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Executive Summary  
 

Introduction  

This report relates to a digital engagement initiative conducted by Jane Audas and Claire 

Bailey Ross between May 2014 and March 2015 on behalf of Tyne & Wear Archives & 

Museums (TWAM). The aim of this work was to support North East Museums to develop a 

clear approach to digital engagement that would enable greater opportunities for 

engagement with their audiences.  This work was part of the wider Museum Development 

Programme, managed in the North East by TWAM and funded by Arts Council England to 

drive development and deliver sustainability, resilience and innovation in England's regional 

museums.  

Methodology and Case Studies 

In order to create a digital engagement strategy for North East Museums that would enable 

greater opportunities for engagement with its audiences, we developed and implemented a 

digital engagement plan in five stages:  

 Stage 1: Context Audit: The purpose of the review was to establish both internal 

aspirations and external demands for the selected North East Museums’ digital 

offerings. In order to make recommendations for immediate and future opportunities 

for digital engagement. 

 Stage 2: Understanding Stakeholder Demands: Through a process of consultation 

across the participating museums, we ensured that the full potential for digital was 

expressed in a series of specific and achievable steps and then realised.  

 Stage 3: Defining the Mission, Assets and Audiences: We worked with the 

participating museums to identify audience types, to scope deliverable aspirations 

and define the message or messages that should be communicated through digital 

activity.  

 Stage 4: Roadmap for Delivery: The rest of the consultancy period was then focused 

on a roadmap for delivery, defining which tools, techniques and training were 

appropriate to use to deliver the strategy. 

 Stage 5: Supporting the wider North East Museum Sector: Three regional workshops 

were delivered in order to create an awareness of and develop digital capability 

throughout the North East Museum Sector.  

Three North East museums participated in tailored support from Engage + Digital: Killhope, 
Bailiffgate and Bede’s World. There were formal requirements for the museums, to put a 
minimum amount of time in to this project each month.  We worked with each of the 
participating museums to understand, develop and implement a Digital engagement strategy 
and action plan.  This included providing tailored support for each participating museum to 
enable a range of opportunities to be realised.   
 
Additionally training and support was provided to the Volunteer Organisations’ Network 
(VON) a forum for volunteer-run museums in the region.  
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Key Findings 

The three participating museums provide interesting examples of the type of strategic 

overview that museums need to be able to take if they are to maximise the return on their 

investment in digital tools for audience engagement. Each participating museum’s digital 

engagement strategy connects to the core mission, purpose and collections of the relevant 

organisation, highlights opportunities to make use of free social media platforms and 

provides a framework of digital engagement recommendations to ensure that relevant staff 

are empowered to use and advocate for digital as part of their work.  A key part of this was 

to increase digital leadership and advocacy with key individuals within the participating 

museums to ensure that the adoption of the content provision had an internal advocate who 

can continue to develop digital capability throughout the participating organisations after the 

Engage + Digital period.  

One of the main challenges when working with the participating museums was the lack of 

capacity. Nevertheless at all 3 museums there is a strong commitment and enthusiasm to 

change.  They have dedicated staff and exceptional, often unique collections.  From the 

discussion and conversations as part of Engage + Digital the staff and volunteers at the 

participating museums are now more confident using digital tools to engage online 

audiences and the passion of sharing stories about their objects and collections has been 

rejuvenated.   

 

  



4 
 

1. Introduction  
This is a report by Jane Audas and Claire Bailey Ross on the development and delivery of 

digital engagement strategies for a selection of North East Museums in order to enable 

greater opportunities for engagement with their audiences.  The report compiles the results 

of an initiative on behalf of Tyne & Wear Archives & Museums (TWAM).  This work was part 

of the wider Museum Development Programme, managed in the North East by TWAM and 

funded by Arts Council England to drive development and deliver sustainability, resilience 

and innovation in England's regional museums. 

1.1. Background and aims of the initiative 
The purpose of the Engage + Digital initiative was to develop a clear approach to digital 

engagement to enable North East museums to share their assets and collections with their 

audiences, and increase their online profiles in engaging new ways. 

In order to support North East museums to develop a clear approach to digital engagement it 

was important to create a digital engagement strategy that would facilitate greater 

opportunities for engagement with audiences online. This would be based on our belief that 

the digital world offers enormous opportunities for museums and cultural heritage institutions 

to connect with new audiences and achieve deeper engagement with established ones.  

Digital media is having a fascinating impact on cultural heritage institutions, in particular 

bringing about changes in knowledge creation and co-creation, and transforming the ways in 

which audiences interact, learn and collaborate with each other and with museums. We 

viewed digital community activity as fundamental to engaging audiences with museum 

content, on the audiences’ own terms. Exploring communication trends, it was important to 

develop a clear approach to digital engagement and to enabling North East museums to 

share their assets and collections with audiences and partners, develop their products and 

services, enhance their staff expertise and increase their profile in engaging and innovative 

ways. 

The overall aims of the Engage + Digital initiative were, therefore, to support North East 
Museums to develop a clear approach to digital engagement that will enable greater 
opportunities for engagement with their audiences.  
 
The project specifically set out to: 
 

 Provide expert advice and guidance that will support museums to take a strategic 
approach to digital engagement 

 Identify immediate and future opportunities to increase the number of people that 
digitally engage with the participating museums  

 Provide practical support that will increase digital capability 

 Establish monitoring tools to measure progress  
 

This reports includes the findings from the main focus of the initiative; the provision of 1:1 

support (both face to face and remote support as appropriate) to a group of 3 museums; as 

well as the outcomes from the delivery of training and support offered in digital audience 

engagement to the wider NE museum sector. 
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1.2. Methodology and overview of approach 
 

In order to create a digital engagement strategy for North East Museums that would enable 

greater opportunities for engagement with its audiences, we developed and implemented a 

digital engagement plan in five stages:  

Stage 1: Context Audit 

The purpose of the review was to establish both internal aspirations and external demands 

for a selected number of North East Museums’ digital offerings. In order to make 

recommendations for immediate and future opportunities for digital engagement, it was 

important to focus specifically on what the current digital landscape of each participating 

museum was like. This enabled us to develop a clear vision of what each participating 

museum wanted to achieve and the requirements needed to make that happen.  

We audited the digital activity of each museum through analysis of their websites and other 

online activity, by email interview with staff, site visits and where possible through access to 

social media insights and analytics data,  

We then drew up bespoke reports for each museum.  The reports summarised current 

activity indicated where improvements could be made and put forward issues to be followed 

up. 

Stage 2: Understanding Stakeholder Demands 

Through a process of consultation across the 3 museums, we ensured that the full potential 

for digital was expressed in divisional strategies and then realised. New structures were 

discussed to balance digital ambitions with available resources, this was to ensure that 

sustainable approaches were taken, and set the roadmap for development.  

 

Stage 3: Defining the Mission, Assets and Audiences 

We worked with the participating museums to identify audience types, to scope deliverable 

aspirations and define the message or messages that should be communicated through 

digital activity.  

Stage 4: Roadmap for Delivery 

The rest of the consultancy period was then focused on a roadmap for delivery, defining 

which tools, techniques and training were appropriate to use to deliver the strategy. 

Stage 5: Supporting the wider North East Museum Sector 

Three regional workshops were delivered in order to create an awareness of and develop 

digital capability throughout the North East Museum Sector.  
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1.3. Key outputs and outcomes 

 We worked with the Museum Development Manager to recruit and select 5 
participating museums.  From this process 3 museums were selected: Killhope in 
County Durham, Bailiffgate Museum in Northumberland and Bede’s World in South 
Tyneside. There were formal requirements for the museums to put a minimum 
amount of time in to this project each month.  Additionally training and support was 
provided to the Volunteer Organisations’ Network (VON) a forum for volunteer-run 
museums in the region.  
 

 We worked with each of the participating museums to understand, develop and 
implement a Digital engagement strategy and action plan.  This included providing 
tailored support for each participating museum to enable a range of opportunities to 
be realised.  The focus was on improving access to each museum collection by 
providing practical support, evaluating current initiatives, identifying opportunities for 
engagement, and embedding learning. 

 

 The delivery of a series of training/support in digital audience engagement to the 
wider NE museum sector. 
 

The key outputs were undertaken in order to: 
 

 Increase the number of people that use digital to engage with the participating 
museums. 
 

 Develop museums’ skills and capacity to sustain digital engagement beyond project 
completion. 
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2. Tailored Support to the Participating Museums 
 

This section defines and discusses the provision of support to the participating museums; 

Killhope, Bailiffgate and Bede’s World.  

The overall aim of Engage + Digital was to support North East Museums to create dynamic, 

appropriate and achievable digital engagement strategies. This was based around a tailored 

1:1 support to the three regional museums. The focus was on improving access to each 

museum collection by providing practical support, evaluating current initiatives, identifying 

opportunities for engagement, and embedding learning.  

 

Highlights: 

Comparison of Twitter followers of Bede’s World & Killhope Museum & Bailiffgate Museum 

(as of 25th March 2015) 

 

 

Comparison of Facebook Likes of Bede’s World & Killhope Museum & Bailiffgate Museum 

(as of 25th March 2015) 
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2.1. Bailiffgate Museum 
 

Bailiffgate Museum and Gallery is a people’s museum, where historic local stories are told 

about the town and district of Alnwick.  The museum is situated within a historic building in 

the town’s Castle Quarter which was previously a church.  

http://www.bailiffgatemuseum.co.uk  

Alnwick, Northumberland, UK  

 

2.1.1. Stage 1: Context Audit 
The purpose of the context audit was to establish both internal aspirations and external 

demands for Bailiffgate Museum’s digital offerings. In order to make recommendations for 

immediate and future opportunities for digital engagement, it was important to focus 

specifically on what the current digital landscape of Bailiffgate was like. This enabled us to 

develop a clear vision of what Bailiffgate wanted to achieve and the requirements needed to 

make that happen.  

We audited Bailiffgate’s digital activity through analysis of their website and other online 

activity, by email interview with staff, and site visits.    

Bailiffgate’s website is solid, particularly with relation to events, the first recommendation we 

suggested in June 2014 was that it would be beneficial to create separate pages for 

exhibitions and events in order to make it clear what visitors can see if they are going for a 

museum visit, not just an event.  Following this recommendation, the navigation of the 

website has been updated (fig 1) the result of our discussions with Bailiffgate and 

suggestions on how the navigation could be improved to focus on making the message clear 

and simple for the visitor. 

Figure 1: Bailiffgate updated website navigation 

http://www.bailiffgatemuseum.co.uk/
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The context audit identified that Bailiffgate has a great, lively events programme and it would 

be incredibly useful to get Bailiffgate’s presence on Facebook and Twitter to the same 

standard as the website.   

 

2.1.2. Stage 2: Understanding Stakeholder Demands 
Through a process of consultation with the volunteers and trustees at Bailiffgate, we ensured 

that the full potential for digital was expressed in a series of specific and achievable steps 

and then realised. New structures of working with social media platforms and with a small 

team of volunteers were discussed to balance digital ambitions with available resources, this 

was to ensure that sustainable approaches were taken, and set the roadmap for 

development.  

 

The aim with Bailiffgate was to concentrate on enhancing the assets that they already had, 

before delving into ideas about mobile app development and monetising collections. As 

Bailiffgate have limited time and money we proposed a realistic programme focusing on 

scheduling and streamlining social media content, which was reviewed with Bailiffgate to 

make sure it was understood and achievable.   

 

2.1.3. Stage 3: Defining the Mission, Assets and Audiences 
We worked with Bailiffgate to identify audience types, to scope deliverable aspirations and 

define the message or messages and relevant collections content that should be 

communicated through digital activity.  

Bailiffgate itself provides a wonderful history of the Alnwick and the local community and has 

a very active community outreach programme.  We encouraged Bailiffgate to think of social 

media and website users as a museum virtual community of visitors and as such deserve as 

much attention as provided to the real visitors & community groups they already engage 

with.  We made it very clear that it was important to focus on enhancing Bailiffgate’s 

Facebook presence and make connections with the local community in this digital social 

space.  At the beginning of Engage + Digital, Bailiffgate’s Facebook presence was used very 

infrequently and no content had been updated for several months.  This has now changed, 

and Facebook is updated regularly with varied content (fig 2).  
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Figure 2: An example of Bailiffgate Museum collections being used to create content for use on Facebook. 

 

2.1.4. Stage 4: Roadmap for Delivery 
The rest of the consultancy period was then focused on a roadmap for delivery, defining 

which tools, techniques and training were appropriate to use to deliver the strategy. 

Rather than investing heavily in terms of time and resources to revolutionise Bailiffgate’s 

digital communications, we came to the conclusion that we needed to think about digital 

strategy differently. We needed to break any digital engagement approach down into its 

component, deliverable parts. Rather than focus on a top level strategy, we needed to work 

from a more realistic and achievable plan.  

In discussion with Bailiffgate we wanted to help create a relevant and realistic digital 

engagement strategy that will facilitate greater opportunities for engagement with their 

audiences. This strategy will enable Bailiffgate to be creative and ambitious.  

 

We developed the following three step approach to digital engagement:  

 

1. Short-term  

2. Medium-term  

3. Long-term  

 

2.1.4.1. Short Term Digital Engagement  
 

There are two elements to the short term planning at Bailiffgate.  Digitisation and scheduling, 

and streamlining social media content.  

 

1) Digitisation: Previously Bailiffgate’s approach to digitisation has been sporadic and 

reactive.  There is a need to start thinking strategically about digitising collections. A 
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digitised collection is a useful and flexible resource and can be used in many different 

ways from the website and social media, to enhancing catalogue information, exhibitions 

and outreach projects.   Good images form the heart of any good digital archive. 

Therefore we recommended that it was important for Bailiffgate to start by prioritising 

which collections to digitise.  

 

Digitisation recommendations for Bailiffgate:  

 Create a strategic plan about digitisation; digitise by content type in batches (posters, 

photography, school log books).  

 Curate short sets of  digitised content for use on the main website, flickr and 

Facebook  

 

2) Scheduling and streamlining social media content: Utilising social media and 

ensuring the current website offers great, engaging content is the best way for Bailiffgate 

to begin this journey.  

 

Scheduling and streamlining social media content recommendations for 

Bailiffgate: 

 Set up monthly content meetings between collections, website and social media 

volunteers in order to share and update.  

 Continue to make regular posts to Facebook (at least once a week) 

 Review the length of Facebook posts, to ensure they are not overly text heavy. 

 Make Facebook and Twitter integrate when suitable  

 Increase Tweets with related links to your website (at least once a week) 

 Work with the 5 key objects (below) to create funny, interesting, gossipy collections 

content.  Take one object every month and focus on development relevant content 

for a range of digital platforms (Facebook, Twitter, Website etc). This content can 

then repurposed for future use. 

 Create a database (with full staff access) of relevant content, images, facts, stories, 

events so that when you are lacking inspiration, you can go and have a look there for 

something to use.  Utilise the principle of ‘create once, publish everywhere’ develop 

content and technology that can be repurposed and re-used for different platforms. 

 

Top 5 Collection Objects 

 

We worked with Bailiffgate to pick 5 top collection objects to be used to develop relevant 

content for a range of digital platforms: 

 

1. Rothbury Football  

2. Davison Bible –printing press  

3. Stella Vine artworks  

4. Station Model  

5. Victorian school log book  
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2.1.4.2. Medium Term Digital Engagement  

Recommendation: 

 Incorporate the digitisation programme into Bailiffgate’s cataloguing system and then 

utilise the updated collections information for creating thematic curated content.  

The continuation of development of the digitisation programme and constant streamlining of 

engaging and visual social media content will quickly build an online resource for content.  

Clearly, development of the collection catalogue and other elements is a more long-term 

solution. However, starting to think about the best way to record and then use digitised 

material will help Bailiffgate to creatively connect objects to rich content information and 

inspire new public explorations of the collection.  

Documenting the collection is vital to an active and responsible role in managing their key 

asset, the collections. Cataloguing underpins many important museum activities, including 

research, exhibition development, conservation, and outreach, all of which are dependent on 

detailed and up to date collection information. Documenting an object enriches its intrinsic 

value. The accumulation of information gives an object meaning and context and results in a 

stronger understanding of its uniqueness, which can then be used to engage audiences. 

 

2.1.4.3. Long Term Digital Engagement  

Long term digital engagement focuses on aggregating all the digital content that has been 

created, so it can be used on multiple platforms, Facebook, Twitter, flickr and Bailffgate 

Museum website.  This stage involves developing the website into a fully immersive digital 

engagement tool that showcases the varied collections Bailiffgate Museum offers.  The 

development and implementation of the digitised collection to make it more prominent and 

accessible, including a Collection Online Search and a range of curated thematic collections 

will enhance the ways in which audiences can engage with and use Bailiffgate collections to 

help more people discover the museum. 

 

Bailiffgate Museum Summary  
We focused on how to make digital engagement part of their daily routines, a dedicated 

volunteer has taken charge of Twitter, and it has quickly become ‘the norm’ at Bailiffgate. 

The aim was to build on this momentum to enable advocacy for, and understanding of, how 

digital can be utilised to Bailiffgate’s advantage to quickly follow.  

For example:  

Before the Engage + Digital initiative, Bailiffgate were underutilising Twitter with an average 

of 0.54 tweets posted each day (fig 3). The higher this number, the more active this user is 

on Twitter.  Bailiffgate’s Twitter (and Facebook) usage has increased significantly to 4.42 

tweets per day(fig 4).    
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Following support and advice from Engage + Digital Bailiffgate’s confidence using digital 

tools to engage their audiences has grown and they have increased their Twitter and 

Facebook activity, making it more focussed on collections and themes unique to Bailiffgate 

(fig 5).  Due to this focused activity the number of followers on Twitter has increased from 

634 in May 2014 to 1,057 in March 2015.  Additionally the number of likes on Facebook has 

also increased from 281 in May 2014 to 367 in March 2015. 

 

Figure 5: Examples of Twitter content which is more focused on Bailiffgate’s activities and collections. 

 

Bailiffgate Trustees: “The museum found the Engage+ Digital project extremely helpful to its 

new media activity. As a result of it we have, amongst other things: 

 Increased our Twitter and Facebook activity, making it more focussed on specific 

items  unique to Bailiffgate 

 Amended our museum website top navigation bar to simplify visitor experience and 

assist click-through 

 Commenced on our most ambitious project ever, to make all of our collection- i.e.  all 

items held in store - accessible to researchers and "virtual visitors" via an online 

catalogue. 

We would commend their activities to any facility wishing to bring itself closer into the public 

digital arena. "  

Figure 4: Bailiffgate Tweets from May 2014 to 23rd 
March 2015 

Figure 3:  Bailiffgate Tweets from May 2013 to May 
2014 
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2.2. Bede’s World 
 

Bede’s World is a museum and farm telling the life of Bede and story of Anglo-Saxon 

Northumbria. 

http://www.bedesworld.co.uk 

Jarrow, Tyne and Wear 

 

2.2.1. Stage 1: Context Audit 
The purpose of the context audit was to establish both internal aspirations and external 

demands for Bede’s World digital offerings. We audited the digital activity through analysis of 

Bede’s World’s website and other online activity, by email interview with staff, and site visits.    

In order to make recommendations for immediate and future opportunities for digital 

engagement, it was important to focus specifically on what the current digital Bede’s World 

landscape was like.  This enabled us to develop a clear vision of what Bede’s World wanted 

to achieve and the requirements needed to make that happen.  

The context audit took place in June 2014; at this time Bede’s World was observed to have a 

lively presence on Facebook and the Twitter feed is catching up.  Facebook and Twitter 

were used well to share visual snapshots of the Bede’s World site, and there was a good 

selection of events, farm, café and herb garden content.  Engage + Digital recommended 

that it would be beneficial to include details of the collections and key highlight objects on 

Facebook and Twitter as well.  Hive Radio also used Twitter to its advantage and it’s great 

that Bede’s World is being used as a hub for community events and undertakes a range of 

initiatives involving diverse groups.  Bede’s World’s website was solid, and has everything it 

needs to have in it.  The development of Hive Radio as a platform for community 

involvement offers a wealth of opportunities to open up the museum and get audiences 

engaged in what Bede’s World has to offer.   

 

2.2.2. Stage 2: Understanding Stakeholder Demands 
Through a process of consultation with a selection of staff and the marketing intern at Bede’s 

World, we discussed new content creation structures to balance digital ambitions with 

available resources, this was to ensure that sustainable approaches were taken, and set the 

roadmap for development.  

 

At the beginning of the project there was some confusion over whether or not Engage + 

Digital advice and support could be used for a digital marketing campaign.  The remit of the 

Engage + Digital initiative was help North East museums to use digital more effectively to 

open up collections and connect with audiences in new ways.  Therefore upon consideration 

we did not feel that a 6 week 'Banners of the North' Activity campaign during the 2014 

summer holidays was focused enough on the collection.  Suggestions were made if Bede’s 

World wanted to go ahead with the 6 week digital campaign that it would be important to link 

http://www.bedesworld.co.uk/
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these activities with Bede’s World collections as a means to connect people to museum 

objects and the site as a whole. 

 

Suggestions included: 

 Trial a range of social media applications (all formats for 6 weeks ) 

 Flickr  -Tagging and encouraging involvement, looking at favourite objects 

 Facebook – picking a related object each week theme and providing key 

information about it 

 Twitter – Same as Facebook – could be used as a signpost to related blog 

content 

 Soundcloud - oral history and digital storytelling – what stories can be told? 

 You tube- lack of equipment but willing to develop capacity – This may be too 

ambitious in the time frame.  But concepts like ask a curator work really well on 

video.  

 Blogging- digital storytelling- link with Facebook and Twitter, focus on highlight 

objects in Bede’s World collection which fit each weekly theme.  For example in 

Medieval Warfare week, you could focus on a medieval longbow and provide in 

depth details about its use.  

 

2.2.3. Stage 3: Defining the Mission, Assets and Audiences 
We worked with Bede’s World to identify audience types, to scope deliverable aspirations 

and define the message or messages and relevant collections content that should be 

communicated through digital activity.  This did prove difficult at Bede’s World due to staff 

availability however from discussions we came to the conclusion that it was very important to 

focus on enhancing Bede’s World’s audience engagement with collections and key objects, 

rather than solely focusing on physical experiences at Bede’s World.  We also thought it was 

important to focus on creating in-depth access to the museum collections.  This included 

building deeper connections online, creating dialogues between the museum, hive radio and 

visitors. In order to do this we suggested Bede’s World concentrate on enhancing the assets 

that they already have, before delving into the production of new video content. 

 

2.2.4. Stage 4: Roadmap for Delivery 
The rest of the consultancy period was then focused on a roadmap for delivery, defining 

which tools, techniques and training were appropriate to use to deliver the strategy. 

Engage + Digital’s focus has been about engaging audiences with museum collections, 

therefore we have recommended that digital content focusing on a highlight object, exhibition 

or information in the collection about Bede would be an improvement.  Despite the high 

quality of social media use (Facebook in particular), and the clear understanding that Bede’s 

World has about the principles behind engaging audiences with interesting content a number 

of improvements could be made to post content which is more collections relevant and 

useful to Bede’s World’s audiences.  We recommended that Bede’s World should be 

thinking about how they can share museum collections and the site’s history as an 

exceptionally important ecclesiastical site and how they can represent a very important 

figure in history, not only to the region but internationally.  This is an integral part of Bede’s 
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World, and it should be represented as such.  Therefore more content relating to Bede and 

the collections surrounding his work should be shared regularly.  

Bede’s World has started to make some positive steps in this respect with the launch of 

object of the month blog posts in February 2015 (fig 6). 

 

Figure 6: Bede's World Object of the Month 

  

The object of the month blog post is a step in the right direction. We have suggested to 

Bede’s World that they continue to pick one object every month and focus on developing 

relevant content for a range of digital platforms (Facebook, Twitter, website etc). 

In discussion with Bede’s World we wanted to help create a relevant and realistic digital 

engagement strategy that will facilitate greater opportunities for engagement with their 

audiences.  We developed the following three step approach to digital engagement.  

 

 

2.2.4.1. Short Term Digital Engagement  

 
The key element to the short term planning is building momentum on social media by 

scheduling and streamlining appropriate social media content. Content on Facebook in 

particular is really visually active and varied, which is incredibly engaging. We hope that they 

will be able to continue and develop this in 2015. We feel by developing their digital content 

around Bede’s World core museum collections this improve their audience understanding 

and engagement with Bede’s World. The objects and collections are unique. They are what 

make people visit, both online and in person. Utilising social media and ensuring the current 

platforms offer great, engaging content is a great way for Bede’s World’s to continue its 

digital journey.  

Scheduling and streamlining social media content recommendations for Bede’s 

World: 

 Identify different themes that relate directly (or indirectly) to the subject and find 

examples of good quality content, then share it on social platforms. 
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 Set up monthly content meetings between collections, website and social media 

volunteers in order to share and update.  

 Create a social media network within the museum in order to share the workload and 

create advocacy between staff members and volunteers 

 Continue to make regular posts to Facebook (at least once a week) which focus on 

core collections content  

 Integrate Facebook and Twitter when suitable  

 Increase Tweets with related links to your website (at least once a week) 

 Limit the number of retweets. Twitter is increasingly keen that you ‘like’ a tweet rather 

than clog up your timeline with RT’s  

 Work with the 5 key objects (below) to create funny, interesting, gossipy collections 

content.  Take one object every month and focus on development relevant content 

for a range of digital platforms (Facebook, Twitter, Website etc). This content can 

then repurposed for future use. 

 Utilise the principle of ‘create once, publish everywhere’.  Create a database (with full 

staff access) of relevant content, images, facts, stories that can be repurposed and 

re-used for different platforms.  

 

 

Top 5 Collection Objects 

 

From visiting and discussing with Bede’s world we selected a range of key objects in the 

collection to provide an opportunity to experiment with creating engaging collections focus 

content for digital platforms. The nimbed figure in particular is an excellent example of a gem 

in the collection which can be used to show how unique Bede’s World is and has been used 

by other digital providers including teaching history with 100 objects a partnership between 

museums across the UK and the British Museum. 

 

1. The Nimbed Figure  

2. Amber Seal  

3. Coloured Quaries  

4. Millefiori  

5. Bone Styli  

 

 

2.2.4.2. Medium Term Digital Engagement  

This stage involves developing the website into a fully immersive digital engagement tool 

that showcases Bede’s World and its assets.  

Recommendations:  

 

 Define and create engaging content focused around collections for a range of social 

media applications through the continuation of development of collections focused 

streamlined social media content will enable an online resource for content 
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 Aligning digital engagement closer to Bede’s World’s mission. It’s important to ensure the 

digital offering compliments any offline activity - every element of the medium term digital 

engagement will compliment any offline activity, ethos, objectives and developments at 

Bede’s World. No element of any activity should be done in isolation.  

 

 

2.2.4.3. Long Term Digital Engagement  

This stage involves building on the short and medium term stages and recommendations. 

incorporating all the hard work on digital platforms into a fully immersive digital engagement 

tool that showcases Bede’s World at its best.  By this stage Bede’s World should be able to 

use its digital channels confidently to engage its audience and support its objectives to 

deliver a range of compelling digital experiences to their audiences. 

 

Bede’s World Summary 

Bede’s World has a clear understanding of the principles of using social media platforms and 

digital tools to engage audiences, but often due to staff availability were unable to maintain 

consistency in terms of collection focused content.  Following support and advice from 

Engage + Digital Bede’s World have begun to re-focus their social media activity so it is 

more unique and conversation focused rather than containing a high percentage of retweets.  

At the beginning of the Engage + Digital initiative the amount of RT’s per month peaked at 

79% of the total number of tweets (fig 7).  The number of retweets has decreased 

significantly to 38% (fig 8).  By decreasing the number of retweets the clarity of Bede’s 

World’s Twitter feed has improved.  Bede’s World has also re-focused their Twitter and 

Facebook activity, making it more conversational and collections centred.  Due to this 

focused activity the number of followers on Twitter has increased from 1516 in May 2014 to 

1,956 in March 2015.  Additionally the number of likes on Facebook has also increased from 

1518 in May 2014 to 1857 in March 2015. 

 

Figure 8: Bede's World Twitter Analysis May 2014 

 

Figure 9: Bede's World Twitter Analysis March 2015 

 

 

Figure 7: Bede's World Twitter Analysis March 2015 
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Bede’s World feedback about Engage + Digital: How Digital + Engage helped us was: 

 Creating a benchmark for us around our own practice, starting with where we were. 
Specifically it was definitely useful for us having Digital + Engage monitoring our 
Facebook page and Twitter activity from May until Sept 2014 and giving us feedback 
on what we had been doing well, and what could be improved. We believed we 
lacked the staff capacity to do that deeper analytic work on impact of our social 
media, and the monitoring and subsequent analysis you shared did change what we 
do. Building on that benchmarking us against our own potential. 

 It also helped by offering advice on what can be done differently and perhaps better, 
and importantly offering a range of real-life case studies from different types and 
sizes of museums that we could take tips and inspiration from.  

 Lastly this initiative supported a range of our junior staff (trainee curatorial assistant, 
long term marketing placement and apprentice) to connect to this aspect of museums 
work and regional training at an early stage in their careers. 

Changes: First, we are now more focused on the unique assets we have - the story of Bede, 
the site, the collection.  It's brought out more of our museum-ness on social media.  Second, 
we do try to monitor and track the impact of what we do, we are more aware of what works 
and why, and we review and adapt. Third and last, we tend to plan our social media rather 
than doing ad hoc whatever-the-day-brings posts.  The 3-page digital strategy (short, 
medium & long term) Digital + Engage provided has given us a nice easy framework for all 
staff to connect and feed in and some tools to continue benchmarking ourselves.” 
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2.3. Killhope, The North of England Lead Mining Museum 

 

Killhope is a Victorian mining museum in the Durham Dales, North Pennines, where you can 

go underground, explore the Victorian site and woodlands.  

http://www.killhope.org.uk/ 

Upper Weardale, County Durham 

 

2.3.1. Stage 1: Context Audit 
The context audit established both internal aspirations and external demands for Killhope’s 

digital offerings. In order to make recommendations for immediate and future opportunities 

for digital engagement, it was important to focus specifically on what the current digital 

landscape of Killhope was like. This enabled us to develop a clear vision of what Killhope 

wanted to achieve and the requirements needed to make that happen.  

We audited Killhope Museum’s digital activity through analysis of their website and other 

online activity, by email interview with staff, and site visits.    

Killhope’s main website is managed at a distance by Durham County Council, Killhope staff 
have found it difficult and frustrating at times to update relevant content.  Therefore the use 
of social media platforms has become imperative to Killhope in order to be able to inform 
their audience of up to date content.  It became clear during the context audit that there was 
no shortage of enthusiasm or willingness from Killhope to embrace digital and develop skills 
in digital engagement using social platforms. Various engagement platforms were already 
utilised, but there was a lack of confidence and a requirement for a more strategic approach 
to be taken. 

The Twitter feed for Killhope is varied with conversations and information around Killhope’s 

activities and there was a steady use of imagery.   However, we identified that some of the 

content in Killhope’s tweets could be made more relevant and useful which would help their 

followers better engage with the venue.   

 

Facebook is a key tool for Killhope. The Killhope Facebook page is updated regularly and it 

is really busy, with multiple posts a week which are spread well across the week. The 

content is really visually active and varied, which is incredibly engaging to their audience. 

The posts highlight the range of activities, events, and exhibitions at Killhope from the 

woodland sculptures and red squirrels to the yurt events; these really highlight what a visitor 

to the venue can expect. 

 

Despite the quality of Facebook and Twitter posts, we identified that some of the content in 

the posts could be made more collections relevant and useful to their audiences – helping 

the audience better engage with the venue and collections.  We recommended that a 

selection of posts focusing on a highlight object, exhibition or information Killhope has in the 

collection would improve their engagement levels.  It was clear from the outset that Killhope 

understand the principles behind engaging their audience with interesting and visual content, 

but they required some help to streamline appropriate collections focused content.  

   

http://www.killhope.org.uk/
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2.3.2. Stage 2: Understanding Stakeholder Demands 
Through a process of consultation with a selection of staff at Killhope, we discussed new 

structures to balance digital ambitions with available resources, this was to ensure that 

sustainable approaches were taken, and set the roadmap for development.  

 

2.3.3. Stage 3: Defining the Mission, Assets and Audiences 
We worked with Killhope to identify audience types, to scope deliverable aspirations and 

define the message or messages and relevant collections content that should be 

communicated through digital activity. In particular, Killhope believe that Facebook is as 

useful tool, and is worth the investment in staff time because it enables a personal touch. 

At Killhope it was apparent very early that rather than investing heavily in terms of time and 

resources to revolutionise Killhope’s digital communications, we came to the conclusion that 

we need to think about digital engagement strategy differently. It was necessary to break any 

digital engagement approach down into its component, deliverable parts. Rather than focus 

on a top level strategy, it was essential to work from a more realistic and achievable plan.  

Killhope has fantastic staff who are keen to learn and were very eager to make digital 

engagement part of their daily routine   
 

 

2.3.4. Stage 4: Roadmap for Delivery 
The rest of the consultancy period was then focused on a roadmap for delivery.  In 

discussion with Killhope we created a relevant and realistic digital engagement strategy that 

facilitates greater opportunities for engagement with their audiences.  

 

We developed the following three step approach to digital engagement:  

 

2.3.4.1. Short Term Digital Engagement  
 

The key element to the short term planning is building momentum on social media by 

continuing to schedule and streamline appropriate social media content. Utilising social 

media and ensuring the current website offers great, engaging content, is the best way for 

Killhope to begin this journey.  It would be a good idea to set up monthly content meetings 

between collections, website and social media volunteers in order to share and update. It is 

surprising how useful this is and how hearing about something that is happening can trigger 

ideas for new social media content. 

 

Recommended activities for Killhope included:  

 Create a database (with full staff access) of relevant content, images, facts, stories, 

events so that when you are lacking inspiration, you can go and have a look there for 

something to use. Utilise the principle of ‘create once, publish everywhere’ develop 

content that can be repurposed and re-used for different platforms. 
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 Continue to make regular posts to Facebook (at least once a week) 

 When suitable integrate Facebook and Twitter content.  

 Increase Tweets with related links to your website (at least once a week) 

 Work with the 5 key objects (below) to create funny, interesting, gossipy collections 

content.  Take one object every month and focus on development relevant content 

for a range of digital platforms (Facebook, Twitter, Website etc). This content can 

then repurposed for future use. 

 

 

Top 5 Collection Objects 

 

We worked with Killhope to pick 5 top Killhope objects: 

1. Graham quilt  

2. Sopwith models  

3. Eagleston spar box  

4. Hexagonal calcite  

5. The gospel ship  

Killhope has proved that sharing content relating to key objects in the collection to be a 

success.  The Graham Quilt in particular has proved to be exceptionally popular with 

Killhope’s audience (fig 9).  This in turn has grown their Facebook total number of likes (fig 

10).  

 

Post Message Date  Post 
Total 
Reach 

 Post Total 
Impressions 

 Engaged 
users 

 Post 
Impressions 
by people 
who have 
liked your 
Page 

Post reach 
by people 
who like 
your Page 

The Egglestone 
Spar Box 

1/3/15  210 570 18 512 178 

 Thomas Sopwith 
Models  

1/2/15  239 674 45 627 212 

The Graham Quilt 4/1/15  1506 3722 186 985 335 

Figure 10: Facebook Insights for Killhope's Key Object Posts 

 
Figure 11: Facebook Insights highlighting the total number of likes to Killhope Museum's Facebook page 
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2.3.4.2. Medium Term Digital Engagement  

Recommendations: 

 Update Killhope’s website to include aggregated social media content. It is important that 

Killhope staff are able to edit their website (rather than just Durham County Council) and 

pull in social media, this way the website becomes a live tool, exciting to visit and return 

to. 

 Learn how to edit website content  

 Liaise with Durham County Council Web team to make updates live  

 Set up a wordpress blog for dedicated long form content about HLF project 

 Gain access from Durham County Council and review Google Analytics  

 

2.3.4.3. Long Term Digital Engagement  

This stage involves building on the short and medium term stages and recommendations. It 

is clear from the hard work that Killhope have already done that there is a desire for change 

at Killhope.  There is a desire to take advantage of all the great (cheap, free, open source) 

digital tools and techniques that are available.  The catalyst for change is already embedded.  

 

Killhope Museum Summary 

The momentum gained from our previous meetings and discussions at Killhope has been 

exceptional. In particular Killhope’s content on Facebook and Twitter has become really 

visually active and varied, which is incredibly engaging to audiences.  We hope that they will 

be able to continue and develop this in 2015.  Killhope’s number of Twitter followers has 

grown steadily since the beginning of the Engage + Digital initiative from 1782 followers in 

May 2014 to 2046 in March 2015 (fig 11).  Additionally the number of likes to their Facebook 

pages has also increased from 655 in May 2014 to 836 in March 2015.  
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Figure 12: Increase in Twitter followers between May 2014 and March 2015 
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3. Supporting the Wider North East Museum Sector 
 

As part of the Engage + Digital offer we delivered a series of training/support in digital 

audience engagement to the wider NE museum sector. 

Three workshops have been undertaken during Engage + Digital.  

 

3.1. Engage + Digital Workshop: 15th July 2014 
 

 

The first Engage + Digital workshop for museums and galleries was delivered in July 2014.  

It was a half day workshop designed to help stimulate organisational digital strategies, to 

understand how digital can be used more effectively to open up collections and how to 

connect with audiences in new ways.   Rather than focusing on strategy the workshop 

looked at how to do digital engagement on the ground.  The workshop looked at developing 

the relationship between collections and audience. 

The workshop was fast paced, with activities designed to get attendees thinking about how 

to reach out to key audiences.  The workshop used a range of lively visual thinking and 

gamestorming techniques, paper prototyping activities, and case studies to kick-start 

attendees thinking and to encourage learnings from other organisations in similar positions. 
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12 individuals attended the workshop from a range of museums including: Bailliffgate; 

Bede’s World; Killhope; mima and Tyne & Wear Archives & Museums.  

Feedback from Workshop participant (Bede’s World): “I wanted to say how much I had 

enjoyed the workshop. It was my first thing like that so I was a bit nervous, but I needn't have 

been. I thought everything was set up really well and explained well, not using jargon or 

words I may not have understood. The learning wasn't all theoretical or reading from the 

board too which let us take a whole load more from it! Everything linked in really well and 

you made a real point of us all interacting, which was invaluable. I also really liked the 

teacakes!” 
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3.2. Engage + Digital Workshop: 31st January 2015 

 

The second workshop was part of the Volunteer Organisations’ Network (VON) - a forum for 

volunteer-run museums.   The aim of the workshop was to clearly identify the practical skills 

needed to engage audiences with a range of digital technologies.  Specifically by looking at 

mission, assets, and audiences.  The key takeaway focused on the fact that digital is no 

longer separate and the way museums communicate has changed.  Museums have 

transformed from a linear broadcast model to a more participatory model where conversation 

is key.  

14 people attended the workshop from a range of North East museums and cultural heritage 

institutions:  

 Bailiffgate Museum 

 Weardale Museum 

 The Heritage Centre Bellingham 

 Aycliffe & District Bus Preservation Society 

 Cleveland Ironstone Mining Museum 

 Cleveland Ironstone Mining Museum 

 North East Land, Sea and Air Museum 

 Durham Museum & Heritage Centre 
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3.3. Show us your assets: Museums and Digital Engagement 

North East 5th March 2015 

 

Show us your assets was a full day event for museums and galleries designed to look at 

how digital tools can be used to develop the relationship between collections and 

audiences.  A range of inspiring case studies were showcased focusing on making the most 

of your social media presence. The aim was to get museums thinking about how digital can 

be used more effectively to open up collections and how to connect with audiences in new 

ways.   

Speakers: 

 Adrian Murphy, Digital and Marketing Manager, Horniman Museum and Gardens 

 Russell Dornan, Web Editor at Wellcome Trust 

 Alison Nicholson, Digital Communications & Fundraising Officer, The Bowes 

Museum 

 Mike Ellis, Thirty8 Digital 

 

Main Takeaways: 

 Be creative and experimental 

 Trust your staff and your audience 
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 Find and use what makes your museum unique - focusing on the unusual and unique 

objects in the collection is a great way to enthuse, intrigue and fascinate others  

 Build a network with museums and museum professionals online to support you no 

matter how small you are physically 

 Digital and social media is fun; make sure you’re having some 
 

28 people attended the workshop from a range of North East museums and cultural heritage 

institutions:  

 Aycliffe & District Bus Preservation Society 

 Bede's World 

 Cleveland Ironstone Mining Museum 

 Head of Steam 

 mima 

 Museum of Hartlepool 

 Newcastle University 

 Seven Stories 

 Sunderland Museum & Winter Gardens 

 The Dorman Museum 

 Tyne & Wear Archives & Museums  

 Woodhorn 

 

Mike Ellis: “Digital engagement with anything (including museum collections) is 

so much more than just uploading it to the web and hoping you can leave it at 

that...” 

 

Allison Nicholson: “If you love sharing stories and are passionate about the 

content, then building interest in your collections and momentum for projects 

and exhibitions is definitely achievable using social media and digital tools” 

 

Adrian Murphy: “Museums are inspiring, exciting, interesting places to visit, 

and now really think about engaging audiences when they visit. It’s time 

museums brought those discussions, relationships and ideas online. 

Engaging online audience with your collections can bring new life to your 

collections and can help museums tell stories in new ways. Don’t get too 

swayed by technology, think about what makes your museum unique for visitors and try to 

bring those aspects to your online presence.” 

 

Feedback from workshop participant (The Dorman Museum, Middlesbrough): “ It’s 

absolutely fantastic that you provided such a quality event free of charge, which meant even 
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museums with little or no training budget could still send representatives along.  It was really 

great to get to hear from knowledgeable people we wouldn’t normally encounter, being in the 

north east and not London!, and your presenters themselves were great – Adrian and 

Russell particularly were really personable and engaging.  

I really hope there are opportunities for you to coordinate similar events in the future as I’ll be 
the first to sign up!” 
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4. Conclusions 

 

Engage + Digital was set up to see how museums in the North East could be helped to get 

their collections out into the world using digital platforms.  Visiting the museums, assessing 

the different collections and staff structures, as well as the current social media presences - 

we tried to suggest workable solutions for the 3 museums to push their activities a step 

further.  We recommended how to do things better, more often and with more reach. 

Rather than focusing on top level strategy the Engage + Digital initiative focused on how to 

do digital engagement on the ground.  It is impossible to have a realistic digital strategy until 

museum staff and volunteers are confident about using digital tools.  This initiative attempted 

to develop the relationship between museum collections and audiences.  

The three participating museums provide interesting examples of the type of strategic 

overview that museums need to be able to take if they are to maximise the return on their 

investment in digital tools for audience engagement.  Each participating museum’s digital 

engagement strategy connects to the core mission, purpose and collections of the relevant 

organisation, highlights opportunities to make use of free social media platforms and 

provides a framework of digital engagement recommendations to ensure that relevant staff 

are empowered to use and advocate for digital as part of their work.  A key part of this was 

to increase digital leadership and advocacy with key individuals within the participating 

museums to ensure that the adoption of the content provision had an internal advocate who 

can continue to develop digital capability throughout the participating organisations after the 

Engage + Digital period.  

One of the main challenges we found when working with the participating museums was the 

lack of capacity.  Nevertheless there is a commitment to change at all three institutions. They 

have dedicated staff and exceptional, often unique collections.  From the discussion and 

conversations as part of Engage + Digital the staff and volunteers at the participating 

museums are now more confident using digital tools to engage online audiences and the 

passion of sharing stories about their objects and collections has been rejuvenated.   

There is nothing quick or easy about embedding digital engagement within museums.  Even 

though the digital platforms and forms of engagement can themselves be quick and easy to 

use.  It is the changing of minds and ways of working that takes time and commitment; often 

this is time that small and volunteer-run museums don’t think they have.  Therefore rather 

than focusing on quantifiable measurements of audience engagement the Engage + Digital 

initiative focused on developing the participating museums’ skills and confidence and 

capacity to sustain digital engagement beyond project completion.  All three of the 

participating museums have acknowledged the need for change and have started to 

embrace digital engagement tools and techniques.  The effort that the participating 

museums have put in to digital engagement to date will soon be rewarded in metrics that 

may well be bigger than the number of visitors coming through the door each day. 
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5. Recommendations for Future Activity 
 

There is no standard or template for what should go into a Digital Engagement Strategy - 

every museum is different, and if it is to succeed, a strategy needs to be a bespoke piece of 

work - reflecting the unique aspects of each museum’s audiences, collections, as well as the 

overall mission of the organisation. 

In the long-run, digital engagement is about achieving a lasting change in the culture of the 

participating museums. It means moving away from departmental and staff silos and 

promoting a culture of collaboration between different skill sets (or people) across the 

museum.  It involves working towards an experimental culture in which museum staff and 

volunteers feel confident and empowered to develop their own digital skills. 

The process of embedding digital engagement capacity can deliver real benefits across the 

whole museum, not just to the individuals undertaking the digital content.  It encourages a 

more audience-focused way of thinking.  It can connect the front-of-house team with the 

back office and reconnect the back office with the visitor-facing aspects of museum work, 

opening up new and interesting dynamics and relationships.  

The risk, however, is that digital always remains an external, or separate idea in museums. 

Without a culture shift that really values and supports an underlying change in attitudes and 

values, none of the effort put into digital platforms and audience engagement will be 

sustainable in the long-term.  It is important to ensure the digital offering in museums 

compliments and comes out of any offline activity.  No element of any museum activity 

should be done in isolation. 

 

 


