use at point of source.  Such material is often licensed under Creative 
Commons or the Open Source initiative. 

Additionally, the same funding bodies favour applications where web and digital 
content is produced and shared using existing proprietary software and networks, 
rather than paying for new and expensive bespoke systems. 

As a result, there is a phenomenal amount of educational material on the internet which 
is available to use for educational purposes because it is Open Source or licensed under 
the terms of Creative Commons. 

Likewise, YouTube and iTunesU are full of educational content - lectures, demonstrations, 
short films and televised debates - produced by and for a wide range of audiences, which 
are profoundly useful.  These are often prepared as part of project funded activity and can 
prove very useful in supplementing interpretive content generated by the MoM team. 

Audio sites such as Soundcloud or freesound offer free data storage for audio files in the 
same way that Flickr supports photo uploads.  As a result, MoM staff can upload sound 
recordings to enhance the exhibition experience or encourage participants to make and 
share recordings as part of mediated activity. 

By collaborating with MoM participants to gather and assess the value of information 
using such feeds, it is possible to incorporate valuable learning about the integrity of 
digital media and encourage them to develop sophisticated media literacy skills. 

Make sure that you also license your material accordingly: 

 

Creative Commons copyright licenses create a pool of digital 
content that can be copied, distributed, edited, remixed, and 
built upon, all within the boundaries of copyright law.16 

.  

Open-source: promotes free redistribution and access to an 
end product's design and implementation details.  It is very 
often developed in a public, collaborative manner.   
Wordpress and Wikipedia are both examples of Open Source 
technology.17   

 

                                                           
16

 Extract from Creative Commons website, http://creativecommons.org/licenses/ accessed 
23/3/2013 
17

 For the background to Open Source, see http://en.wikipedia.org/wiki/Open_source accessed 
23/3/2013 
 

http://creativecommons.org/licenses/
http://en.wikipedia.org/wiki/Open_source
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=gVGZHsMXPhrkQM&tbnid=FVxSn-LF3JF4lM:&ved=0CAUQjRw&url=http://www.russianmachineneverbreaks.com/2013/01/19/russian-machine-creative-commons-and-aaron-swartz/&ei=TytOUbTVB6fE0QXL-4GQDw&bvm=bv.44158598,d.d2k&psig=AFQjCNHVmsQoS3ZVzomdUUS5SsFHjbrALQ&ust=1364163787853134
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=J1-0S9zLHJ5SQM&tbnid=-f7oIVSFVXoRIM:&ved=0CAUQjRw&url=http://www.estreamchat.com/&ei=VS9OUe-ROeXB0gWV4YHgDQ&bvm=bv.44158598,d.d2k&psig=AFQjCNFpmVKZRNE8gxKlFvcydWmieKD-Lg&ust=1364164381995153
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Good practice 

 Commit to Open Source - HLF, JISC and Arts Council favour digital projects which are 
committed to creating and using content that is rights free 

 Use the content out there - embed links to material on other social media and 
websites in  

- your own social media feeds (especially blogs)  
- the teachers' packs you provide 
- digital interactives and QR or NFC codes 

 Use the software too - create stand-alone digital interactives with free software 
applications such as iBooks or Prezi  that can be accessed on board the MoM via 
tablets  

 Attribute! - If you do embed creative commons or open source material in your own 
resources, credit the creator/copyright holder (not always the same individual). 

 Keep it free - the material might be free to use, but it is generally not licensed for 
commercial use so be aware that you can't always charge for it.  

 Take care with derivatives - some rights holders are happy for their material to be 
changed from its original form. Not everyone is.  

 Remember to pay it forward  - when you create digital content of your own, make a 
clear statement about the Intellectual Property Rights 

 

IDEAS for enhancing the learning experience 

- Open source 
websites and 
content 

Look for and use existing resources published online for 
educational use 

For example:  In preparation for the commemorative events for 
the World War I centenary, JISC and the Imperial War Museum 
have already invested a great deal in creating web content for 
teaching use.   
One of the websites funded, World War I - Continuations and 
Beginnings18, is licensed under Creative Commons and allows all 
material on the site to be used freely for non-commercial 
purposes, provided that users give the original author credit. 

- iTunesU and 
YouTube 

Incorporate existing resources prepared by specialists and 
published online for educational use 

For example: Light Fantastic: the Science of Colour19, a short film 
created by the Institute of Physics, could be embedded in the 
MoMs social media feed for use this season with the 
Warks/Worcs Science of Colour exhib 

- Google Art 
Project 

- Your Paintings 

Just two major art-focussed websites that rely on user-generated 
content whilst also providing free to use educational resources. 

 

                                                           
18

 http://ww1centenary.oucs.ox.ac.uk/ 
19 http://www.youtube.com/watch?v=TWhGmwUojBE 

http://www.jisc.ac.uk/whatwedo/programmes/digitisation/WW1Commemoration/Activitiesprojects.aspx
http://ww1centenary.oucs.ox.ac.uk/
http://www.youtube.com/watch?v=TWhGmwUojBE
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IDEAS for enhancing the learning experience 

- Soundcloud  
- BBC Listening 

Project 
- British Sound 

Archive 
- freesound.org 

These are just a few of the digital resources which make audio 
available and to which the public are encouraged to contribute 
their own recordings.. 

As well as podcasts and music, these sites include recordings of 
speech, ambient noise and sound effects many of which can be 
used for educational purposes. 

- iBooks  
- Prezi  

Free to use software applications that enable users to create self-
contained multi-media presentations and interactives that can be 
used without needing an internet connection. 

 

Reporting, recording and sharing 

By using social media for reporting, recording and sharing, MoM teams will be able to 
work with 

MOM TARGET AUDIENCE GROUPS 

 Children (5-16 yrs) (with support from parents, teachers or MoM staff)  

 Young people (16-19 yrs)  

 Adults (16yrs +)  

Most importantly 

 Groups engaged with content development 

Social media and mobile digital devices provide tremendous scope for participants to 
contribute to and reinforce their learning activity on the MoMs. 

Currently participants can leave little lasting impact on the MoM (beyond the inevitable 
wear and tear on the fittings).  Children might create pictures or stories during the day, 
older participants might share reminiscences, but nothing remains behind when the MoM 
moves on. 

At the simplest level of reportage, MoM staff currently take photographs of participants 
in action, and issue brief evaluation questionnaires.  The Worcs and Warks team also 
provide facebook updates and tweets on the day when they make visits to public events.   

However, 140 characters of a tweet can provide a more powerful piece of qualitative 
evaluation than 10 pages of case study. 

Participants reporting on and contributing to activity 

Using tablet devices, smartphones, MP3 recorders and digital cameras, participants can 
record their activity and upload it to either their own, their school/community group's or 
the MoM's social media feeds. 

This reporting need not simply be a photograph of their final output, but can be 
incorporated as an action learning activity to reinforce the educational value of the 
session.  Thus participants could interview each other about what they have just learned, 
or create video, images or soundscapes inspired by the exhibition content and location. 

Where the MoM draws upon local history in an area there is scope for the gathering of 
oral history or the design of treasure hunts during which participants must gather a range 
of photographs and sounds to reflect a particular theme. 
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As a result of such reporting and sharing,  

 participants can contribute content of growing value and share it with future 
service users, creating a rich accretion of material above and beyond the museum 
artefacts 

 MoM staff can gather qualitative evidence of the value of their service and use 
the media content to promote the bus to future clients. 

Direct recording by MoM staff 

At informal public events, MoM staff might seek to capture material that will continue to 
enhance the content of existing or planned exhibitions.  Encouraging participants to talk 
about their responses to or be photographed and filmed interacting with the displays also 
provides valuable material for consultation and evaluation. 

Wolverhampton Art Gallery staff are used to reaching for the flip camera, smart phone or 
mini-tablet to record events and feedback that can easily be uploaded to the service's 
media feeds an promote the service. 

 

Good practice: Safeguarding 

There are clearly a range of safeguarding and rights implications when using such tools 
with members of the public and it is important to adhere to firm guidelines. 

Manchester Central Library20 have directly involved a group of young people in the 
creation of a new social media policy for their service.  Such involvement again promoted 
valuable learning experiences as the young people considered the ethics and implications 
of increased media literacy. 

 

IDEAS for reporting, recording and sharing  

- audioboo 
- vine 

Allow for the creation of short, unedited audio and video 
files, challenging the user to create focussed content and 
reduces the need for time intensive editing before upload. 

- storify.com Capture and publish stories or timelines using social media 
such as Twitter, Facebook and Instagram.  
Users search through multiple social networks from one 
place, and then drag individual elements into stories. 
Users can re-order the elements and also add text to help 
give context to the readers 

- instagram Photography app that enables user to apply filters and 
creative effects. Results can be shared across a range of 
social media platforms. 

 

  

                                                           
20

 Manchester City Council website, accessed 23/3/2013 

http://www.manchester.gov.uk/news/article/6389/young_people_find_their_voice_to_help_shape_the_future_of_manchester
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Evaluating the service impact 

By using social media to evaluate service impact, MoM teams will be able to measure its 
effect on 

MOM TARGET AUDIENCE GROUPS 

 Children (5-16 yrs) (through parents, teachers or MoM staff)  

 Early years (0-5 yrs) (through support from parents, teachers or MoM staff) 

 Young people (16-19 yrs)  

 Adults (16yrs +)  

 Groups engaged with content development 

 

Internal-facing: social media performance 

Having invested so much effort into preparing and using social media feeds, there are 
several tools available online to help measure its effect.   

The simplest form of quantitative measurement is to count 

- number of followers 
- number of posts or items uploaded, tweets sent etc 
- number of shares and retweets 

More sophisticated information concerning penetration, exposure and audience share is 
available.  The most popular social media feeds incorporate a basic level of information; 
deeper analysis does tend to cost. 

IDEAS for evaluating social media impact, audience share and penetration 

- facebook page updates Performance statistics are supplied as standard once you 
create an organisation page 

- Wordpress.com Wordpress blogs incorporate a basic level of Analytics.  it is 
possible to pay for more detailed analytical tools as 
plugins. 

- Google analytics Measures usage levels of a website and provides insights 
into how visitors use the site, how they arrived on it and 
how to develop return visits.  Basic package is free, more 
detailed analysis available at a fee. 

- Tweetreach Calculates the reach of a url, Twitter name, phrase or 

hashtag; analyzes the tweets that match your search, and 
reports their  reach and exposure data. 

 

External-facing: user satisfaction 

There are a variety of online polling and survey applications that can be used as stand-
alone tools within a website or digital interactive, or linked to associated digital and social 
media feeds. 

These services can be used as tools to gather quantitative evaluation and consultation 
responses, or to set up interactive quizzes as part of the MoM event, the results of which 
can be used to assess the impact of learning/interpretive activity. 

http://www.google.co.uk/analytics/
http://tweetreach.com/
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Good practice 

- Capture the context - Use Storify to capture stories from multiple social networks in 
one place, re-ordering the elements and adding text to give context  

- Preserve the moment - use screen captures to document key achievements - the 
500th follower or 1000th tweet. 

- Little and often - assess impact and reach regularly and create a database of results. 
This will assist in gauging audience trends and future planning.  

 

IDEAS for quantitative evaluation and survey tools 

- PollDaddy 
- Surveymonkey 

Free to use online tools providing a basic level service. For 
more sophisticated surveys, fees are payable. 

- Facebook & Wordpress Include options to circulate simple polls.  Wordpress 
plugins can be bought to glean enhanced data 

 

Recommendations 

Promoting the brand 

 

 

 

At the heart of discussions about the nature of Museum on the Move and how best the 
service should embrace the use of social media, there lies a question of identity. 

Museum on the Move is funded by Birmingham Museums Trust and Arts Council England 
to be a regional resource.  All service staff interviewed expressed pride at being part of 
the MoM scheme and of being involved in a partnership that transcended the boundaries 
of their local authority.   

However, each service also expressed how they remained wedded to branding the MoM 
as a county resource  - not an added extra, but an integral part of delivery.  The buses are 
managed by separately but the four different museum services, each with (as we have 
seen above) distinctly different web, social media and market presences. 

There is a duplication of activities which adds pressure to beleaguered services, and an 
overall concern that by having to deliver every aspect, partners may not be playing to 
their strengths. 

Furthermore, following a recent round of local authority cuts, the capacity for each county 
service to offer the full range of skills necessary to manage delivery of the MoM 
programme is under threat.  In the current economic climate such threats will continue to 
pose problems for sustainable delivery. 

As has been established over the preceding pages, the integration of social media 
platforms with the onboard educational offer of the MoM presents enormous 
opportunities for the service.   

http://polldaddy.com/
http://www.surveymonkey.com/
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By developing a reliable, strong and unified digital presence, the MoM could become 
greater than the sum of its parts, and draw in greater levels of regional funding and 
support. 

How best then, to create a brand in a way that guarantees maximum impact? 

 

Multiple brands 

The current model of multiple marketing strands and fragmented digital presence 
means that the 'brand presence' of MoM is diluted. 

Likewise, the impact and effect of any content that might be created for or by MoM 
audiences is lost in the 'noise'. 

By incorporating each MoM's social media and digital presence in the county feeds and 
websites, the regional resource becomes parochial.  To play devil's advocate and follow 
the logic of the argument, it also runs counter to the idea that the MoM is an effective 
service for audiences who might not otherwise visit or even show an interest in museums.  

If that is the case, why would they seek further enrichment by accessing the social feeds 
of a service that is alien to them? 

Long-term, it has the effect  

- isolating the service from its audiences, especially in areas of the region not 
directly covered by the partner services 

- confusing the regional audience 
- hiding the MoM's light under a bushel and adversely affecting future funding bids 

 

Single brand 

The MoMs could be regarded as a shared resource that travelled around the region, 
crossing county borders and taking museums to places that other heritage just can't 
reach.  Both MoMs could then be promoted and enriched via a single, dedicated suite of 
social media feeds.   

The MoMs could be marketed by their themed content rather than the geographical 
service by which they are run. There would be greater freedom for skills sharing and 
division of labour, as each service would play to their strengths; clients would have more 
choice and MoMs might find they double their bookings. 

In addition, by uniting the social media feeds, the experiences of those engaging with 
each MoM can be shared more easily and visibly.  As a result, the MoM effect becomes 
richer in content and stronger in presentation. 

The profile potential already exists - there is already a twitter and facebook account with 
the name, and there are 2 domain names within the possession of the partner services. 

Long-term, it has the effect of creating a product that is 

- franchiseable 
- connected 
- visible 
- enriched 
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Umbrella brand 

If multiple marketing strands create an impression that is too diffuse, a single rigid 
brand and suite of feeds might lend an inflexibility to service delivery that does not 
reflect the multitude of personalities and localities that feed it.  

The solution is a combination of shared and individual feeds - an overarching 
website/blog and twitter feed for the whole service, complemented by 2 dedicated 
facebook and content feeds for each bus. 

Birmingham Museums Trust employs such a model for its digital presence - there is a 
website, blog, flickr, YouTube and Pinterest feed all dedicated to the Museums Trust, 
which include aspects of all activity, which is underpinned by a suite of facebook and 
twitter feeds, one for each museum, gallery, historic house and the collections centre (see 
APPENDIX 4). 

As a result, each venue maintains a distinct personality and loyal following whilst 
simultaneously drawing on and contributing to the wider whole. 

Such a model would suit the MoM set-up - each bus could have a suite of social media 
feeds which capture the added content created by followers and participants; and share 
the enriched resources created by the partner services and clients. 

By having a suite of dedicated feeds, editorial and update responsibilities could be shared 
across the 4 partner services and the region as a whole, as could any resources created for 
the bus.  

Long-term, it has the effect of creating a service that can 

- create a strong brand presence the impact of which is easy to measure 
- react flexibly to demand and change 
- link the known audience to the unknown 
- share the onus of promoting the mobile service and links to physical collections 

 

Audience 

In deciding which social media feeds to create and what tone to take, it is important to 
agree which audience the MoMs want to target and when. 

For example facebook is used by a very wide cross section of internet users of all ages, 
whereas Tumblr is used predominantly by people under 25 yrs of age.  School children 
may not be allowed to use facebook, but they often use a Virtual Learning Environment at 
school to which the MoM might be able to upload material. 

Given the size and diversity of the facebook and twitter audiences, the establishment of 
a dedicated feed on these sites is imperative. 

 

Intentions 

As this document has explored, social media and the associated mobile technology have 
the potential to provide much more than a simple marketing tool.  In fact, given world 
enough and time, the sky is the limit.   

The MoM team now needs to decide how many stages of the ladder of social media 
engagement (APPENDIX 3) they wish to tackle and when. 

If the team decide to take the umbrella brand approach, they can divide their labours, the 
better to create a rich and flexible suite of resources which will allow for more profound 
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and meaningful engagement and learning opportunities on board the MoMs and out in 
the community. 

Of the five types of activity discussed 

1. Marketing & profile building 
2. Engaging and consulting 
3. Enhancing the learning experience 
4. Reporting/recording and sharing  
5. Evaluating the service impact 

 the MoM team should at the least in areas 1, 2 and 4 over the next 12 months, creating a 
confident offer that they can then develop on in the final year of their current funding 
contract. 

The more powerful a presence and the more enriching the experience across the whole 
region, the stronger the consortium's case for drawing in increased and ongoing 
funding. 

 

The hardware & software  

There is an opportunity for the MoM service to provide creative approaches to media 
literacy by integrating the use of social media tools in their delivery.  To do so, the 
service needs to invest in suitable hardware and training both for the staff and for the 
participants. 

TECHNOLOGICAL HARDWARE 

It is worthwhile investing in: 

 mini-tablets for use on board the buses which have 3G and wi-fi connectivity.  
Mini-tablets are lighter and easier to hold than full size iPads. 

 a wi-fi enabled laptop or netbook for each bus, with enough memory to be pre-
loaded with media files and digital interactives for use offline where the signal 
fails.  Ideally the equipment would have integral web-cams and microphone for 
recording purposes. 

 a MiFi for each bus (a dongle that allows multiple users to connect to the 
internet)21 

 a set of pocket video camcorders such as the Creative Vado or the Flip camera.  
These easy-to-use recorders enable participants of all ages to capture, upload and 
share video, audio and still images via integral USB connectors, wi-fi or 
bluetooth.22 

HUMAN HARDWARE 

 Invest time in training the MoM teams to use and experiment with social media 
and the relevant equipment 

- engage with the Podnosh team  and attend the free social media 
surgeries they organise 

- JISC Digital Media provides online support in the form of forums, text 
resources, regular webinars and briefings, all of which are free of charge 

- register with the Museums Computer Group and forums on social media 
sites and learn how to realise the resource's potential through 
collaboration with other users 

                                                           
21

 http://www.uswitch.com/broadband/guides/what_is_a_mobile_dongle/ accessed 24/4/2013 
22

 To see such tech in action with primary school pupils, see Just a Stage I'm Going Through, a 
project managed by Tiger Features for Birmingham Royal Ballet  

http://podnosh.com/
http://www.jiscdigitalmedia.ac.uk/
http://museumscomputergroup.org.uk/
http://www.uswitch.com/broadband/guides/what_is_a_mobile_dongle/
http://www.youtube.com/watch?v=qud2Sg0PVJA&feature=youtu.be
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 SOFTWARE 

 Where possible set up a digital presence that stands alone from the Council 
hosted sites using free web-based applications  

 If it is impossible to escape the control of council-hosted sites, negotiate for 
permission to set up social media feeds for the service OR consider the creation of 
a Marches Network hosted suite of stand-alone digital feeds. 

 Use free data storage such as Google Drive or Dropbox to create a means of 
regulating access to and sharing certain files - it can operate either as a paywall 
facility or a means of providing extra security when creating digital content with 
vulnerable groups 

 publicise the URLs and addresses of your media feeds widely so that audiences 
know how to find you 

 

Long term view 

The findings of Ofcom's 2012 Market Survey23 clearly indicate that the UK public's 

relationship with information, communication and technology has changed rapidly and 

decisively.  Our continued reliance on and delight in the pattern of ENGAGING, 

REPORTING and SHARING means that curators cannot and should not exclude audiences 

from the process of creating exhibitions and content. 

Furthermore, as funding becomes ever more restricted, the strength of MoM lies in the 

consortium - together, the team can create a service that is potentially more than the sum 

of its parts.   

Collaborating as a united regional team, the county partners can adopt specialist delivery 

roles and play to their strengths.  Using social media, they can project a powerful and 

responsive profile which will develop loyalty amongst its supporters.  Consequently, the 

service can be further enriched by the direct engagement of its audiences.  

In a time when public funders are scrutinising bids for evidence of the greatest return on 

their investment, social media enables the team to gather evidence of the strength of the 

MoM consortium that is far more likely to gain financial support. 

The MoMs primary aim is to take museums to places they haven't been.  These days 

however, facebook can get there first - a factor the team should embrace.  By 

developing the MoM's offer beyond the merely physical, the value of the current 

investment by Birmingham Museums Trust and the Arts Council is greatly enhanced. 

It is essential therefore, that, however valuable the MoM is to each individual county 

services' offer, the overall effect of its power as a regional resource that unites the local, 

digital and global, is not hidden from view in the (albeit in many cases excellent) social 

media feeds of its hosts, but is placed front and centre for new audiences to discover 

and delight in. 

  

                                                           
23

 http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-
reports/cmr12/uk/ accessed 27/2/2013 

http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-reports/cmr12/uk/
http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-reports/cmr12/uk/
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GLOSSARY 

Aggregator A web site or computer software that aggregates a specific 
type of information from multiple online sources.  Facebook is 
an example of a social media aggregator since it enables users 
to embed and share material from a range of other websites. 

Blog A web site on which an individual or group of users record 
opinions, information, etc. on a regular basis. 

CC Creative Commons (CC) copyright licenses give everyone a 
simple, standardized way to grant copyright permissions to 
their creative work.  
This will create a pool of digital content that can be copied, 
distributed, edited, remixed, and built upon, all within the 
boundaries of copyright law.  For details see 
http://creativecommons.org/ 

DRM Digital rights management (DRM) is any technology that 
inhibits uses of digital content that are not desired or 
intended by the content provider.  It is used by hardware 
manufacturers, publishers, copyright holders, and individuals 
with the intent to limit the use of digital content and devices 
after sale. 

Embedded 
file 

Any type of multimedia file that has been inserted into a web 
page, creating a compound file. This includes files like graphics 
and sound files. For example, when a URL is forwarded as part 
of a tweet, it is deemed to have been embedded.  

Hashtag # The # symbol, called a hashtag, is used to mark keywords or 
topics in a Tweet or Instagram post (eg #museums or 
#history). It is being adopted by other social media platforms 

http://creativecommons.org/
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as a way of helping to categorise posts.   

IPR Intellectual Property Rights (IPR) refer to creations of the 
mind: inventions, literary and artistic works, and symbols, 
names, images, and designs used in commerce.  They divide 
into two categories:   

 Industrial property, including patents, trademarks, 
industrial designs, and geographic indications of 
source; and  

 Copyright, including literary and artistic works such as 
novels, poems and plays, films, musical works, 
drawings, paintings, photographs, sculptures and 
architectural designs.  Rights related to copyright 
include those of performing artists in their 
performances, producers of phonograms in their 
recordings, and those of broadcasters in their radio 
and television programs.  

For information about IPR in UK law, see HM Govt Intellectual 
Property Office website: http://www.ipo.gov.uk/ 

Media files Digital files in a range of media formats including film, audio, 
photographs and other images (typically files with the suffix 
.pdf, .jpg, .gif, .mp3, .mp4, .wav, .avi, .wma, .aac  etc) 

Microblogging Short form blogs, usually restricted by number of characters 
or size of file upload.  Twitter, with its limit of 140 characters 
per post, is a microblogging site 

Open Source Of or relating to or being computer software or digital content 
for which the source code is freely available to anyone. 
More widely, open source is a philosophy, or pragmatic 
methodology that promotes free redistribution and access to 
an end product's design and implementation details.  
Wordpress and Wikipedia are both examples of Open Source 
technology. 

Paywall An arrangement whereby access is restricted to users who 
have paid to subscribe to the site 

Staffs Staffordshire 

UGC User generated content 

VLE Virtual Learning Environment 

URL Uniform (or universal) Resource Locator.  Put simply, the 
address of a web page. 

Warks Warwickshire 

Worcs Worcestershire 

 

http://www.ipo.gov.uk/


 
 

APPENDIX 1 Google Search for Museums on the Move  

Based on the Page 1 results of a Google Search for 'Museum on the Move', 5 March 2013 

Description of web presence & hyperlink Hosted/managed by Comments IS DATA CURRENT? 

Facebook Facebook/Shropshire Museums (admin) 60 followers.  Used only by Museums 
Worcs. 

NO - Info/contact details are not current 

Herefordshire Heritage Services Herefordshire County Council Relates to bookings for Herefordshire 
only 

YES 

Website for MOMs activity related to 
2012 and the Olympics 

Shropshire County Council This site is a front page only.  All links lead 
to pages hosted on Discover Shropshire 

NO - site content ceased to be current in 
early 2012 

Staffs Museums Service Staffs County Council Relates to bookings for Staffs only YES 

Dedicated website for Herefordshire, 
Staffs, Shrops & Black Country MoM 

Staffs County Council Current.  Booking links for Herefordshire, 
Staffs, Shrops  & Black Country MOM 

YES - contact details are current 
NO - education resources need refresh 

Twitter Twitter / Museums Worcs employee  
@museumonthemove 

195 followers YES 

Museums on the Move exhibitions, Warks Warks County Council  NO 

How to book  MoM, Warks Warks County Council Current. YES 

Museums Worcs website Worcs County Council  Relates to bookings for Worcs only YES 

Museum Musings  Wordpress / MDO for Birmingham & 
Black Country 

blog post includes weblinks for both 
MOMs. Info current. 

YES 

  

http://www.facebook.com/pages/Museum-on-the-Move/108969492514274
http://www.herefordshire.gov.uk/leisure/museums_galleries/33526.asp
http://www.museumonthemove.co.uk/
http://www.discovershropshire.org.uk/
http://www.staffordshire.gov.uk/leisure/museums/onthemove/MuseumontheMove.aspx
http://www.museumonthemove.org/
http://twitter.com/museumonthemove
http://www.warwickshire.gov.uk/web/corporate/pages.nsf/Links/46BCE57C0CA96A5C8025757500376B02
http://www.warwickshire.gov.uk/Web/Corporate/Pages.nsf/Links/A1B767A836324A478025744200337979
http://www.whub.org.uk/cms/museums-worcestershire/hartlebury-museum/learning/museum-on-the-move.aspx
http://westmidlandsmdo.wordpress.com/2012/04/13/museum-on-the-move/
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APPENDIX 2 Official web & social media presence for Museums On The Move  

Snapshot taken: 1 March 2013 

PARTNER SERVICE 
COUNCIL- 
HOSTED 
WEBSITE? 

DETAILS 
LIVE LINK 
TO BOOK 
MoM 

FACEBOOK page TWITTER feed 
YOUTUBE 
channel 

PINTEREST feed BLOG 

WARKS COUNTY 
COUNCIL 

YES 

and 

YES 

MoM mentioned in Nav Bar and 
live link to info about 2012 MoM  

Stand alone site.  MoM not 
mentioned on front page. 
Offered under Schools/Education 

YES Under 
Heritage & 
Education 

YES 
146 followers 

Includes MoM 
news. Link from 
both websites 

@OisintheDeer 

1783 followers 

Includes MoM 
news. Link from 
both websites 

YES 
museum based 
schools info 
Link from stand 
alone website 
only 

YES 

Link from stand 
alone website 
only 

No 

HEREFORDSHIRE 
COUNTY COUNCIL 

YES 

MoM embedded in Primary 
school section of Inspire: learning 
from archives, arts, libraries and 
museums 

Contains broken link to new beta 
version of stand-alone site for 
museums service, 
hosted/approved by council.  
This contains live link to 
museumonthemove.org re 2012 
Shopping exhib with Staffs 

YES 

Via the link from 
the beta site to 
the 2012 
Shopping 
website  

Not link from 
site to Svetlana 
Sturgeon  
135 followers, 
latest post 
7/2012 
Herefordshire 
Museum Service 
185 followers, 
latest post 
4/3/2013 

Link given on 
Council website 
is to 
@HfdsCouncil 
General info 
feed about all CC 
services. 

No No No 

MUSEUMS 
WORCS 

YES 
Museums Worcs pages on 
Council-hosted site 

YES 

Museum on the 
Move 
73 likes. Latest 
post 22/3/2013. 
Link from 
website 

@museumonthe
move 
274 followers 
Worcs MoM 
only 

 No 

No 

Worcester City 
Art Gallery has 
own blog 

SHROPSHIRE 
COUNTY COUNCIL 

YES Discovering Shropshire's History 
has live link to portal for 

No No No No No No 

http://www.warwickshire.gov.uk/Web/corporate/pages.nsf/Links/64D04E9E2AC76A5480256A960046ED12
http://heritage.warwickshire.gov.uk/museum-service/
http://heritage.warwickshire.gov.uk/heritage-education/heritage-education-museum-on-the-move/
https://www.facebook.com/warwickshiremuseum
https://twitter.com/OisinTheDeer
http://www.youtube.com/channel/UCcAKcooALfakWNyOM-tQRag?feature=watch
http://pinterest.com/warwickmuseum/
https://beta.herefordshire.gov.uk/leisure-and-culture/museums-and-galleries/museums-and-galleries-general-information/#move
http://museumonthemove.org/
http://museumonthemove.org/bookings
http://www.facebook.com/svetlana.sturgeon.3?fref=ts
http://www.facebook.com/svetlana.sturgeon.3?fref=ts
http://www.facebook.com/pages/Herefordshire-Museum-Service/259202397439108?fref=ts
http://www.facebook.com/pages/Herefordshire-Museum-Service/259202397439108?fref=ts
https://twitter.com/HfdsCouncil
http://www.whub.org.uk/cms/museums-worcestershire/hartlebury-museum/learning/museum-on-the-move.aspx
http://www.whub.org.uk/cms/museums-worcestershire/hartlebury-museum/learning/museum-on-the-move.aspx
http://www.facebook.com/pages/Museum-on-the-Move/108969492514274
http://www.facebook.com/pages/Museum-on-the-Move/108969492514274
http://www.discovershropshire.org.uk/html/search/verb/GetRecord/theme:20090407141300
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PARTNER SERVICE 
COUNCIL- 
HOSTED 
WEBSITE? 

DETAILS 
LIVE LINK 
TO BOOK 
MoM 

FACEBOOK page TWITTER feed 
YOUTUBE 
channel 

PINTEREST feed BLOG 

(no longer a 
delivery partner) 

museumonthemove.co.uk - 
council supported site 
advertising the Olympic 2012 
exhib 

PAGES need to be taken down 
and domain name re-routed. 

STAFFS ARTS & 
MUSEUMS 
SERVICE 

YES  

Museum on the Move page 
within the Museums section of 
Council-hosted website with live 
link to MoM Shopping website 

YES on Council 
website and on 
MoM Shopping 
website 

No No No No No 

Museum on the 
Move 

YES 

 

museumonthemove.co.uk portal 
to pages on the Discovering 
Shropshire's History website - 
OUT OF DATE  
hosted by Shropshire CC  

Museum on the 
Move: 73 likes.  
Latest post 
22/3/2013 
Chiefly used by 
Worcs although 
'About' info 
relates to 
Shropshire 

    

YES 
museumonthemove.org re 2012 
Shopping exhib with Staffs 
Hosted by Staffs or Heref CC? 

Marches Network NO 
Stand-alone Wordpress site 
Background to MoM scheme 

N/Applic No No No No Yes 

 

  

http://www.museumonthemove.co.uk/
http://www.staffordshire.gov.uk/leisure/museums/onthemove/MuseumontheMove.aspx
http://www.museumonthemove.org/
http://www.staffordshire.gov.uk/leisure/museums/onthemove/MuseumontheMove.aspx
http://www.museumonthemove.org/
http://www.museumonthemove.org/
http://www.museumonthemove.co.uk/
http://www.facebook.com/pages/Museum-on-the-Move/108969492514274
http://www.facebook.com/pages/Museum-on-the-Move/108969492514274
http://museumonthemove.org/
http://marchesnetwork.org.uk/museums-on-the-move/
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APPENDIX 3 Ladder of social media engagement  

 

Listen  Promote  Participate  Publish  Build community  

No engagement  Broadcast / share  Low engagement  Content intensive  High engagement  

Invest up to 15 min/day  Invest up to 20 min/day  Invest up to 30 min/day  Invest up to 3-5 hrs/wk  Invest up to 5-10 hrs/wk  

Set up RSS alerts to follow 
other people's feeds 

 

 

Issue short status updates

 

 

share material your followers 
might like 

 

 

Tag the destination location 

 

 

Respond to posts, share info 
and follow others 

 

 

 

Record your activity with a 
smartphone or tablet and 

post it for others to see 

 

Log in at destination location 

 

Use blogs and file sharing tools 
to go into greater depth 

 

Create albums, slideshows and 
more complex media files 

 

 

Encourage visitors to check in 

 

Invest time into seeking out followers and engaging with them 
directly - post on other people's feeds and begin conversations and 

debate. 

 

 

Contribute to networks, blogs and sites that invite user 
generated content such as  

  

 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=o3Yoa6tZNY4UyM&tbnid=Phk6mMKwxbwCjM:&ved=0CAUQjRw&url=http://www.technologytell.com/gadgets/116116/feedly-is-ready-to-transition-all-google-reader-users/&ei=vvNNUbn6NKSc0wXFxoGIAQ&bvm=bv.44158598,d.ZWU&psig=AFQjCNGLUJC2Fo5Flm3we3ZXd-mdTeKO0A&ust=1364149563932908
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=mWUBtgQ3G1yGuM&tbnid=HdZxen0PkKyADM:&ved=0CAUQjRw&url=http://www.rchss.sinica.edu.tw/map/super_pages.php?ID=map1&ei=RPRNUdeUBaPG0QXKpIFo&bvm=bv.44158598,d.ZWU&psig=AFQjCNFXwhnrGew9WYJbipiOjb0a_vmImQ&ust=1364149689071432
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=Fx428tUm8OIFKM&tbnid=GHkJsVtKmhbRlM:&ved=0CAUQjRw&url=http://www.rochdalepioneersmuseum.coop/stories/pioneer-painting-snapped-for-your-paintings-project&ei=rHZMUaScIvDB0gX3rYGIBA&bvm=bv.44158598,d.d2k&psig=AFQjCNG_40ogM3mK2Erri1DlKXxXr_-35A&ust=1364052005691770
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=13rtL1O9vsHWKM&tbnid=oQBy4lRxncQbVM:&ved=0CAUQjRw&url=http://www.forbes.com/sites/carolpinchefsky/2013/02/14/six-fascinating-informative-and-just-plain-good-lectures-on-videogames-in-itunes-u/&ei=BGNLUfi9KcaBqgGkm4DgCw&bvm=bv.44158598,d.ZWU&psig=AFQjCNGzMhsRoNG47iSCEisgdh3bMIwwsg&ust=1363981433915405
http://tametheweb.com/wp-content/uploads/2011/09/historypin_logo_from_outlines2_1097.png
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APPENDIX 4 Birmingham Museums Trust example of umbrella branding 

BIRMINGHAM MUSEUMS TRUST 

 

Single website for all parts of the service acts as  
a portal to the constituent social media elements  

and creates a strong overall brand 

 

 

BMAG, the Collections Centre and all the constituent 
community museums share the same Flickr feed.  Each has 
its own dedicated galleries. 

 

For BMAG activity only - contributions predominantly from 
curators, community development and conservation staff. 

 Additional accounts include 

@DirectorBMT - tweets from the Interim Director 
@BMAG_images - tweets from the Picture Librarian, 
including daily quiz 
@staffshoard - tweets from the conservation team (joint 
with Stoke & Staffs Museums services) 

Aston Hall 

 

Birmingham 
Museum & Art 

Gallery 

 

Blakesey Hall 

 

Museum Of The 
Jewellery Quarter 

 

Museums Collection 
Centre 

 

Sarehole Mill 

 

Soho House 

 

Weoley Castle 

 

 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=qrd3E3bie2zRKM&tbnid=OqPRMLCENB5uCM:&ved=0CAUQjRw&url=http://tblc.org/news/how-to-create-a-secret-board-on-pinterest&ei=OBZPUfqNI8ar0AWA4YHoAQ&bvm=bv.44158598,d.ZWU&psig=AFQjCNFDeaECpX8UmCbdCmROOhMMTdlIaw&ust=1364223925510848

