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Summary of 

2015/16 findings

Response rate
• 46 museums responded to the Museum 

Development North East (MDNE) Annual 

Museums survey which equates to a 77% 

response rate amongst Accredited 

museums in the region.

Audiences 
• There were a total of 4,438,945 visits to 

museums in 2015/16 based on responses 

received. This figure could be as high as 5.1 

million when taking in to account other 

available data sets (see p8).

• Children (under 16s) accounted for 44% of 

all visits.

• Museums held 4,230 activities and events 

that engaged 221,800 participants.

Economic impact 
• Visits to museums represented around 

£53.8m of gross visitor impacts.

• There were at least £21.9m of direct, 

indirect and induced impacts as a result of 

spend on goods and services by museums.

• At least 841 full time equivalent (FTE) 

direct, indirect and induced jobs were 

supported by museums.

Online engagement
• 91% of respondent museums have their 

own website and 91% used social media to 

engage with audiences.

Educational engagement
• Museums delivered 7,924 learning and 

outreach activities that engaged 279,269 

participants in these activities.

Financial operations
• 52% (32) charged for admission, 41% (23) 

offered free entry all year, 41% and 6% (4) 

were free but charged for some 

exhibitions/ seasonally.

• On average, earned income accounted for 

42% of income, public subsidy 39%, grants 

12% and contributed income 7%.

• £16,017,045 was generated in earned 

income.

• £14,756,317 was received in regular 

public subsidy.

• 4,622,766 was received in grant funding.

• £2,480,692 was received in contributed 

income.

Workforce – volunteers
• There were 2,256 active volunteers, 

which equates to 112 full time 

equivalents.

• On average each museum had 73

volunteers.

• Each volunteer contributed an average of 

84 hours in the year.

• Volunteers contributed a total of 184,439

hours to museums in the region.

• Volunteer time was worth £1.3 million to 

museums across the region. 

Workforce – paid staff 
• Museums employed 1,117 paid staff, 

which equated to 592 full time 

equivalents. 

• 4 museums were entirely volunteer-run 

with no paid staff.

• Volunteers outnumber paid staff by over 

2:1. 

• The ratio of FTE to total head count 

suggests a significant amount of paid work 

is undertaken on  a part-time or seasonal 

basis.
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Introduction

This report presents the findings of the first 

Museum Development North East Annual 

Survey of Museums. The survey was carried 

out to establish a baseline of data on 

museums in the North East, which will be 

used to analyse and report on trends over the 

coming years. 

Findings will help contribute to estimates of 

the social and economic impact of museums 

and inform how Museum Development North 

East delivers support to museums. The 

results will also enable museums to 

benchmark themselves against a range of 

comparators. 

The data gathered through this survey has 

also contributed to the Museums 

Association’s UK wide ‘State of the Nations’ 

2016 museums survey and will be used to 

advocate on behalf of museums to funders, 

politicians, stakeholders and the public.

The survey was undertaken in collaboration 

with the national Museum Development 

Network in England with the intention of 

providing consistent data capture across 

multiple regions to enable more effective 

advocacy and benchmarking. 

Survey questions are based on a survey that 

has been carried out in the South West 

region since 2012/13.  The South West 

survey was developed in consultation with 

museums and local authorities and from 

previous data collection exercises; including 

Fast Forward West Midlands. Questions have 

also been adapted to align with Arts Council 

England’s (ACEs) annual survey of Major 

Partner Museums and National Portfolio 

Organisations.

Survey method

The survey was sent to all 63 museums in 

the North East that are Accredited, as well as 

being promoted via the MDNE website and e-

bulletin. Museums were asked to provide 

data for the 2015/16 financial year and were 

given the option to complete the survey 

online or to return it as a hard copy.

The survey was divided into four sections:

• Audiences

• Educational engagement

• Financial operations

• Workforce

Multi-site organisations were given the option 

to provide a single response as a whole 

organisation, or by individual site. A number 

of multi-site museums submitted mixed 

responses with some data provided on a site 

by site basis and other data provided at a 

whole organisation level. Where this is the 

case it has been highlighted. 
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Sample and 

response

46 museums responded to the survey, which 

equates to a 77% response rate amongst 

Accredited museums. The relatively high 

response rate means that the figures and 

conclusions drawn in this report can be 

considered broadly representative of 

museums in the region. 

Three Accredited museums have been 

discounted from this return rate. The 

Sedgefield Borough Council collection is not 

included as the collection is housed within 

Locomotion, The National Railway Museum, 

Shildon. The Light Dragoons (15th/19th The 

Kingʼs Royal Hussars) Museum is not 

included as it is housed in the Discovery 

Museum. The Durham Light Infantry Museum

is not included as the museum was 

relocating to another site.

It is worth noting that there were no 

responses from English Heritage Accredited 

sites and a number of large National Trust 

properties did not respond. This will have an 

impact on the scale of the museum sector in 

the region indicated by the survey results.

When considering the responses, the 

following should be kept in mind:

• Not all museums responded to every 

question. 

• Percentages have been rounded to the 

nearest whole number.

• ‘All museums’ is every museum which 

submitted a return.

• Where differences are small and response 

levels low, care must be taken when 

interpreting the data. 

• Budget data must be viewed as 

approximate or indicative, as different 

accounting methodologies are used by 

different museums and a number of 

venues operate with a different financial 

year to April - March. 

Categories of 

museum

Two main categories of museum are used for 

analyses throughout the report: 

• Type of museum – determined by funding 

source and governance model. 

• Size of museum – determined by annual 

visit figures. 
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Profile of 

respondents

Across the museums that responded to the 

survey both English Heritage and National 

Trust properties are underrepresented in the 

survey sample, relative to the type of 

Accredited museums in the North East 

overall. A full list of the museums which 

returned the survey is included at the end of 

this report.

Relative to other English regions, the North 

East has a smaller percentage of 

independent museums, making up 33% of 

the sector compared to 48% nationally. 

Museum opening hours

Museums were asked to provide details of 

their typical opening hours:

• 23 (50%) were open all year round

• 21 (47%) were closed for part of the year, 

as part of a regular seasonal closure.

• 1 museum was closed for part of the year 

for reasons such as repairs or 

redevelopment. 

• 1 museum was open by appointment only 

all year round.
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Figure 1: All North East Accredited museums by type.
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Figure 2: Profile of survey respondents by type.
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Geographic distribution

As Figure 4 shows there were considerable 

differences in the response rates between the 

sub-regions, ranging from 100% in the Tees Valley 

to 57% in Northumberland.

*In Figure 4 one museum in each sub-region 

(marked with an asterisk) has not been included 

in the percentage return calculation.  This is 

because they were either closed at the time the 

survey was conducted, or their collections are 

housed within other museums and therefore not 

counted towards the overall percentage.

Respondents by size 

Museums in the North East range from large 

national museums to small volunteer-run 

organisations. Figure 3 shows the size of 

respondent museums, determined by their visitor 

numbers in 2015/16.
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Figure 3: Respondents by size.

Number of responses/ 

Accredited museums

Percentage return

County Durham 7 from 11* 70%

Northumberland 12 from 22* 57%

Tees Valley 11 from 11 100%

Tyne and Wear 16 from 19* 89%

Total 46 of 63 77%

Figure 4: Respondents by sub-region. 
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Audiences

This section looks at overall visitor figures, 

visits by children and online engagement. 

Total visit figures

Based on the responses received there were 

a total of 4,438,945 visits to museums in 

2015/16. Visitor figures are heavily 

influenced by a small number of large 

museums, with 13 museums accounting for 

79% of all visits.

Museums were asked whether the visitor 

figures they provided were actual or 

estimated. There were 30 responses to this 

question,70% (21) provided actual figures 

while the remaining respondents provided 

estimates.

Publicly available data for those museums 

who did not respond to the survey, suggest 

that they receive an additional 700,000 

visitors per year (approximately) based on the 

Visit England ‘Visitor Attraction Trends in 

England’ 2015 report. This would take the 

total number of visits to museums in the 

North East, per year, to over 5.1 million. 

57,928
346,625

513,862

3,520,530

Figure 5: Total visits to museums by size.

9,999 or less

10,000 - 49,999

50,000 - 99,999

100,000+

1,172,628

2,021,013

213,349

97,221

360,356

574,378

Figure 6: Total visits to museums by type.

Independent
Local Authority
National
Ministry of Defence
National Trust
National



8

Total visits by sub-region

The table below shows the number of visitors to museums in the 

North East, organised by sub-region. 

Figure 7: Total visits to museums by sub-region.

Visits by children

The survey asked museums to breakdown their visitor numbers into 

adults and children (under 16), 33 museums provided this 

information.

There were 1,463,137 visits by children to museums in 2015/16. 

Based on these responses, children accounted for 44% of all visits, 

although there were some significant variations depending on the size 

of the museum, with children making up 26% of visits to small 

museums, 41% for medium museums and 44% for large museums. 

This is a significantly higher ratio than expected compared with similar 

surveys in the East of England and the South West, which suggested 

that children made up around 20-21% of total museum visits in those 

regions.

All responses Total visits 2015/16

County Durham 7 946,051

Northumberland 12 671,898

Tees Valley 11 756,477

Tyne and Wear 16 2,064,519

Total 46 4,438,945

Highlights

Woodhorn Museum

In September 2015 Woodhorn Museum hosted the 

Weeping Window installation by artist Paul Cummins and 

designer Tom Piper. Weeping Window is a cascade 

comprising several thousand ceramic poppies and it was 

originally seen at the Tower of London as part of the 

installation Blood Swept Lands and Seas of Red.

At Woodhorn the installation cascaded 55ft from the 

winding wheel of the No 1 Heapstead, providing  a 

dramatic new backdrop and context to the sculpture.

During  the installation the museum welcomed over 

125,000 visitors and won Best Overall Event at the 

Journal Culture Awards 2016. 
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Total visits –Change over time

In 2014, MDNE commissioned an economic impact 

study of the region’s museum sector which collected 

data for 2012/13. This data can be used as a baseline 

to monitor changes in visitor numbers. Taking data from 

a ‘core group’ of museums that responded to both 

studies, visits have grown by 1.2% across the regions 

since 2012/13, although there are some significant 

variations as shown in Figure 8.

Figure 8: Core group respondents percentage change in 

visits between 2012/13 and 2015/16.

Average visits to museums in 2015/16 by 

size, type and sub-region

The charts on the right show the variations in scale 

between different types of museums and also highlight 

some significant differences across the sub-regions. 

There was insufficient information to provide average 

visitor figures for English Heritage, military, Higher 

Education or National Trust museums.
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Figure 9: Average visits to museums by size and type.
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Figure 10: Average visits to museums by sub-region.

Core group 

responses

Percentage 

change 12/13

to 15/16

County Durham 5 +23%

Northumberland 3 +38%

Tees Valley 9 -2.7%

Tyne and Wear 12 -8.8%

Total 28 +1.2%

http://www.museumdevelopmentne.org.uk/research.html
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Economic impact of visits

Museums make an important contribution to the regional economy, 

generating a range of economic benefits, particularly helping to attract 

tourism. In 2015 six of the top 10 most visited attractions in the North 

East were museums, according to Visit England’s ‘Annual Survey of Visits 

to Visitor Attractions’.

The Association of Independent Museums has published an Economic 

Impact Toolkit which was developed by consultants DC Research, to help 

museums express the gross impact of visits to their museum in terms of 

economic value. This toolkit can be used by individual museums, but can 

also help provide an idea of this economic value at an aggregate level.

Using this toolkit, the gross visitor impact was £53,832,434 for the North 

East economy in 2015/16, based on visitor data provided by museums. 

Figure 11: Gross visitor impacts by sub-region 2015/16.

Economic impact calculation

• The calculation takes the number of adult visits to a 

museum, establishes the proportion of local, day and 

overnight visits and multiplies these by average visitor 

spend assumptions developed by DC Research from 

regional and national tourism datasets. 

• Total adult visits are estimated to be 5,135,068 

(based on the adult/child ratio of 74/26 for small 

museums, 59/41 for medium and 56/44 for large). 

• Actual ratios for local, day and overnight visits were not 

available from museums, so the average ratios 

developed by DC Research have been used. No data 

for overnight visits was available so visits have been 

divided into local and day visits only. This means that 

the overall economic value of visits is likely to be 

higher, due to the higher levels of visitor spend 

associated with overnight visits.

Average spend 

assumption 

(local visitor)

Average spend  

assumption 

(day visitor)

Total value of 

visits

County Durham £14.18 £28.35 £12,692,479

Northumberland £13.60 £27.19 £8,709,193

Tees Valley £7.31 £14.62 £5,240,399

Tyne and Wear £13.94 £27.89 £27,190,363

Total £53,832,434

https://www.visitbritain.org/annual-survey-visits-visitor-attractions-latest-results
http://www.aim-museums.co.uk/content/research_papers/
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Online engagement

The rapid advances in digital technology in 

recent years offer museums great potential 

for new forms of engagement, beyond the 

physical visit. This survey asked museums 

about their online and social media 

presence.

Websites

The survey asked if museums had their own 

website. 91% (42) of respondents said that 

they did have their own website, while four 

did not. The four museums which did not 

were all local authority museums. All 

Accredited museums in the region were 

‘googled’ in October 2016 and while all 63 

had an online presence, eight did not have 

their own website, potentially posing 

challenges for content management and 

online income generation potential through 

things such as online ticketing and retail.

Museums were asked to provide data on the 

total number of unique visits to their 

websites. 22 provided this data and the 

average was 72,619 unique visits in 

2015/16.

11 museums did not provide any data, 

suggesting that this kind of information was 

not easily accessible by the person 

completing the survey, or that museums are 

not using analytics tools such as Google 

Analytics to collect this information. 

Social Media

Museums were asked to provide information 

on whether they used social media to engage 

with audiences and the number of 

subscribers or followers that they had across 

their social media platforms.

91% (42) stated that they did use social 

media to engage with audiences. By 

comparison, the Visit England ‘Visitor 

Attraction Trends in England’ 2015 report 

showed that 78% of attractions in England 

used Facebook and 67% used Twitter, the 

two main social media platforms. 
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Educational engagement

Learning and education are important functions of all museums and 

‘Advancement of Education’ is one of the main purposes of museums 

established as charities. Museums were asked to provide data on the number 

of sessions and participants across both formal and informal learning 

activities in 2015/16. 

Museums delivered 7,313 learning sessions on-site which engaged 251,179 

participants, based on responses from 41 museums. 

38 museums provided information on informal activities and events that were 

delivered on-site. Informal activities were defined as workshops, seminars, 

talks, lectures and individual research sessions with non-education providers. 

Museums delivered 3,619 activities and events on-site with non-education 

providers, which engaged 185,541 participants.

Educational outreach

Learning opportunities are not just provided inside museums. Outreach work 

is an important part of the learning offer for many museums and an important 

way of involving local communities that might not visit the museum building. 

Museums delivered 611 learning outreach sessions off-site which engaged 

28,090 participants, based on responses from 38 museums. 

42 museums provided information on informal activities and events with non-

education providers that were held off-site. Museums delivered 438 activities 

and events that engaged 36,259 participants.

Highlights

Great Exhibition of the North 2018

In October 2016 it was announced that Newcastle and 

Gateshead were successful in their bid to host the Great 

Exhibition of the North in 2018. 

Inspired by the trailblazers of the north, the 77-day 

exhibition will have the overarching theme of ‘The Blazing 

World - The Fires of Invention’ and will celebrate the art, 

design and innovation strengths of the city; connecting 

artists with scientists and inventors to create new 

artworks and respond to the great innovations of our 

time.

Plans incorporate an extensive learning programme and 

summer camp at Exhibition Park, in addition to three 

walking circuits around the city, focusing on arts, design 

and innovation, as well as a major exhibition at Great 

North Museum: Hancock.
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Financial operations

Museums were asked to provide a range of financial 

information covering sources of income, overall expenditure 

and expenditure on staffing. This information was provided in 

varying degrees of completeness and there was some 

variation in the financial periods that museums provided 

data for. Therefore the data presented here should be 

considered a guide, rather than being representative of a 

specific financial period. 

Income 

The total income generated and received by museums was 

£37,876,819, which breaks down as follows: 

• £16,017,045 in earned income, which includes 

admissions, retail, catering, events and hospitality, 

educational activity and any other income from trading 

activity e.g. property rental.

• £14,756,317 received in regular public subsidy including 

ACE MPM/ National Portfolio funding .

• £4,622,766 received in grant funding.

• £2,480,692 received in contributed income. This includes 

all money received from the general public or friends in 

donations (including friends/member schemes) alongside 

any income from sponsorship, corporate membership 

schemes or other non-earned income.

There were significant variations between different sizes and 

types of museum, however there was insufficient detail to 

provide breakdowns for these different groups of museums.

42% 39% 12% 7%
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Figure 12: Total income by source for all respondent museums. 

Legend categories from top are shown left to right in chart.

Earned income

Public subsidy (inc

ACE MPM funding)

Grant income

Contributed income

(inc donations)

The above chart is based on data from 25 responses that provided a 

sufficiently detailed breakdown.



14

Admission charges

Museums were asked whether they charged for admission. 

All Accredited museum websites were also checked to 

compile a comprehensive list of museums that charged and 

those that didn’t, correct as of October 2016.

52% (32) charged for admission, 41% (23) offered free 

entry all year, 41% and 6% (4) were free but charged for 

some exhibitions/seasonally.

The figures on the left show the average admission charge 

for museums by size and type. 

For information see the Association of Independent 

Museum’s (AIM’s) recently published study on the impact of 

charging.

Figure 13: Charging bands for museums that charge 

admission.
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Figure 14: Average adult admission charge by size and 

type.
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Figure 15: Average child admission charge by size and 

type.

Adult Child

Free - 9% (3)

Under £3 9% (3) 38% (12)

£3.00 to £4.99 28% (9) 38% (12)

£5.00 to £7.49 41% (13) 9% (3)

£7.50 to £9.99 6% (2) 3% (1)

£10.00 or over 16% (5) 3% (1)

http://www.aim-museums.co.uk/downloads/a064fa43-78cb-11e6-9df2-901b0e0dc93a.pdf
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Retail Income

Shops are an important, and sometimes primary, source of 

income for museums. 81% of Accredited museums in the 

North East have a shop or retail space (based on the survey 

responses or information available on the Culture24 

website).

One of the Key Performance Indicators that museums can 

use to understand the effectiveness of their retail offer is 

retail spend per visitor. Museums were asked to provide 

information on their retail income so that this could be 

measured. 22 responses provided sufficient detail, with 

Tyne & Wear Archives & Museums (TWAM) providing one 

response for all of its sites (included in the 100,000+ 

category in Figures 16 and 17).

An important theme recently has been the impact of 

charging on secondary spend. The results in Figure 16 and 

17 suggest that secondary spend on retail is slightly higher 

at those museums that charge for admissions, although this 

does not take account of the particular museums that 

responded or reflect the influence of other factors such as 

the quality of the retail offer. This is generally in line with the 

findings of AIM’s recently published study in to the impact of 

charging.

The findings also show that spend per head is likely to be 

higher in larger museums. The drop in spend per head in 

the 50,000 – 99,999 visitor bracket may be explained by 

the smaller sample size.
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Figure 16: Average retail income per head by size and 

charging model.

Figure 17: Average retail income per head by size and charging model. 

Sample Average Lowest Highest

9,999 or 

less

6 £0.47 £0.03 £1.01

10,000 –

49,999

6 £0.92 £0.08 £1.70

50,000 –

99,999

3 £0.38 £0.11 £0.82

100,000+ 7 £0.88 £0.09 £1.57

Free

admission

7 £0.48 £0.08 £1.57

Charged 

admission

14 £0.85 £0.03 £1.70
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Donations

Donations play an important role in supporting museum 

fundraising activity. Although for many museums they 

account for a relatively small percentage of overall revenue 

the visibility of donation boxes can help reinforce the 

charitable nature of museums. 

There are many variables in determining what a good level 

of donations is, although the AIM Guide on Donation Boxes

suggests that “organisations that have experimented with 

the position and communications around their donation 

boxes and measured performance were more likely to be 

reaping the higher returns”.

Museums were asked to provide information on their 

donations so that an average per head could be given. 28 

responses provided both visitor and donation figures, with 

TWAM providing one response for all of its sites (included in 

the 100,000+ category in Figures 16 and 17). Two 

responses have been excluded from these calculations as 

anomalies, given their relatively high donation per head 

figures in comparison with other museums.

Similarly to retail, museums that charged admission show a 

higher per head income from donations than free entry 

museums, although again this does not reflect other factors 

that may influence the level of donations. The results also 

suggest that donations per head were significantly higher at 

small museums (9,999 visits or less), however given the 

small sample size this could just be coincidental.
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Figure 18: Average donation per head by size and 

charging model.

Figure 19: Average donation per head by size and charging model. 

Sample Average Lowest Highest

9,999 or 

less

5 £0.31 £0.01 £0.82

10,000 –

49,999

7 £0.16 £0.01 £0.60

50,000 –

99,999

6 £0.06 £0.01 £0.15

100,000+ 8 £0.13 £0.01 £0.41

Free

admission

10 £0.09 £0.01 £0.22

Charged 

admission

15 £0.21 £0.01 £0.82

http://www.aim-museums.co.uk/downloads/68abeee7-a8a0-11e4-b98d-901b0e0dc93a.pdf
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Impact of spend on goods and 

services

Using the AIM Economic Impact Toolkit we can estimate the economic value 

of museum spend on goods and services. 

• There were at least £21.9m of direct, indirect and induced impacts in the 

North East as a result of spending on goods and services by museums.

This calculation is based on museum expenditure figures (excluding staff 

spend) from 26 responses taking into account ‘leakage’, ‘displacement ’ 

‘deadweight’ and multiplier factors using estimates developed by DC 

Research.

• Deadweight – value or impact that would have occurred anyway.

• Displacement – the proportion of museum value or impact accounted for 

by reduced value or impact elsewhere in the local area.

• Leakage – the proportion of value or impact that benefit those outside the 

museum’s local area.

Capital investment

A question on capital investment in museums was included, to establish a 

baseline on which ongoing investment could be measured. While you would 

not expect capital investment to be consistent year on year, it can provide a 

useful indicator of the long term strategic investment in the sector. Capital 

investment is important in enabling museums to improve or expand their 

business in order to ensure that they can provide engaging spaces for 

audiences and respond to changing visitor demographics and expectations. 

20 museums provided a responses to this, with 10 specifying that they had 

received capital investment in 2015/16.

Highlights

Captain Cook Birthplace Museum

In summer 2016 Captain Cook Birthplace Museum 

secured a £500,000 grant from Arts Council England 

(ACE). The grant will pave the way for celebrations in 

2018, marking the 250th anniversary of the explorer’s 

first voyage of discovery.

The proposed works will see an overhaul of the museum’s 

first floor, alongside the creation of a temporary exhibition 

gallery. The award will also enable the development of 

new artefact, archive and handling collections and 

resources to enhance the museum’s existing Cook 

collections.

The works are expected to take place during the winter 

closure period and are due to finish in April, 2017.

http://www.aim-museums.co.uk/content/research_papers/
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Expenditure and staff costs

24 responses were received from museums and museum services 

that employ staff and provided both total expenditure and 

expenditure on staff costs. On average, spending on staff 

accounted for 55% of total expenditure, which breaks down as 

follows:

• 1 spent less than 30% of annual expenditure on staff costs

• 10 spent between 31% and 50%

• 8 spent between 51% and 70% 

• 5 spent between 71% and 100%

The most notable finding is that staff costs make up a significantly 

higher percentage of costs for local authority museums than they 

do for independent museums .

It is worth noting that local authority museums may not have 

included staff costs that are related to services provided centrally, 

such as finance, HR, legal and IT support. Therefore the real cost of 

staffing as a percentage of total expenditure is likely to be even 

higher for those museums.

Category Number of 

respondents

Average % of 

total 

expenditure 

spent on 

staffing

Lowest 

%

Highest 

%

9,999 or less

visits

5 50% 36% 60%

10,000 - 49,999 

visits

6 57% 38% 92%

50,000+ visits 13 55% 24% 85%

Independent 11 47% 36% 63%

Local Authority 4 65% 39% 85%

Figure 20: Average expenditure on staffing by size and type.
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Workforce – Paid staff

Museums were asked to provide information on both the total head 

count of staff employed by the museum at its peak in the year and 

the number of full time equivalents (FTEs). 

• Museums employed 1,117 paid staff based on 32 responses 

(Tyne & Wear Archives & Museums and Sunderland museums 

provided whole organisation responses). Averages can be seen 

in Figure 21.

• Museums employed 592 FTEs.

• 4 museums were entirely volunteer-run with no paid staff.

• Volunteers outnumber paid staff by a ratio of 2:1. 

• The ratio of FTE to total staff suggests a significant amount of 

paid work is undertaken on a part-time or seasonal basis.

Employment impacts

Using the AIM Economic Impact Toolkit we can estimate the value 

of museum employees to the North East regional economy.

• Museums create 841 full time equivalent direct, indirect and 

induced jobs across the region. 

This calculation is based on FTE employment data, taking into 

account ‘leakage’ (those that do not live locally), ‘displacement ’, 

‘deadweight’ and multiplier factors using estimates developed by 

DC Research. FTE converts employment into full time positions, 

which allows for comparison between organisations.
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Figure 21: Average paid staff head count and FTE (for 

museums that employ at least 1 person). Average paid

staff

Average FTE

The mean average shown above for independents does not 

include Beamish as they are significantly larger in scale than 

other independents in the region and therefore not comparable.



20

Workforce – Volunteers

Volunteers are an increasingly important part of the workforce and 

make a huge difference to museums, from enhancing the visitor 

experience, caring for and documenting the collections, business 

planning and managing finance. Many museums also rely on 

voluntary trustees to help ‘steer the ship’ and ensure museums are 

sustainable in challenging times.

33 respondents provided data on their volunteers, only 2 museums 

stated they had no volunteers.

• There were 2,256 active volunteers which equates to 112 full 

time equivalent posts, based on 1,650 hours worked per year.

• On average museums had 73 volunteers.

• Volunteers contributed a total of 184,439 hours to museums in 

2015/16.

• Each volunteer contributed an average of 84 hours in the year, 

based on information from museums that provided both total 

volunteer numbers and hours contributed.

• Volunteer time was worth £1.3 million to museums. This value is 

based on a calculation of £50 per day using guidance issued by 

the Heritage Lottery Fund.

• In Figure 22 volunteer data from TWAM has been included in the 

100,000+ visits category and data from local authority 

museums that are part of TWAM has not been included as their 

data was submitted at a whole organisation level.
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Figure 22: Average number of active volunteers and 

number of hours contributed.
Average hours
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MDNE support

Museums were asked about support or 

advice they had received through Museum 

Development North East, here is a sample 

of what they said:

“We have been involved in the Enterprising 

Museums initiative, which has really helped 

us to better target our marketing; it was an 

excellent scheme for us. We certainly hope 

to be involved in Round 2 as well. We have 

also received constant advice and guidance 

from Sarah Carr at TWAM. As a small 

independent museum, her help has been 

fantastic.” 

Bailiffgate Museum, Northumberland

“The Retail Resilience and Enterprising 

Museums programmes have initiated a shift 

in culture and a review of our current day to 

day operation. Two members of  staff have 

put themselves forward for the next Retail 

Resilience programme and will be feeding 

back to other staff.” 

Dorman Museum, Tees Valley

“We have been working with the MD 

Manager on a Tees Valley wide audience 

development project. This has provided an 

excellent report on the visitor spectrum from 

postcode data, and allowed us to put out a 

positive news story about the museum at a 

time when Council cuts were making 

headlines.” 

Head of Steam, Tees Valley

“Have had excellent support in terms of 

training, advice and guidance.  Training has 

been useful and relevant, support and 

guidance have been responsive to need.” 

Heugh Battery Museum, Tees Valley

“The programme has allowed us to do really 

interesting and innovative work we would 

have been otherwise unable to carry out. We 

are looking to build on this over the coming 

year.  The conservation arm of the 

programme is always very useful, and the 

newsletter keeps us abreast of latest 

happenings and funding. All very much 

appreciated!”

Morpeth Chantry Bagpipe Museum, 

Northumberland

“The museum has benefitted from the 

Museum Development Programme in the 

year 2015/2016.  We have received small 

grants towards conservation 

equipment/supplies and a small grant 

towards equipment for activities.  The 

Museum Development Programme has 

provided invaluable support and advice 

regarding curatorial matters and 

Accreditation.”

The Fusiliers Museum of Northumberland

“The Museum receives excellent support 

via the Volunteer Organisations Network 

which is run by Museum Development 

North East”

Weardale Museum, County Durham

“We have received support and advice from 

MD - all has been very helpful and positive 

and has helped contribute towards our 

most successful year to date.”

Woodhorn Museum & Northumberland 

Archives
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Arbeia Roman Fort and Museum

Aycliffe and District Bus Preservation Society

Bailiffgate Museum

Beamish, The Living Museum of The North

Berwick-Upon-Tweed Borough Museum and 

Art Gallery

Bowes Railway

Captain Cook Birthplace Museum

Cleveland Ironstone Mining Museum

Cragside

Discovery Museum

Dorman Memorial Museum

Durham Museum & Heritage Centre

Durham University Oriental Museum

Great North Museum: Hancock 

Great North Museum: Hatton Gallery

Hartlepool Art Gallery

Head of Steam - Darlington Railway Centre 

and Museum

Heatherslaw Corn Mill

Heritage Centre, Bellingham

Heugh Battery Museum

Hexham Old Gaol

Killhope Museum

Kirkleatham Old Hall Museum

Lady Waterford Hall

Laing Art Gallery

Lindisfarne Castle

Locomotion: The National Railway Museum at 

Shildon

Middlesbrough Institute of Modern Art (mima)

Monkwearmouth Station Museum

Morpeth Chantry Bagpipe Museum

Museum of Hartlepool

North East Land, Sea and Air Museum

Ormesby Hall

Preston Park Museum and Grounds 

Segedunum Roman Fort, Baths and Museum

Seven Stories, The Centre for Childrenʼs Books

Shipley Art Gallery

Souter Lighthouse

South Shields Museum and Art Gallery

Stephenson Railway Museum

Sunderland Museum and Winter Gardens

The Fusiliers Museum of Northumberland

The Kingʼs Own Scottish Borderers Regimental 

Museum

Washington ʼFʼ Pit Museum

Weardale Museum

Woodhorn Museum & Northumberland 

Archives 

With thanks to the following 

museums for participating:
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