
THE ENTREPRENEURIAL MUSEUM
...not just for the big guys - Bewdley Museum



INTRODUCTION

Licensing products for the high street...  
ΨtƻǇ-ǳǇΩ ǊŜǎǘŀǳǊŀƴǘǎ ƛƴ ƘŜŀŘƭƛƴŜ 
exhibitions... Creating new content with 
ƘƻǳǎŜƘƻƭŘ ŎƻǊǇƻǊŀǘŜ ōǊŀƴŘǎΦΦΦ ƛǘΩǎ ŀƭƭ ŀ ōƛǘΣ 
ǿŜƭƭΣ tǊŜƳƛŜǊ [ŜŀƎǳŜ ƛǎƴΩǘ ƛǘΚ ²Ƙŀǘ ŀōƻǳǘ 
the greater majority of museums ςthose 
ƳƻǊŜ ŎƻƴŎŜǊƴŜŘ ǿƛǘƘ ŦƛƭƭƛƴƎ ǘƻƳƻǊǊƻǿΩǎ 
staffing rota ςwhere finding the time to be 
the next Theo Paphitisfalls to the bottom of 
a rather long list?

9ƴǘǊŜǇǊŜƴŜǳǊǎƘƛǇ ƛǎƴΩǘ Ƨǳǎǘ ŦƻǊ ǘƘŜ ƭŀǊƎŜ 
museums. Indeed, by definition, most 
enterprises start as one person or a small 
team and then grow from there. Smaller 
museums have the weapon of dynamism; a 
unique flexibility, an ability to stay close to 
the consumer and adapt swiftly to their 
changing demands.

Moreover, an entrepreneurial outlook may 
even be considered more vital to smaller 
museums, often caught in a continuous fight 
for their very survival (a familiar scenario to 
those entrepreneurs who have given up 
their day jobs...).

Our answer is straightforward but not 
ǿƛǘƘƻǳǘ ŎƻƴǘǊƻǾŜǊǎȅΥ ŘƻƴΩǘ Ƨǳǎǘ ƭƻƻƪ ǘƻ 
public funders for your future; look to the 
market. Look to find your niche in supplying 
the growing consumer demand for culture, 
for authenticity, for meaning, for authority, 
for information, for the local.

To show how this can work in practice, 
ǿŜΩǾŜ ōŜŜƴ ǿƻǊƪƛƴƎ ŎƭƻǎŜƭȅ ǿƛǘƘ Bewdley
Museum. Bewdleyis a small museum with 
three full-time staff, operated by Wyre 
Forest District Council. Situated in the town 
centre, its exhibits focus on the social and 
industrial history of the area, which includes 
working crafts demonstrations and resident 
crafts people.

We hope this document shows that, when it 
comes to entrepreneurship, every museum 
is born equal.

Entrepreneurship connects 
museums and consumers in 
ǘƻŘŀȅΩǎ ŎƻƴǎǳƳŜǊ ŀƎŜΦ Lƴ 
turn, it helps create 
sustainable income through 
commercial activities.

The Entrepreneurial Museum 
project aims to understand 
and promote a culture of 
commercial enterprise and 
innovation within museums.

Delivered by CultureLabel, 
the project is funded as a 
partnership between the 
MLA Partnership and 
Renaissance West Midlands.

Visit our blog at 
IntelligentNaivety.comfor 
further details and ongoing 
consumer insight.
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MORE THAN A MUSEUM

ά!ƴ ŀŎŜ caffwith quite a nice museum 
ŀǘǘŀŎƘŜŘΦέ ²Ƙƻ ŀǊŜ ǿŜ ǘƻ ŀǊƎǳŜ ǿƛǘƘ {ŀŀǘŎƘƛ 
ϧ {ŀŀǘŎƘƛΩǎ ŀŘǾŜǊǘƛǎƛƴƎ ǎƭƻƎŀƴ ŦƻǊ ǘƘŜ ±ϧ! ƛƴ 
ǘƘŜ ƭŀǘŜ улΩǎΚ

Fundamentally, Bewdley Museum is a 
unique, rustic, authentic space for escaping 
the world. Step through its imposing 
entrance and be transported to a place of 
tranquillity; a smorgasbord of areas, framed 
by resident crafts people who represent 
another age, another way of life.

This experiential space, atmosphere and way 
of life are what make Bewdley Museum 
special. These are its core assets, currently 
under-utilised. We recommend that the 
museum exhibits and education activities 
revolve more explicitly around them, rather 
than the other way around.

By tempting new consumers in through the 
inviting space and active crafts people, the 
link with the crafts of yesterday can then be 
created ςpowerfully driving home the 
educational messages of the museum.

The concept of delivering 
ΨǇǳōƭƛŎ ǾŀƭǳŜΩ ƛƴ ƳǳǎŜǳƳǎ 
can often focus on service 
delivery at the expense of 
financial efficiency.

In one sense, public value 
requires the services of a 
museum (including 
preservation, interpretation 
and education) to be 
delivered to the very highest 
standards to the broadest 
range of people.

In a purely commercial sense, 
public value requires all 
resources to be leveraged 
with a demonstrable return 
on the public investment.

This asset sweating 
necessitates a museum to go 
beyond its educational remit, 
entering into entrepreneurial 
activity.



FEEDING THE NICHES

Promoting a museum as a cluster of inter-
connected niche brands provides the 
opportunity to build a service offer and 
image squarely around consumer segments.

By identifying the niche groups to target 
with the Bewdley Museum offer, we can 
then create detailed profiles to offer insight 
into what services they would value. Using 
this, we then can build a strong product 
offer with clear target markets.

On the right is a broad overview of four 
niche markets that Bewdley Museum may 
want to target: learners, locals, craft buyers 
and tourists.

They sound (and indeed are) relatively 
generic categories; the value lies in the 
detailed profiles built up on each of them. 
Observational research of these consumers 
Ψƛƴ ǘƘŜƛǊ ƴŀǘǳǊŀƭ ƘŀōƛǘŀǘΩ ƻǳǘǎƛŘŜ ǘƘŜ 
museum would provide a good starting 
point.



OUTSIDE IN

Information gathering usually falls to the 
bottom of a rather long to-do list, especially 
when resources are focussed on covering 
day-to-day functioning.

The natural instinct for most people in busy 
periods is to batten down the hatches and 
focus inwards on the museum.

Often, however, this intensifies the problem 
ςproviding at best a continuation of the 
status quo ςrather than proactively solving 
the cause of the resource shortage. 
Investing time on outward-facing activities, 
however, identifies and creates solutions.

Counter-intuitively spend a fair proportion 
of your limited resources on outward-facing 
activities (see right). Build in this time to the 
weekly schedule, and do not allow anything 
else to get in the way.

¢ƛƳŜ ŀŦǘŜǊ ǘƛƳŜΣ ǿŜΩǾŜ ƘŀŘ ǇŜƻǇƭŜ ǊŜǇƻǊǘ 
that the returns from time invested in this 
outperform other activities by far.

Gather information on 
different consumer niches in 
their natural habitats ς
observe their conversations, 
choice of brands and media, 
expectations, activities etc.

Subscribe to a range of blogs, 
and check them on a regular 
basis for updates

Make time to read about and 
research general consumer 
trends in the media and 
online ςstart a scrapbook of 
interesting cuttings

Keep an eye on new books, 
especially those on popular 
psychology and management

Research current activities of 
potential partners and meet 
them to exchange plans

Keep up to date with local 
news and events ςbecome 
the noticeboardif necessary!
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OWNERSHIP

In our accompanying presentation for local 
authorities, we recommend the creation of a 
Supervisory Board for museums, to act as an 
independent body to promote the 
ƳǳǎŜǳƳΩǎ ƭƻƴƎ-term interests.

At Bewdley, a Board (perhaps shared with 
other museums to create efficiencies) would 
provide a stronger management tier in the 
absence of a CEO. By owning both the 
financial bottom line and a range of 
decisions, the Board can focus purely on 
maximising the assets of Bewdley Museum, 
to complement and deliver on Wyre Forest 
5ƛǎǘǊƛŎǘ /ƻǳƴŎƛƭΩǎ ƴŀǘǳǊŀƭ ŦƻŎǳǎ ƻƴ ǘƘŜ ǿƛŘŜǊ 
cultural and museums offer.

The relationship with WFDC then becomes 
one of delivery agent: contracted to provide 
certain minimum service levels, but free to 
pursue activities beyond this remit.

A Board injects additional resource, 
expertise and a broader advocacy base for 
the museum, and creates a new voice for 
guiding the strategic direction of the 
museum.



BUY OR DIY?

By evolving the current relationship 
between Bewdley Museum and WFDC into 
more of a mutually beneficial partnership 
arrangement, more control and therefore 
ownership can be passed to the museum. 
This should impact upon the scope and 
motivation for entrepreneurial activity.

For example, rather than attempting to 
deliver new services itself, the museum (as 
opposed to WFDC) can then enter into 
bespoke negotiations with suppliers and 
partners to bring in specialist resource.

Both parties need to be incentivised. Where 
increased revenue is an objective, this 
means negotiating a combination of a 
baseline rate (perhaps lower at the outset to 
reflect mutual investment) plus some sort of 
profit share as the business develops.

Critical to the success of this alliance is a 
close working relationship between the 
supplier and the museum. Ideally, the 
supplier should sit on the management 
team, not least to provide good cross-
fertilisation of thinking for future direction.

The current relationship between Bewdley 
Museum and the Tourist Information Centre 
housed within its building is a case in point.

Despite the TIC and Bewdley Museum both 
being managed by WFDC, there is no real 
partnership between the two. This is 
strikingly illustrated in the TIC shop, which 
currently does not stock crafts hand-made 
ƻƴ ǎƛǘŜ ōȅ ǘƘŜ ƳǳǎŜǳƳΩǎ ŎǊŀŦǘǎ ǇŜƻǇƭŜΦ

There is a very limited meeting of minds. To 
correct this, the objectives set by WFDC for 
both the TIC and museum should be openly 
discussed. Areas of common interest and 
mutuality need to be identified, for example 
in the quality of customer experience. From 
there, a mutually agreeable offer can be 
created ςone that helps both parties meet 
their existing objectives.

As a co-habiteeof the space, the TIC 
ǇǊƻǾƛŘŜǎ ŀ ǎƛƳǇƭŜ ȅŜǘ ŘŜƳƻƴǎǘǊŀōƭŜ ΨǉǳƛŎƪ 
ǿƛƴΩ ŦƻǊ ǇǊŀŎǘƛǎƛƴƎ ǇŀǊǘƴŜǊǎƘƛǇ ƴŜƎƻǘƛŀǘƛƻƴǎΦ



PUTTING RESOURCES TO WORK

Supplier negotiations create mutually 
incentivised alliances as one option for 
releasing resources. In addition, the 
museum may wish to consider:

�í�X���Z�^�o�}�Á�������À���o�}�‰�u���v�š�[�Wŀ ǇǊƻƧŜŎǘ ŘƻŜǎƴΩǘ 
need to be right first time, but can be 
polished and expanded organically. As with 
.ŜǿŘƭŜȅ aǳǎŜǳƳΩǎ ŜȄƛǎǘƛƴƎ ŎŀŦŜΣ ƛǘΩǎ ōŜǘǘŜǊ 
to get something out that proves the case.

2. Scalability:start with a big idea, but then 
work in steps backwards until you reach an 
idea you can afford. Why spend £20k on an 
all-singing website when £2k can prove its 
worth as a first step?

3. Leverage public funding:in particular, the 
revenue grant from WFDC plus a recent 
success in securing major funding from the 
HLF. Whilst leveraging funding to access 
other public funding is well established, 
investing it as seed funding for new 
sustainable business strands is relatively 
untapped. Investment would be subject to a 
clear timetable for return on investment.

One institution alone has 
only a finite supply of 
resources to allocate to the 
highest bidder. A poor 
Ǉƻǎƛǘƛƻƴ ǘƻ ōŜ ƛƴΣ ƛŦ ȅƻǳΩǊŜ 
pockets ŀǊŜƴΩǘ ǘƘŀǘ ŘŜŜǇΦ

With collaboration, there is 
no obvious finite supply of 
resources; you enter into a 
marketplace in which you can 
buy, sell and share resources 
without limits ςthere is 
always ŀƴƻǘƘŜǊ ΨǎǘŀƭƭƘƻƭŘŜǊΩ 
available around the corner.

Your success depends on 
your ability to continually 
identify and negotiate with 
collaborators, and then 
relentlessly leverage the 
assets you collectively bring 
to the table.


