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As museums increasingly focus their attention on audience development and better serving their visitors, these potential audiences are deluged by an increasing volume of information about leisure time and learning opportunities. Thus, rising public participation in museums is being challenged by increasing competition.

 

This presentation will identify how museums can use strategies of positioning and branding to more effectively target communication to their priority audiences and to position what they offer in a context that is both meaningful and memorable. Gail Lord will define some of the frequently-used marketing terms such as

·  branding, 

· positioning, 

· focus groups, and 

· target marketing

and explain the relevance to the museum sector. 

 

She will outline the essential steps museums can use to develop a positioning strategy:

· analysis of strengths and weaknesses of  existing attendance patterns 

· identification of  target audiences and the quantification of these opportunities 

· assessment of external perceptions of the museum 

· clarifying both the museum's current and desired positioning 

· testing the positions 

· creating the strategy to get there 

· harnessing the energy of  all museum staff to implement the strategy

Utilizing examples from Europe and America, she will explore the importance of involving all the museum staff in this strategic process so they can create excellent programs and activities and deliver a unified message with one voice.
