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1 Activity Plan Summary 

It’s a real local museum with a huge range of objects (Trip Advisor 

contributor, 2016) 

Audience engagement sits at the heart of The Museum of Barnstaple and North Devon 

(MBND). With over 55,000 annual visits and 50+ trained and welcoming volunteers, our 

successful museum punches well above its weight and is proud to be a beacon in the 

heritage and cultural landscape of North Devon. We are one of the top 25 most visited 

attractions in the South West of England. 

The Long Bridge Wing Project will increase access to the Museum’s collections by housing a 

new social history gallery, deliver a high quality temporary exhibitions gallery and create a 

dedicated learning space. With improvements to our retail and catering offer and improved 

facilities such as toilets and a lift to the upper galleries, we aim to increase visitors  to the 

Museum and raise the profile of Barnstaple as a significant cultural destination.  

Our ambitious target is to attract 75,000 visits by the second year of the project (2019) and 

on completion we will have created the lasting legacy of a real step-change in our ability and 

capacity to engage different visitors and users (including volunteers) with our collections, 

stories and research.  

The development phase of this HLF funded project has enabled us to consult with our 

visitors, volunteers and potential collaborators to ensure that the Museum is bigger and 

better in a way that creates real connections with our community, and fosters skills and 

learning for a range of participants. 

Findings from the research and consultation undertaken during the development phase has 

resulted in an Activity Plan that responds directly to the wider economic and social 

development agenda; matches the needs and interests of the visiting public, including 

welcoming and accommodating visitors with a range of access needs; tunes our learning 

programme in to the demands of the curriculum and offers skills and ‘real world learning’ to 

local young people as they develop their careers. Findings from this evidence gathering is 

presented in Sections 2, 3 and 4 and analysed by considering the ‘Barriers to Engagement’ in 

Section 5.2. 

The Action Plan presented in the final section of this Activity Plan (Section 6) consists of five 

interlinked programmes of work:  
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 Programme 1: Interpretation  

 Programme 2: Co-creation 

 Programme 3: Collections Care and Development 

 Programme 4: Exhibitions and Events 

 Programme 5: Formal Learning  

These programmes will be coordinated by one new member of staff, working alongside 

existing museum staff and volunteers, managed by the Museum Manager.   

The resources needed to deliver the activity programme including staffing, volunteering, 

communications and an enhanced website, training and evaluation are grouped together 

under the Staff and Resources section of the Action Plan.  

Our targeted three-year programme of activities will reach out to the following under -

represented audiences: 

 Lower income residents from Barnstaple and the 30 minute catchment area  

 Young people aged 16 – 25 

 Older local residents, including those in nearby North Devon villages  

 Key Stage 2 Primary school students, within the catchment area 

Our programme of activities delivered through the five programmes is presented in Section 

5.6 and is listed below in brief. The Museum will:  

 Deliver an inspiring Interpretation Plan within the new social history gallery 

 Facilitate activities which help draw out or test themes and object selections 

through community involvement, assisted by the: 

o creation of four teams of community experts 

o creation of two community panels; and 

o a total of five oral history projects, delivered through moving image  

 Fit out a local shop as a Pop-up Museum and create a demountable display for use 

in the Pop-up Museum and out in the community; 

o collections care within the Pop-up Museum will be delivered by the new 

volunteer collection care team 

o stories will be drawn from the visiting public, from open display of the social 

history collections, including -  

o Identification and acquisition of at least 15 contemporary objects 
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 Pilot an exhibition inspired by public responses, under the banner of ‘Hatched, 

Matched and Dispatched’ which will directly inform one subject theme for the new 

gallery 

 Enhance the post-opening exhibition programme to ensure that our exhibition 

quality reflects the high quality of the new exhibition space and helps us reach our 

ambitious audience targets 

 Develop a Flexible Fringe display to address gaps in exhibition themes or audiences 

through working with various communities 

 Develop, test and pilot new KS2 resources around the topic of Barnstaple's trade 

and cultural developments as a result of that trade 

 Work with PETROC, the north Devon 16+ education provider, to introduce 

structured work experience in the café for learning needs students, and better 

structure the current work experience offer made to Year 10 students from local 

secondary schools  

 Work with PETROC Art and Design students to deliver Made in Barnstaple. Students 

will design, create and market items for sale in the Museum shop, arrange and 

deliver a private view and evaluate the outcome 

 Apply for and start (if successful) an AHRD doctoral project in partnership with the 

University of Bath Spa based on the Brannam ceramics and archive collection. 

The project outputs also include: 

 The creation of a dedicated Museum website. 

 An enhanced marketing budget, delivered through our Marketing and 

Communications Plan. 

 A training programme, to include specialist training for our new Collection Care 

Team of volunteers; Arts Awards assessment for our permanent Learning and Access 

Officer and disability awareness training for all volunteers and staff. We aim to 

appoint an Accessibility Champion to support and challenge our access and 

engagement practice in years to come. 

This Activity Plan will be delivered within a budget of £140,375 and will be fully evaluated by 

the end of the three-year period.  
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2 Where are we now – our organisation 

2.1 Introduction 

The Museum of Barnstaple and North Devon (‘The Museum’) is a medium-sized, 

multidisciplinary museum, owned and operated by North Devon Council (NDC).  Our vision is 

to improve the quality of life for people in North Devon by providing a high quality museum 

service. The museum opened in 1989 and occupies the old North Devon Athenaeum building 

on Barnstaple Square, which was given to the town by Barnstaple’s great benefactor William 

Frederick Rock.  The collections are wide-ranging and include important regional 

archaeology, natural history, social history and photographs.   They incorporate  collections 

from the North Devon Athenaeum, the old Barnstaple Town Museum and the Royal Devon 

Yeomanry.  Of particular note are the collections of North Devon pottery (especially 

excavated and art pottery) and the Shapland and Petter arts and crafts furniture and 

archives collection. The Museum has a strong record of working with its local community, 

academic researchers and other heritage partners in the North Devon and Torridge Council 

areas.  It delivers a learning offer which is currently mostly delivered off-site and which 

includes handling boxes, music, dance and drama and the revival of traditional local skills. 

There are also regular family activities during school holidays and on some Saturdays.  The 

Museum offers around six temporary exhibitions a year.   It also hosts the Tourist 

Information Office.  

This impressive level of activity is achieved with 4.5 FTE staff and about 50 volunteers.   

 

2.2  The Long Bridge Wing- Building on W.F. Rock’s Foundation 

2.2.1 Project Summary 

The project will enable the museum to work with our local community to tell the stories of 

North Devon in the 20th and 21st centuries in new ‘permanent’ displays, including material 

generated by our HLF funded projects on CH Brannam Ltd’s pottery and Shapland and 

Petter. 

The Long Bridge Wing will increase access to our social history collections, eliminating the 

need for external storage, and improve the visitor experience by housing a new social 

history gallery, high quality temporary exhibitions space, facilitating an improved tea-room, 

meeting/learning space, toilets, and a lift to increase visitors as part of a new partnership 
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initiative to establish the town as a cultural destination. The meeting/learning room and 

improved shop and tea-room will increase the proportion of our income which is directly 

earned, enhancing sustainability.  

2.2.2 Project Aims 

The key aims of our project are: 

 To encourage a deeper engagement with North Devon’s heritage for more and a 

wider range of people. 

 To ensure that our collections are better preserved and more of our collection is 

shared with visitors. 

 To provide a wonderful destination for visitors to the region. 

 To support the wellbeing of the local community by acting as an agent of community 

cohesion. 

 To increase the sustainability of the Museum as a whole, through refurbishment of 

the tearoom, relocation of the shop, and creation of a meeting room and learning 

offer  

To achieve these aims the project will deliver the following: 

 A new build social history gallery with improved display and environmental 

conditions. 

 A temporary exhibition space, to be called the Long Bridge Gallery, to include 

temperature and humidity controls, allowing better exhibition programming. 

 A learning/meeting room (to hold up to 35 people), with adjacent cloakroom and 

tea-making facilities for meeting room letting. 

 A lift, creating easier access to the first floor galleries. 

 A redecorated and reordered entrance hall and stairs to create increased circulation 

space. 

 Relocation of the tea room and shop to increase income generation, and provision 

of better kitchen facilities. 

 New onsite collections storage, including publically visible storage of the reserve art 

pottery collections. 

 Modification of the Museum library area, to provide a researching and reading room 

for volunteers and the visiting public  

 A trained team of object collection care volunteers 
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 A redecorated entrance hall and stairs 

 The collection of more stories and images from the local population in digital form 

and their presentation in the gallery  

 Redisplay of the Shapland and Petter arts and crafts furniture collection in the 

former temporary exhibition space  

 An ongoing, enhanced programme of exhibitions, volunteer development, pilot 

projects, outreach activities and academic research  

 Conversion of a higher proportion of visits to the Tourist Information Office into 

Museum visitors  

The Development Phase of the project has been overseen by the Project Team, consisting of  

Museum Manager, NDC Parks Leisure and Culture Manager, our appointed external Project 

Manager plus additional involvement from NDC specialist officers and contractors.  

The Project Team has reported to the Advisory Forum which meets quarterly (see Section 

2.2.1 for details of the Advisory Forum). The Advisory Forum is chaired by Cllr Dick Jones 

(Lead Member for Culture and Housing) and is minuted by a Member Services 

Administrator. 

The final plans will be reported to the NDC Leadership Committee (the NDC Chief Executive). 

The capital contribution was approved as a Capital Project, June Executive Meeting, 2016. 

2.3 The organisation  

The Museum is a fully accredited, multidisciplinary museum caring for and displaying 

collections from the whole of Northern Devon.   

The Museum does not charge for entry and welcomes over 55,000 visitors each year, of 

which around a third are local people from northern Devon. We are now in the top 25 most 

visited attractions in the South West of England. 
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2.3.1 Staffing and Governance  

The Museum is part of North Devon Council (NDC), which provides a museum service under 

its general powers.  The Museum’s key documents (Collections Development Policy and 

Forward Plan) are approved by the Council.  Other operational policies are approved by the 

Head of Corporate and Community (Ken Miles) under delegated powers.  The budget is set 

as part of the Council’s annual cycle.  Individual reports (for example request for approval 

for replacing vacant posts) are taken to the Senior Management Team, which includes the 

Head of Corporate and Community.  Reports on individual projects are taken to the Council’s 

Leadership or Executive for noting or decision by members as required. 

The service was seconded to North Devon Theatres Trust from 2008 – 2013 but has now 

returned to NDC. The service is part of NDC’s  Corporate and Community Team and employs 

4.5 f.t.e. staff. There are about 50 regular volunteers, and additional contracted staff deliver 

externally funded projects in partnership with a range of public and third sector 

organisations.   

The Museum reports to an Advisory Forum, which is chaired by the Lead Executive Member 

for Culture and includes key stakeholders including Barnstaple Town Council, North Devon 

Athenaeum, the Royal Devon Yeomanry Trust, the Friends of the Barnstaple and North 

Devon Museum, the Barnstaple and North Devon Museum Development Trust and the 

Museum’s volunteers as well as the ward members.  Reports for these meetings, which 

include quarterly performance updates and operational plans are made available to all 

Members of the Council.  

 

This project is supported by Barnstaple and North Devon Museum Development Trust, 

an independent registered charity established to support our future plans.  The Trust is 

Head 0f Corporate and 
Community  

Parks, Leisure and 
Cultural Manager 

Museum Manager and 
Museum Development 

Officer 

Learning and Access 
Officer 

Oral History and 
Learning Volunteers 

Front of House 
Manager 

Front of House 
Assistants and Tea 
Room Volunteers 

Museum Assistant 

Collections and 
Exhibition Volunteers 

Advisory Committee 
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led by people with significant archaeological and museums experience, as well as 

business planning skills.  The Trust has recently initiated a project called 100 Objects, 

selecting 100 objects from the collections which will integrate the new Social History 

themes with the wildlife and geology galleries ready for publication in a book.  This is an 

awareness and fundraising activity, but it also informs theme development.  It is being 

delivered in partnership with the Barnstaple Journal which is publishing the selections 

regularly.  

 

The Museum Manager also carries out an advisory role for museums and heritage projects 

in the North Devon area, including curatorial advice for museums in Torridge District Council 

area, and a Museum Development role under an annual agreement as part of the South 

West Museum Development Partnership.  The Museum Manager is Mentor (for Museum 

Accreditation) for all North Devon and Torridge Museums. 

2.3.2 Volunteers 

Volunteers are integral to the effective running of the Museum’s service. We currently have 

around 50 individuals who volunteer with us, and our volunteers carry out the duties of the 

equivalent of more than four full time posts.  The contribution of volunteers to the service 

(in hours) is outlined below: 

Financial Year Hours 

2010-2011 4211 

2011-2012 5825 

2012-2013 6872 

2013-2014 6156 

2014-2015 7371 

2015-2016 6371 

 

More information is given about volunteering in Section 3.4. 
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2.4 The Policy and Operating Environments 

2.4.1 Internal Plans  

Museum Forward Plan 

The Museum of Barnstaple & North Devon Forward Plan 2016 – 2019 incorporates the 

aims, deliverables, timescales and budget for The Long Bridge Wing Project. The Forward 

Plan states the following aim: 

Within five years, the Museum will: 

 operate from a building that is bigger and better, with displays covering the full 

range of our collections  

 deliver high-quality learning and engagement opportunities to children and adults  

 be generating more income from an improved shop and tea room 

 recruit, train and retain empowered volunteers to create deeper engagement 

between our collections and visitors  

 be able to care for our collections better, with improved storage and digital access 

 be more connected to our local community, and playing an important role in the 

development of Barnstaple as a cultural destination. 

North Devon Council  

The Museum’s Forward Plan fits within North Devon Council’s Corporate Plan 2015 – 18 

which aims to achieve A stronger future for North Devon.  In particular, it will contribute to  

 Supporting and driving forward economic growth by planning for an expanding 

North Devon 

 Embracing new technology and enhancing and celebrating our distinct environment 

to create high value jobs and make the district prosperous and the place of choice for 

all.  

Under the heading ‘Growing North Devon’, most pertinent to the ambitions of this project is 

the second of two corporate objectives, namely to promote Barnstaple and its uniqueness as 

the sub-regional centre for growth.  

The NDC Parks and Leisure Service Plan 2015 clearly lists the project under the Museum’s 

Service Plan objectives against two action points: build major extension to the Museum; 

increase earned income by 10% per annum.  
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2.4.2 External Plans and Strategic Initiatives  

The Northern Devon Economic Development Strategy, 2014 – 2020 is the driving economic 

plan for the greater north Devon area, which encompasses the areas of North Devon Council 

and Torridge District Council and that part of North Devon within Exmoor National Park. It 

clusters actions under a range of priorities including investment in coastal and habourside 

infrastructure for tourism and leisure uses, investment in town centres and improvements 

to public realm and connectivity. The Strategy names Barnstaple as the area’s sub-regional 

centre, which again emphasises this project’s strong strategic fit. 

The National Coastal Communities Alliance is a partnership of coastal local authorities and 

coastal organisations with an interest in coast matters, with a particular focus on socio-

economic challenges. At a local level, the guiding document is the Barnstaple Coastal 

Community Team Economic Plan, 2016. The Coastal Community Team is led by NDC with 

representation drawn from key stakeholders with an interest in the collective development 

of the waterfront area. The central economic aim of the Plan is to rejuvenate the Barnstaple 

Riverfront on both sides of the River Taw, from the Long Bridge to mouth of the River Yeo, for 

the benefit of businesses, residents and visitors alike, through initiatives which draw upon 

the rich mercantile heritage, cultural and leisure opportunities offered by the Riverfront area.  

This project is strategically important to the delivery of the Economic Plan’s Action Plan and 

is listed as a key project for priority delivery.  

The Barnstaple Coastal Community Team (CCT) Economic Plan lists a set of strategically 

important local projects and initiatives one of which the The Long Bridge Wing.  

Barnstaple Town Council has recently embarked on Neighbourhood Planning, which will 

result in a coherent Neighbourhood Plan for the Barnstaple town area and will demonstrate 

the value of the Museum in cultural, community and economic terms.  

The Devon Children, Young People and Families Alliance (The Alliance) is a partnership of 

all organisations and services that work with and for children, young people and families in 

Devon. The priorities for the Alliance for the period 2015 – 2020 are set out in the Children, 

Young People and Families Plan. The six core themes provide direct context to our project 

with specific emphasis on: 

 ‘Connect’: more organisations and projects provide opportunities for children and 

young people; more children and young people are involved and can influence 

decisions  

 ‘Give’: more children and young people volunteer. 
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Although Barnstaple Museum is not directly funded by Arts Council England (ACE), the 10 

year strategy Great Art and Culture for Everyone1 has a set of goals which offer valuable 

context for all Museum development and strategic planning. The emphasis is very much on 

access to excellence, particularly by children and young people, plus organisational 

resilience, leadership and skills. These align well with the aims of this capital project and 

Activity Plan.  This is demonstrated by the Museum’s recent successful awards of grants 

from ACE (2012/13 – 2013/14) which resulted in a governance and partnership review (in 

partnership with our neighbouring museum, the Burton Art Gallery and Museum in 

Bideford).  This also enabled a Rapid Income Audit which made it clear that the 

improvement of spaces and facilities, particularly to the tearoom and shop, were essential 

for the Museum’s future sustainability.   

Barnstaple Building Preservation Trust places an emphasis on the value of culture to 

support new uses when regenerating buildings within Barnstaple. The Preservation Trust has 

been funded (by the Architectural Heritage Fund) to commission a piece of research into the 

value of work spaces for creative industries and the opportunities presented in Barnstaple. 

This ties into the Made in Barnstaple agenda, which aims to support the development of 

Barnstaple as a cultural destination; support practising artists, crafts makers and other 

creative enterprises and provide opportunities for young people to engage with the creative 

industries whether it be vocationally or as a route to employment. The work will be 

undertaken in 2017. 

PETROC is the North Devon college provider for higher and further education. The PETROC 

strategic plan 2015-2020 identifies a central role for the College in creating the economic 

environment to enable all businesses, communities and individuals to reach their full 

potential. This extends to the creative industries through the delivery of the Foundation 

Degree in Fine Art, in association with Plymouth University. Progression routes offer transfer 

to the final year of the Fine Art Degree at Plymouth University and the BA (Hons) in 

Professional Development (Creative Industries).  The latter is based at the Brannams  

Campus in Barnstaple and is intended to develop the professional knowledge and skills of 

students to enable them to engage with methodologies and theories required to pursue a 

                                                           

1 Great Art and Culture for Everyone.  A 10 year Strategic Framework 2010 – 2020.  Arts 

Council England, revised 2013 
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career in the creative industries2.  This supports the Made in Barnstaple strategic agenda of 

which the Museum’s project forms a part. 

Historic England has a strong interest in Barnstaple in respect of the evidential remains of 

the historic town, which include a Norman Motte and Bailey castle (the motte remains in 

excellent condition). Aspirations to learn more about Barnstaple’s Saxon and Norman 

periods are being strengthened by the development of a consortia project, including 

partners from PETROC and the Museum, which would potentially apply to HLF’s Kicking the 

Dust funding programme. Any such project would not be part of this project, but serves to 

demonstrate the value of the ongoing dialogue with Historic England. 

Barnstaple Town Council, Barnstaple Chamber of Commerce and NDC are working together 

to develop Barnstaple’s profile as an historic town.  Plans to renovate and better interpret 

the Barnstaple Guild Hall are part of this thinking and the redevelopment of the Museum 

will allow it to act as a wayfinder, linking to other historic attractions and providing an 

overall context.  

2.4.3 The Visitor Market  

Visit England is the national tourist board, which aims to maximise tourism’s contribution to 

the economy, employment and quality of life. Its focus is primarily domestic tourism. 

England: A Strategic Framework for Tourism 2010-2020 is the guiding document and states 

commitment to market growth, underpinned by a call to increase visitor satisfaction through 

quality and distinctiveness.   

Visit Britain is the national tourism agency, responsible for promoting Britain worldwide and 

developing its visitor economy through its core strategy Delivering a Golden Legacy: A 

growth strategy for inbound tourism to Britain from 2012 to 2020.  

Visitor marketing at sub-regional level is led by the North Devon Marketing Bureau, which is 

a membership based destination marketing organisation (DMO).  NDC is a member and 

since 2010 the Museum has provided the Tourist Information Service for Barnstaple, 

including ticket sales, accommodation bookings and enquiries.  There are over 100,000 visits 

to the building but of these the counter on the ground floor galleries only records around 

56,000 visits.  One of the challenges for this project is to convert more of the Tourist 

Information visitors to Museum visitors.  

                                                           

2
 https://www.petroc.ac.uk/content/courses/arts-design-craft-photography/ba-

hons-professional-development-creative-industries. 
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2.4.4 Strategic context: Implications for Activity Planning  

Economic Growth: The Long Bridge Wing project aims are clearly articulated within the 

Museum’s Forward Plan, which in turn aligns closely to a range of regional strategies that 

are underpinned by an imperative for economic growth. Barnstaple is identified as the key 

sub-regional centre for growth with significant opportunities presented within the potential 

for riverfront development within which the Long Bridge Wing project is a priority scheme 

for delivery. The Museum is already linked strongly to the visitor offer as it houses the 

Tourist Information Service, and there is an opportunity to convert more users of the Service 

into Museum users.   

Cultural Distinctiveness: Investment in the Museum project will strongly support the agenda 

for cultural distinctiveness in respect of destination marketing, and the growing in-bound 

and domestic visitor market. Through an emphasis on the Museum’s collections, namely the 

unique Shapland and Petter archive, and the C H Brannam Ltd collections and archive, a very 

real opportunity is created to work with PETROC and other partners to support the emerging 

Made in Barnstaple agenda.  

Children and Young People: Finally, actions within this Activity Plan visibly support the call 

for more opportunities for children and young people and an increased role in their decision 

making and volunteering. 
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2.5 The Activity Planning Process 

Work on the Activity Plan was started in 2016 by the Museum’s Learning and Access Officer, 

who commissioned a piece of community consultation (Our North Devon) and gathered 

evidence to support other aspects of the Activity Plan. When that officer left his post in 

September 2016, the work was taken over by Christina Dixon and Hilary Bracegirdle.  The 

Activity Plan process has included activity that is listed below, and is written up in Section 3 

and part of Section 4: 

 An audit of existing activity, plus a review of research and evaluation reports. 

 A review and analysis of the strategic environment. 

 A market assessment using Area Profile Data for a 30 minute drive time, purchased 

from The Audience Agency 

 Community consultation & schools consultation (Our North Devon) 

11 stakeholder interviews, and consultation with 36 members Friends of the Burton, 

Bideford  

 Visits to comparable museums: RAMM, Topsham and The Museum of Somerset, 

Taunton 

 Consultation with Friends of the Museum of Barnstaple and North Devon  

 Consultation with a ranging set of heritage groups e.g. Archaeological Society, 

Barnstaple Building Preservation Trust 

Our North Devon was a piece of public consultation undertaken by Faye Balmond, an 

external consultant, to support the development of this Activity Plan, plus interpretation 

themes and narrative, working alongside designers Scribble & Nonsense. The methodology 

included public consultation and feedback that: 

 Was collected during a week-long consultation period (18th May – 4th June 2016) 

 Included facilitated questionnaires, targeting users and non-users  

 Included an online survey, targeting users and non-users.  

It also included a focus group with volunteers and an online schools survey. 

Findings from the evidence gathering phase of the Activity Plan process were presented and 

discussed within a workshop setting where key decisions were made about involving people 
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in the project (Section 5).  The framework of the Activity Plan (Section 6) was agreed at a 

workshop style meeting with the Museum Manager and staff. 

2.6 Significant Changes since Round One 

Changes to the overall project are summarised in the Round Two application. The broad 

outline of Activities, including the Interpretation and uses of space in Round One remain 

broadly unaffected. 

That said, findings from the Development Phase have offered new insight into the project’s 

audience engagement and learning potentials and are reflected in the four changes listed 

below: 

Round One  Round Two 

Feasibility of creating a pottery studio/ 
hands-on activities 

Not taken forward – more detailed 
discussion with a potter showed there 
would be insufficient space  

Placements for PETROC catering and 
tourism students at the Museum 

Work experience in museum café for 
PETROC students with learning needs in the 
new café  

Designation application   Joint designation now not permitted, but 
instead we are applying for a AHRC 
Doctoral Award based on the Brannam 
Archive and Collections 

Ceramics volunteers Concept expanded to a larger team of 
Collections Volunteers who will work on 
sorting, unpacking, documenting and  
cleaning the collections and also elicit 
stories and feedback from visitors to the 
Pop-up Museum.  Ceramics team will form 
a specialised part of this, working in the 
Museum itself.  

 

3 Where are we now – Activities 

3.1 Overview 

The Museum is located in a central riverside position, set within a pleasant landscaped area 

and within close walking distance of the shopping centre, car parks and hotels. The building 
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is considered by Historic England to be of significant importance as a gateway to the historic 

Barnstaple townscape and is Grade II listed.  

Desk-based research was undertaken by South West Archaeology Ltd3 as part of the  

Development Phase.  It provides a statement of the historical context and significance of the 

existing building, and adjacent buildings and structures. It contains some fascinating pictures 

and historic sources, and informs proposals to extend the Museum. 

 

The Museum is open six days per week, 51 weeks of the year, including Bank Holidays. The 

imposing building houses the Tourist Information Centre in addition to the Museum, shop 

and tearoom which spills out onto an outside terrace. Visits to the building are recorded by 

an auto door-counter which show that footfall into the building is over 100,000 per year.  

Museum attendance figures are detailed in Section 4 below.  

3.2 Collections  

The collections are described fully in the MBND Collections Development Policy. The 

collections comprise some 80,000 items including: 

 Archaeological material from the Palaeolithic period to the 18th century, including 

local excavated and chance finds, the archives of the North Devon Rescue 

Archaeology Unit 1984-1990, and other northern Devon excavations. 

                                                           
3
 Report number 160606 
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 North Devon Pottery from the mediaeval period to the present day, including 

excavated archaeology from 14th, 16th and 17th century kiln sites in Barnstaple, 

pieces by the Fishleys of Fremington and the Art Potters C.H.Brannam, Alexander 

Lauder & William Baron.  This includes the important collection and archives of 

C.H.Brannam Ltd from 1879 to 2007.  It is considered to be of international 

significance.   

 Photographs, topographic pictures, maps, paintings, engravings and other pictures, 

mainly of local interest and including 200 prints by James Ravilious of North Devon 

in the 1980s.  

 Social history items from architectural to decorative, mostly local, covering  

domestic, recreational and working life, trades, industries, local government and 

education. 

 Ethnographic items from New Zealand, Africa, North America etc. 

 Decorative arts: locally used or produced items and comparative material, including 

church silver and pewter (particularly the Stanley Thomas Collection of West 

Country Pewter) and the important collection and archives of cabinet makers 

Shapland and Petter of Barnstaple. 

 Coins, tokens and medallions, local and non-local. 

 Geological material including the Townsend Hall Collection, the Inkerman Rogers 

Collection plus other local and non-local comparative material. 

 Natural History material (local and non-local) including vertebrate, invertebrate and 

herbaria. 

 Militaria (including the important Royal Devon Yeomanry Museum Trust Collection 

and other Royal Devon Yeomanry, Devonshire Regiment, and earlier material, all on 

loan) 

The collections are of all periods and from all over the world.  However, the emphasis is 

upon natural or man-made items with significance to the natural and human social history of 

Barnstaple, the North Devon Council area and northern Devon (with adjacent parts of North 

Cornwall and Somerset).  We have a unique connection to America, starting with the 

Newfoundland salt cod trade and moving onto early settlers in Virginia and New England 

who were from the North Devon region. Their descendants still visit us today to explore 

their ancestral past. 
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3.3 Activities 

The Museum offers seven public gallery spaces, including one temporary exhibition space. 

The current Museum publicity leaflet shows the public offer as follows: 

Gallery Name Description 

The Story of North Devon Told through our archaeology and social 
history collections  

The Tarka Gallery Find out about otters, culm grasslands and 
North Devon Coast  

The Undersea World Revealing underwater life around North 
Devon’s coast 

The Art Pottery Gallery Showcases our important collection of 
Brannam and other local wares 

Shapland & Petter Manufacturers of high quality arts and 
crafts furniture 

North Devon at War The regimental collections of the Royal 
Devonshire Yeomanry and the story of 
North Devon’s part in the two world wars 

The Museum produces around six temporary exhibitions per year, including popular 

interactive displays in the summer, annual photographic and open art exhibitions, and 

shows by local groups or on topical local themes. By way of example, the temporary 

exhibitions programme for 2016/17 is as follows: 

Exhibition title Description 

From Devon to Dujailah Paintings and extracts from the journal of 
Vernon Carr Boyle, following the exploits of 
the 6th Battalion Devonshire Regiment in 
Mesopotamia during the First World War. 
HLF funded. 

Meet John Woodcock: A man of Ilfracombe An exploration of the life and work of 
‘outsider artist’ John Woodcock (born 
1927) 

Our North Devon: Have your say Public consultation exhibition and event 

The New Archaeology Who does what for the archaeology of 
North Devon? This exhibition presents for 
the first time the results of recent research, 
surveys and excavations. In collaboration 
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with North Devon Archaeological Society 

All the Fun of the Fair 

(Summer exhibition) 

Stories from the last 50 years of 
Barnstaple’s Great Fair and its ancient 
origins, customs and economic importance. 
In association with Barnstaple Fair Heritage 
Society 

The Botanical Diary of a Country Lady: 
Watercolours by Clara Peters of Arlington 
Court.  

Clara (Chrissy) Peters joined Miss Rosalie 
Chichester of Arlington Court as a paid 
companion from 1912 to her death in 
1937.Her paintings are now part of the 
collections of the North Devon Athenaeum 

North Devon Photographs Selected entries from the popular annual 
Heritage Photographic competition 

15th North Devon Open Art Show A showcase of work by selected artists 

 

Three recent projects which generated their own exhibitions and activities are of particular 

relevance:  

New Barumites: An exhibition of photographs and audio recordings made in 

partnership with North Devon Sunrise, the local migrant support group, who 

received HLF funding for the project. We had wanted to do this exhibition for some 

time, following our Barumites exhibition in 2010, which consisted of photographs 

and interviews with lifetime Barnstaple residents, and aimed at recording the town’s 

distinctive and disappearing accent and dialect. 

Fishing for History: This project has created two major and two minor exhibitions, 

carried out events from carnival workshops to rockpool rambles and cooking 

demonstrations and generated two books, oral histories and new Museum 

collections. It has supported a new group in passing on the skills of knitting 

Appledore frocks, and created knitting packs for sale. Our conserved salmon boat 

was taken on tour to eight local primary schools to create music and drama, which 

were performed at Bideford College and in Barnstaple Square to great acclaim. This 

project was part HLF funded and was fully evaluated.  Some of those evaluation 

findings are presented within Section 4 below.  

Barnstaple Fair Heritage Society: we supported an HLF application for funds that 

enabled Barnstaple Fair Heritage Society to plan and deliver a programme of events 
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to support their 50th anniversary. This included a museum exhibition over the 

summer and a programme of public engagement.  

All three projects demonstrate the reach and effectiveness of our current audience 

development work. The outcome is a strong foundation of community contacts and an 

understanding of the range of interests and motivations of local people. 

3.4 Education and Outreach programmes 

The Museum is directed by its Learning Policy, 2013.  By putting learning at the heart of the 

organisation we adopt the following definition of learning from the Campaign for Learning: 

Learning is a process of active engagement with experience. It is what people do when they 

want to make sense of the world… Effective learning leads to change, development and the 

desire to learn more. 

3.4.1 Schools  

The Museum’s Schools Learning Offer was developed as part of an Arts Council funded 

project (2012/14), which aimed to increase sustainability by creating an expectation that 

schools should pay.  At present learning is mostly delivered off-site because there is 

nowhere on-site that can accommodate a class of children, and toilet and cloakroom 

provision is inadequate.  

The Learning and Access Officer post (full time and currently vacant) is responsible for the 

delivery of staff-led, or self-directed activities for primary and secondary schools, based on 

the galleries and temporary exhibitions.  

School visits are poorly served.  The lack of space means that packed lunches are eaten in 

the galleries or the research room, there is no one place to easily talk to the whole class at 

once, all of which not only affects the experience for the school visitors, it also affects the 

experience for the rest of the visiting public. There is no bag or coat base and only one 

public toilet. Currently any pupils who cannot easily climb the stairs to the first floor are 

excluded from the upstairs galleries. 

Of the 11 respondents to a questionnaire sent out to schools within the catchment area (see 

Section 4.8), just over a quarter had not used the Museum’s services.  When asked what 

stopped teaching staff visiting the Museum as much as they might like, a high proportion 

(40%) said ‘there isn’t anywhere to leave our bags, have lunch or sit the group down together 

as an activity’. 
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Self-directed schools visits are free. The Museum learning offer for schools is as follows: 

 Museum workshops to support a school visit e.g. object handling sessions and other 

workshops charged at £25 per contact teaching hour 

 Free downloadable resources to support curriculum topics e.g. prehistory and World 

War I, local history & Gallery Games (an approach to exploring both Barnstaple 

Museum and the Burton Gallery). A range of resources have been generated 

through project work but not well integrated into the main learning offer, and not 

promoted well or their on going use evaluated. 

 Outreach visits (to schools) covering a range of topics and subject areas, with objects 

and activities, charged at £80 for a half day and £150 for a full day 

 Collections loans (10 themed loan collections), charged at £5.00 per week 

 

 

3.4.2 Family Learning 

In 2009 the Museum received £45,000 from the Big Lottery to establish a regular play 

programme over three years. This has now been mainstreamed to provide free family 

activity either in the Museum or in the Square programmed for every Wednesday in the 

school holidays and some Saturdays. In addition, we participate in national events such as 

Big Draw, Museums at Night, National Science and Engineering Week.  

Alongside this, larger scale projects such as Fishing for History, and the exhibition, Fish Tales, 

2015, have offered a family learning programme. The evaluation report for the Fishing for 

History public engagement programme lists 16 family friendly events and activities which 

reached in excess of 1600 individuals.  
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3.4.3 Adult Learning 

Despite the lack of space for learning events, we have successfully hosted talks, most 

recently associated with the Fish Tales exhibition (2015). During the project period four 

evening talks were programmed which were attended by 100+ individuals.  Two of these 

were held within the Museum, but a lack of space meant that some people had to stand 

(some in the corridor) and there was significant negative feedback about not being able to 

sit, hear or see.  

In 2011 the Museum received funding for a Consortium comprising MBND, PETROC, The 

Burton Gallery and some smaller museums to create a large Adult Learning Programme.  

This was delivered off-site and was successful but we have found it a challenge to 

mainstreamed this work. This project addresses this challenge through building a Learning / 

Meeting Room and developing a programme of adult learning talks led by the Museum 

Development Trust.   

We are used as an informal venue for various adult groups, including Coast Wise, and 

Walking for Health.  We also offer offsite talks to WIs and other groups, of which the most 

popular is our ‘Objects from the Attics’ talks featuring social history objects not on display. 

3.4.4 Further Education and working with Young People 

We currently offer work experience opportunities to Exeter University undergraduates and 

postgraduate students and Year 10 placements from local secondary schools. In the main 

these opportunities are reactive, i.e. individuals with an interest approach us.  

Recently we have worked in partnership with The Park School, Barnstaple (secondary 

school), West Buckland (boys’ independent school) and PETROC (FE college). The PETROC 

project was centred around co-curation, whereby young people were encouraged to select 

an item that interested them from the collection in store. The resulting selection of objects 

was then interpreted and displayed in the temporary gallery space.  

Our experience of co-curation and co-creation through this project and other similar small 

scale activities is informed by our desire to encourage curiosity and imagination, and has 

primed this project in respect of working closely with local communities and building on 

their input.  

3.4.5 Volunteering 

As noted in Section 2, volunteers are integral to the effective running of the Museum’s 

service. We currently have around 50 individuals who volunteer with us, and our volunteers 



 24 

currently carry out the duties of the equivalent of more than 4 full time staff.  In 2015/16 the 

total number of volunteer hours was 6371, which demonstrates an increase of around 2000 

hours over the past five years.  

The principle volunteer roles are as follows: 

 Tea room volunteers who are responsible for running the highly successful Museum 

teashop (turnover is around £25,000 per year).  

 Back of House - collections volunteers are involved in object documentation and 

some collections care.  

 Front of House - exhibition volunteers who are responsible for visitor ‘meet and 

greet’, telephone and in-person reception and shop sales duties, information about 

children’s activities and quizzes, exhibition content and other front of house duties 

 Oral History volunteers (around 10 at present) who were trained by an accredited 

trainer from the Oral History Society and who developed their skills further during 

the Fish Tales and All the Fun of the Fair projects.  

 Volunteer Education & Events Assistants – who assist with school visits and with the 

administration and promotion of the learning service to schools; assist with family 

friendly learning events. 

Volunteers are recruited via the Barnstaple Volunteer Bureau, through word of mouth, the 

museum website and the printed leaflet. Several individuals present with multiple needs 

which can easily be accommodated within the team, including individuals with their carers. 

The overriding feedback from volunteers that they enjoy the mix of ages of backgrounds 

within the team, good training opportunities on offer, and overall there is a highly social 

aspect to volunteering within this supportive organisation.  

Through interviews with volunteers it was clear that the range of opportunities offered was 

surprising to them and really enjoyable, helped by Front of House and TIC requirements 

which ensure there are always practical tasks to do.  

Our volunteer base is one of our greatest assets and we would like to invest in our 

volunteers in order to create additional rewarding roles, such as collection care work, 

alongside the current ‘task driven’ volunteering activities.  

The museum has the following volunteer documentation in place: 

 Volunteer Policy 2013 

 An Induction Process for each role 
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 Volunteer Handbook 2016 

 Job descriptions for each role 

 Volunteer application forms and registration & agreement forms  

 

 

3.4.6 Friends of the Museum of Barnstaple and North Devon 

A Friends group was established last year (2015) and has since grown in number to 20 

members. The aim of the Friends group is to enable small scale funding raising support. It is 

an informal association of supporters, that plans to deliver four events per year plus a 

newsletter. The Friend’s group role and value will develop as the project takes shape.  

3.4.7 Barnstaple and North Devon Museum Development Trust 

The Development Trust was established (2013) to support the development of the museum. 

It is a registered charity with a set of objects which assist the operation of the museum 

service, and is able to apply grant giving trusts on behalf of the museum. During this 

project’s Development Phase funds were made available to bring in a fundraising consultant 

who has worked with Trustees on a fundraising plan targeting high net worth individuals and 
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trusts and foundations, plus marketing collateral e.g. an appeal leaflet, newsletter etc. An 

early success has  been the award of £50,000 from Fullabrook Community Fund4. 

3.4.8 Marketing  

The marketing budget for the museum is in the region of £5,000. This pays for one leaflet 

(1/3 A4 folded, designed for leaflet racking) which comes out in February and promotes the  

annual programme. It is distributed via South West Marketing into targeted racked 

distribution points. Larger funded projects and exhibitions support their own publicity 

budgets which afford additional printed material. 

The museum website is hosted as a simple page5 with links through to Devon Museums6, a 

collaborative website that collectively promotes all museums within Devon. The standalone 

simple page includes a Twitter and Facebook feed; an events list with links to Devon 

Museums, and a link to ehive, an online catalogue of the museum’s digitised collections 

(55,000+ images of objects, art and photography). 

The museum makes good use of social media and has active following on Facebook (1000+ 

Followers) and 2000+ on Twitter.  

On and off-line communications is augmented by the communications function within NDC  

who are able to cross promote and re-tweet to add to the volume of the message.  However 

the NDC Communications Team has challenges around capacity, and there is a need for 

additional PR and communications which is less local authority focused and more ‘fleet of 

foot’ and informal, to augment the service they can provide.   

3.5 Implications of the current activity programme for the project 

A firm foundation is laid for the successful delivery of this project: What is most noticeable 

about this summary of current activity across the museum is the high level of professional 

service achieved by a small staff team, and the breadth and depth of achievement in respect 

of public engagement and learning undertaken, much of which has been in partnership with 

community organisations and schools. This coupled with the recent advent of the museum 

                                                           

4 http://www.fullabrook-cic.org/ 
5 http://www.barnstaplemuseum.org.uk/ 
6 http://www.devonmuseums.net/The-Museum-of-Barnstaple-and-North-Devon/Devon-
Museums/ 

 

http://www.devonmuseums.net/The-Museum-of-Barnstaple-and-North-Devon/Devon-Museums/
http://www.devonmuseums.net/The-Museum-of-Barnstaple-and-North-Devon/Devon-Museums/
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Friends and the Barnstaple and North Devon Museum Development Trust demonstrates 

that a firm foundation is laid for the successful delivery of this project.  

Track record: The Museum has a strong record of working with communities and partners to 

deliver activities, and has taken the opportunity to mainstream some new ways of working 

such as generating income for schools activities and incorporating music and drama into 

projects.  It has built up a very positive reputation with local communities, schools and 

colleges who are all enthusiastic about the current project and keen to be part of shaping it.  

There can be no doubt that the team is capable of delivering the Long Bridge Wing Activity 

Plan and maintaining its legacy.   

Collection rich: The collections themselves clearly strike a note with the public, and the 

opportunity this project brings to unlock and share more of the 20th Century collection, 

including the unique arts and crafts material, will undoubtedly attract interest from a wide 

audience. With clear strategic links to developments in the creative industries and 

destination marketing agendas demonstrated in the previous section, interpretation of this 

remarkable collection will help underpin the thinking of our Activity Plan.  It is also likely to 

deliver an increase in the ABC1 market which is currently underrepresented, and to convert 

an increased number of the Tourism Service users into Museum visitors.  

Volunteer development: The high level of commitment to volunteer development is evident 

through numbers of volunteers and volunteer hours, and the volunteer documentation set 

suggests a well established and well managed volunteer service and a solid foundation from 

which to build.  

4 Where are we now – our audiences 

4.1 Introduction  

This Section examines the current visitors and the potential market for the project, and the 

Museum post project delivery. It contains findings from our public consultation activities and 

data from a local market appraisal.  

4.2 Current visitors and users 

As outlined in Section 3, the museum welcomes visitors who make over 100,000 visits per 

year to the museum building.  This includes visits to the Tourist Information Centre, tearoom 

and temporary exhibition gallery. 



 28 

The table below shows a summary of visitors to the museum’s permanent displays and an 

estimate of participants for on- and off-site learning activities: 

Year  2015/16 

Total number of visits  55509 

Adult visits  45206 (81%) 

Children visits  10303 (19%) 

Onsite schools  1014 (children) 

Onsite other learning activities  1014 (participants) 

Off site schools  1223 

Off site other events and activities (includes 
project activities) 

5015 

The profile of the current7 museum visit is: 

 58% female 

 42% male  

 36% are local; 22% are from the south west; 39% from the rest of the UK; 3% are 

from overseas. There is roughly a 40/60 split between locals and visitors (day trip 

and staying) to the area 

 18% are aged 18 or under; 2% are 19 – 24; 5% are 25 – 35; 20% are 35 - 54; 55% are 

55 plus  

 55% are first time visitors; 32% have visited once or twice and 13% are regular 

attenders  

 28% visited on their own; 52% as part of a family group; 19% with friends and 1% as 

a part of a school or college group (2011 data) 

Perceptions: an analysis of positive visitor comments from surveys undertaken between 

2007 – 2015 highlights the following positive comments: 

 Natural History 

 Hands on interactive 

 Child friendly  

                                                           

7 All visitors are invited to complete a survey; response rate is around 0.5% - 1% annually. 
The figures above are from the 2013 survey results  
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 Helpful staff 

 Local History 

4.3 Market Assessment  

4.3.1 The Local Area 

Barnstaple is located on the north coast of Devon on the Bristol Channel within the district 

of North Devon. The town dates back around 1,000 years and was founded by the Saxons at 

the lowest crossing point of the River Taw. Barnstaple’s population is 24,033. The wider 

Barnstaple Town Area population is one of the largest in Devon (population 47,939 in 2012), 

similar in size to Exmouth and Newton Abbot.  Barnstaple is geographically isolated from the 

main cities of Plymouth and Exeter to the south, and has limited transport connections.  It is 

therefore a sub-regional centre with a strategic role for the provision of key services (health, 

education, leisure, retail) and employment within northern Devon. Much of the area’s future 

development is expected to be concentrated within Barnstaple. The town has expanded 

rapidly over recent years, with population growth exceeding both district and county growth 

rates. 

North Devon is an environmentally special area, with large sections of the coast designated 

as the North Devon Area of Outstanding Natural Beauty. One third of Exmoor National Park 

falls within the North Devon district. Not surprisingly therefore, North Devon is a popular 

tourism destination, much of it focused on the coast, within which Barnstaple plays a key 

role as a transport hub, for attractions and recreation, accommodation, food and drink and 

as a shopping centre. 

Issues highlighted within a ‘Barnstaple Town Study’8 are as follows: 

 Between the last two censuses, (2001-2011), the Town Area’s population increased 

by 7.3%, outstripping growth rates within the wider district (7.0%) and county (5.9%) 

 Compared to the wider district and county, Barnstaple has a relatively young 

population. In 2011, 49.2% of Barnstaple parish’s residents were aged under 40, 

compared to 42.5% within North Devon district and 47.1% nationally 

 There are pockets of high deprivation.  Areas within Barnstaple Central Town and 

Yeo Valley wards are amongst the five most deprived Lower Super Output Areas 

(LSOAs) in the county, with neighbourhoods within Barnstaple Central Town ward 

amongst the 10% most deprived in the country 

                                                           

8 Devon County Council (2011) Barnstaple Town Study Report: Core Strategy Evidence, October 2011  
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 There are high levels of dependency on benefits (generally ‘in work’ benefits).  

Unemployment rates are in line with district and county averages, but mask wide 

variation across the town – the highest rates are within the most disadvantaged 

wards. 

4.3.2 The local economy  

Whilst Barnstaple owes much of its history to the wool trade and its maritime links, today it 

hosts a mixed economy. Manufacturing is a key sector (11% of employment in 20119), with 

several large employers in and around the town, as well as retail (18%), health (14%) and 

education (9%), reflecting the town’s importance to the wider area for economic activity, 

public services and as a retail centre.  Although isolated and peripheral within the county, 

Barnstaple is the most accessible of North Devon’s towns, albeit through a branch line rail 

connection and the de-trunked A361 North Devon Link Road, with the M5 motorway some 

36 miles to the south east.  

Tourism is important to the town’s economy, but proportionately less important than in the 

wider area. In 2011, ‘accommodation and food services’ accounted for 8% of employment 

compared to 10% in the wider district. Yet the town plays a critical role in the wider tourism 

economy, acting as the main transport hub, providing many of the district’s highly rated 

hotels and restaurants, and acting as the wider area’s main cultural focus, as well as the 

district’s main shopping and leisure resources. 

Within the new Local Plan10 much of northern Devon’s future development growth is 

expected to be concentrated in Barnstaple, enhancing its role as a ‘Strategically Significant 

Town.’ In total 3,435 new homes are proposed to be built within the Barnstaple core 

catchment area.  

4.3.3 Education 

Across the North Devon and Torridge District Council areas there are around 80 primary 

schools, 10 secondary schools, one Special school and one Pupil Referral Unit (PRU) in the 

Museum’s catchment which is defined as the northern Devon area.11 

                                                           
9
 Census 2015 

10 The North Devon & Torridge local plan 2011-2031 (publication draft 2014) 

11  Torridge District Council and North Devon District Council 
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Within Devon, schools are organised into Local Learning Community Clusters which are 

usually secondary schools and the feeder primary schools. Schools tend to work 

collaboratively within each learning cluster to support school improvement. 

Within the Barnstaple Learning Community Cluster there are two secondary schools, namely 

Pilton Community College and The Park Community School, and 16 Primary Schools.  

As described in Section 2.3, PETROC is a large further education college that was formed 

through the merger of North Devon College (Barnstaple Campus) and East Devon College 

(Tiverton Campus). PETROC now serves a very large swathe of Devon and offer provision 

across all a wide range of subject areas. It has a large cohort of full time 16 – 18 year-olds 

studying on vocational and GCS AS / A level courses (around 3500 full time + 550 part time) 

and a smaller cohort of adult learners (19+) including those taking Level 4 (Higher Education) 

qualifications (around 300 full time and 2,500 part time). Courses that support employment 

within the Creative Industries at post -16 learning have a strong focus, with a range of 

courses (FE and HE) delivered at the Brannams Campus, Barnstaple.  

Overall, skills levels within Barnstaple are in line with the district average, but lower than the 

county average. In 2011: 

 Less than a quarter of residents aged over 16 had an NVQ Level 4 or higher 

qualification (23%), compared to 28% across the county and 23% in North Devon. 

 Almost 1 in 4 (24%) had no qualifications, in line with the district average (24%) and 

higher than the county average (21%). 

 At school level in 2011, attainment of qualifications was significantly lower than the 

county and national positions 

This project will include activities that support young people with skills enhancement 

through work place experience and learning. 

4.3.4 30 minute drive time 

An Area Profile Report was commissioned from The Audience Agency, which uses Arts 

Council and Census 2011 data to look at the profile of the population living with a 30 drive 

time, i.e. the local audience. The drive time area is illustrated on the map below: 
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The characteristics of the population is summarised in the table below.  

Where a segment is over-represented when compared to the national figure is is shown in 

red, where under- represented it is shown in green.  

In summary the data shows that, when compared to the population of England, residents 

within the local catchment area are older and more likely to be from lower income social 

grades; 56% are from C2DE social grades compared to a national figure of 46%. 

Correspondingly they are less likely to hold a Level 4 (degree level) qualification (22% v 27%).  

Characteristic 30 minute drivetime England 

Population (adults 15+) 112,734 44,438,339  

Total population 134,621 53,971,007 

Families in a household  39,884 14,885,145 

Under 24 years 36,043 (26%) 16,307,596 (31%) 

Over 65 years 29,820 (22%) 8,660,529 (16%) 

Social grades:   

AB 6,484 (17%) 3,751,684 (23%) 

C1 10,402 (27%) 5,051,687(31%) 

C2 11,028 (29%) 3,372,058 (21%) 

DE 10,580 (27%) 4,164,424 (25%) 
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Ethnicity:    

White 130,778 (98%) 45,281,142 (85%) 

Unemployment  3,168 (5%) 1,702,847 (6%) 

Full-time students  2,240 (3%) 1,336,823 (5%) 

Qualifications:   

Degree or equivalent 24,711 (22%) 11,769,361 (27%) 

No qualifications  26,907 (24%) 9,656,810 (22%) 

Population Segmentation 

The data also examines the propensity of the people who live in the catchment area to 

engage with heritage and the arts. It breaks them down into distinct groups that behave in 

similar ways or have similar needs and uses data from the Arts Council’s annual Taking Part 

survey, which tracks cultural participation in England as a basis for audience segmentation. 

Unlike other segmentation methods, the Arts Council segments are based on both 

demographic characteristics and arts and cultural behaviours and attitudes.  

Where a segment is over-represented when compared to the national average it is shown in 

red, where under-represented it is shown in green.  

Level of engagement with the 
heritage and arts  

Segment  % living within 
30 minutes 

% within 
England  

Highly engaged Metroculturals 0% 5% 

Commuterland Culturebuffs 8% 11% 

Experience Seekers 1% 8% 

Some level of engagement  Dormitory Dependables 19% 15% 

Trips & Treats 23% 17% 

Home & Heritage 21% 10% 

Not currently engaged Up Our Street 13% 8% 

Facebook Families 9% 12% 

Kaleidoscope Creativity 1% 9% 

Heydays 4% 5% 
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Characteristics of the largest and over represented segments are described fully within the 

Audience Agency’s website https://www.theaudienceagency.org/audience-spectrum and  

briefly below:  

Trips and Treats is the largest segment of the Barnstaple population (23%) within a 30 

minute drivetime, followed by Home and Heritage (21%) These segments are over 

represented for Barnstaple. This means there is a greater concentration of the population 

with the characteristics of these segments in the 30 minute drive time catchment, when 

compared to England as a whole. In total these segments make up 44% of the catchment, 

compared to a total of 27% nationally. They are described as having ‘some level of 

engagement’ with the cultural sector. 

By contrast the ‘highly engaged’ segment is under represented, with only 9% of the 

catchment falling into this segment, compared to 25% nationally. 

Trips and Treats (23%) 

While this group may not view arts and culture as a passion, they are 

reasonably culturally active, despite being particularly busy with a wide 

range of leisure interests. Children range in ages, and include young 

people still living at home. They have a strong preference for mainstream 

arts and popular culture like musicals and familiar drama, mixed in with 

days out to museums and heritage sites. This group are led by their 

children’s interests and strongly influenced by friends and family. 

Home and Heritage (21%) 

A more mature group that is generally conservative in their tastes. A large 

proportion are National Trust members. Classical music and amateur 

dramatics are comparatively popular. While this is not a highly engaged 

group – partly because they are largely to be found in rural areas and 

small towns – they do engage with local cultural activity. Likely to look for 

activities to match their needs and interests, such as accessible day-time 

activities or content exploring historical events. 

4.3.5 The market for museums in the local catchment  

When considering the number of people that the museum project might attract, the Area 

Profile Report also gives an indication of the numbers of adults with a propensity to attend 

key art forms, museums and heritage sites.  

https://www.theaudienceagency.org/audience-spectrum
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In the table below, the percentages give an indication of total market size for museums and 

art galleries. These are then compared to the national average to demonstrate where a 

catchment area is showing a propensity over (red) or under (green) the national average. As 

propensity to attend aligns closely to higher social grades and higher levels of education, it 

follows that the local catchment market size for museum and art galleries is proportionately 

smaller when compared to the full (England) market place. 

The data shows that attendance at Museums and Art Galleries within the 30 minute 

drivetime is below national attendance levels (In England 30% of 15+ adults visited a 

museum in the past 12 months, against 25% of adults who live in this catchment area).  

The Museum of Barnstaple and North Devon Attendance 

That said, when comparing this to actual museum attendance figures (where 40% of visits 

are local), the attendance data suggests that annually 22,000 visits are made by local 

residents. As many attenders are regular we need to reduce this visits figure by turning it 

into a figure for the number of visitors. An estimate of each visitor making two visits per year 

results in 11,000 visitors. This is reduced further by 20% (which is the estimate of the 

proportion of children who visit the Museum), giving a figure of 8,800 adults visiting from 

the local area. This equals 31% of the potential market and is extremely high, suggesting that 

we are currently very successful in our approaches to the Barnstaple market.  

 

Audiences – adults 15+ 
attended in the past 12 
months 

30 min 
(people) 

30 minute 
(%) 

England % Index  

(100 England) 

Museums  28,011 25% 30% 84 

Art galleries  26,541 24% 27% 87 

4.3.6 National trends in museum visits 

It is helpful to consider this project within the context of the trends in national visiting habits 

which is tracked by the Government’s household survey of cultural behaviour, Taking Part12. 

Using this data, the national market for museum can be described as follows: 

                                                           

12
 Taking Part 2014 (Quarter 3). The annual DCMS sponsored Taking Part survey is an annual survey it 

is easy to see trends in cultural attendance and participation habits. 
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 In the year to July 2016, over half of adults (52%) had visited a museum or gallery in 

the last year13. Though a similar proportion to 2012/13, this was significantly higher 

than the first recorded survey year 2005/06 (42.3%). 

 Over three in five adults (61.5%) in the upper socio-economic group visited a 

museum or gallery in the last year, a significantly higher proportion than the lower 

socio-economic group (37.4%) 

 In 2015/16, 28.6 per cent of adults visited a museum or gallery website. This was a 

significant increase compared to 2005/06 (15.8 per cent) 

 The majority of adults who had participated digitally had also engaged physically by 

visiting a museum or gallery at least once in the 12 months prior to being 

interviewed. Overall, when considering physical visits to museums or galleries and 

digital visits to an associated website, 55.6% of adults had engaged in some way 

during 2015/16. 

The findings show that the market for museums and galleries is growing year on year which 

will impact favourably on the Museum and this project. The findings also show that the 

public increasing visit a museum or gallery website, thus it is important that we make our 

online presence a valuable marketing resource.  

4.3.7 Visitor Market  

The Barnstaple Coastal Community Team Economic Plan lists the following key facts about 

the visitor market economy in Barnstaple: 

 In 2012, tourism within Barnstaple generated important benefits to the town’s 

economy:   

o 117,000 staying visitor trips (compared to 995,000 within the wider district) 

o 863,000 day visits (compared to 3,198,000) 

o £56.1 million direct visitor spend (compared to £356.3 million) 

o £57.3 million total visitor related spend (compared to £364.6 million) 

 Visitor-related spend in Barnstaple supported an estimated 1,587 actual jobs (within 

the area and wider, and including part-time and seasonal jobs).  

 Barnstaple attracts only 11.8% of the district’s staying visitors, and 15.7% of total 

visitor-related expenditure, although it does punch its weight in relation to day 

                                                           
13

 Note: this figure is higher than the figure used to model data for the Area Profile. They use  
different methodologies / data sets to measure attendance. 
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visitors (27%). Yet even the day visitors figure is only just above average, where it 

might be expected to be significantly higher for the area’s main retail centre.  

 Trips to a museum, church and historic house were ranked the 10th, 12th and 13th 

most popular leisure activity during overnight trips in England in 2014. In 2013, the 

value of heritage-based tourism to the UK economy (including natural heritage) was 

calculated as £26.4 billion, contributing 742,419 jobs15 

The conclusion drawn by the report is that Barnstaple is not reaching its full potential as 

a tourism destination, and as one of the Coastal Community Team’s strategic projects 

(Section 2.3) it is clear that the Long Bridge Wing Project is important in economic 

development terms and will help build the visitor economy.  

4.3.8 Visitors with access needs 

As the 30 minute drive time section shows, Barnstaple and the North Devon catchment 

contains high proportions of older people (22% over 65 years compared to 15% in England) 

and as over half of our current visitors are over 55 year old they are a key target for this 

project in terms of visitors, participants and volunteers. Although not exclusive to older 

people, there are several common access issues and physical challenges that face an older 

age group visitor to the museum, including physical access to our first floor gallery spaces.  

The Area Profile Report shows that 11% of residents state that ‘day to day activities are 

limited a lot’ (compared to 9% in England) and 13% are economically inactive as they are 

long term sick or disabled. This demonstrates that a sizable number of visitors will have 

access issues when they visit our building.  

The point is emphasised by Visit Britain and Visit England. They calculate that: 

 In 2015, nearly one in five tourism day trips in England were taken by people with an 

impairment and their travelling companions, spending £8.5 billion. 

 In 2015, 18% of all overnight trips by British residents in England were taken by 

those with an impairment and their travelling companions, worth £3.2 billion. 

 Over half a million people with a health condition or impairment visit England from 

abroad each year, spending around £3 million. 

In addition to this, the visitor market research reveals that visitors who make up the 

accessible tourism market are: 

                                                           

14 GB Tourism Survey, 2012 
15 Oxford Economics (2013) The Economic Impact of the UK Heritage Tourism Economy 
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 More likely to take longer trips 

 Find seaside destinations particularly appealing 

 Anecdotally very loyal 

It follows that visitor attractions and destinations that cater well for a range of access needs 

will be attractive to the visitors to the area. We are aware that we do not currently serve this 

audience well as we could, but the introduction of a lift to the first floor, disability training 

for staff and volunteers and interpretation that takes into account a range of abilities and 

visitor needs will all contribute to making the Museum more accessible. The programme of 

activities is detailed in Section 5.10. 

4.3.9 Market Assessment: implication of findings for Activity Planning 

Modest growth: The Museum of Barnstaple and North Devon already welcomes a high 

number of visitors throughout the year and holds a strong presence in the visitor market 

place, reflected in a high number of first time visitors. Thus growth in this core market is 

likely to be modest, in line with the growth of Barnstaple as a strategically significant town 

and the commitment to build Barnstaple’s share of the visitor market.  

Increasing schools usage: Given the current lack of an education or learning space the 

museum has done well to deliver to its current numbers of school pupils.  However, given 

the relative concentration of schools in the catchment area and the investment in a 

dedicated learning space there is clearly room to grow the schools market and take-up of 

schools resources and packages. Thus this activity plan will invest in on and off site learning 

resources to support an increase in schools usage, particularly on-site.  

Young people: Although the 30 minute catchment area profile is older than average, 

Barnstaple itself has a relatively young population compared to the rest of Devon and young 

people in Barnstaple are performing below the national average for learning. The Museum’s 

activity programme can help to address some of these issues through work placement, 

volunteering, and learning programmes including Arts Awards. Specific to this finding, 

Further and Higher education students in the area are extremely well served by PETROC, and 

given the low level of museum engagement from the 19 – 24 age range (currently 2%), 

opportunities to support students within the creative industries sector and to development 

their engagement and ownership with the museum create a key target for development.  

‘Trips and Treats’ with friends and family: Although Barnstaple is a populous area when 

compared to its rural catchment, the population is less wealthy and fewer numbers are 
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employed in professional occupations. The correlation between professional occupations 

and cultural attendance is well evidenced, resulting is less interest or motivation to visit 

museums and galleries. The market segmentation findings show that high proportions of 

Barnstaple residents have modest tastes and respond well to activities and events that are 

family and friends orientated. Thus to continue to attract local residents to the museum, the 

programme of activities should (in part) relate well to the family and friends market, offering 

fun and social activities. Additionally, given the relatively high levels of social and economic 

deprivation within the town and catchment area, the activity programme will be tailored to 

support targeted groups and communities that are out of step with mainstream leisure 

activities, such as visiting museums, but who hold deep association with the town and its 

cultural heritage.  

‘Cultural block busters’: That said, the current high levels of visitors and the market reach in 

respect of day visitors to north Devon, it is clear from the catchment data that there are 

sizable pockets of ‘culture friendly’ households in the area. The implication for activity 

planning is that an annual programme of activities should include a few ‘cultural block 

buster’ exhibitions and events that enable the museum to shine a light on the importance of 

its collections and the importance of Barnstaple national and internationally.   

A quality visitor experience: Nationally the interest in visiting museums and galleries has 

grown, and continues to grow. The implication for marketing and activity planning is that 

nationally the visitor experience bar is high, and with increased investment via HLF and 

other funders, more museums are investing more in their interpretation and public 

engagement activities. Thus investment in the Museum of Barnstaple museum must ensure 

it compares favourably with other regional museum visitor experiences in the UK, so as to 

attract discerning and experienced museum visitors. This includes the onsite facilities such 

as the shop and tea rooms.  There is a clear opportunity to increase sustainability by 

converting visitors to the Tourist Information service into museum visitors, by ensuring that 

TIC users know they are in a museum and not just a shop, and have an idea of what is in the 

museum.  The redisplay of the arts and crafts collections together with links to the Made in 

Barnstaple theme will be key to this.  There is an opportunity to build on the warm welcome 

already received from volunteers to ensure an excellent visitor experience.   

Access all areas: The high proportions of older people and the wish of the project to widen 

the range of users means that access in its fullest sense is a critical issue to address.  The 

installation of a lift to the ensure safe physical access to the first floor of the museum will 

enable us to meet the needs of a high numbers of the visiting public who would be unable to 
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reach the exhibition galleries and new learning space due to limitations in their mobility.  We 

will also train volunteers and staff in accessibility awareness, including dementia awareness, 

and create a comfortable, non-threatening area in the café. 

4.4 Stakeholder Consultation 

Stakeholder consultation was undertaken to enable us to identify the potential for 

partnership working so as to deliver this Activity Plan. Stakeholders interviewed included:  

Education 

 Frances Bell, Senior Teacher, Newport Primary Academy, Barnstaple 

 Kim Jones, Lecturer, Creative Industries Department, PETROC 

 Huw Davies, External Development and Employer Liaison, PETROC 

 Dr Graham McLaren, Head of Field of Research, Enterprise and Postgraduate at Bath 

School of Art and Design, Bath Spa University 

 A Young People’s focus group (17-year-olds) 

Local Community Groups  

 Gwyneth Faye, Barnstaple History Group 

 Barnstaple Fair Heritage Society 

 Women’s Institute groups  from villages such as East Anstey, Shirwell  

 The Friends of the Burton 

Museums and Other Cultural Sector Organisations  

 Rik Lawrence, Digital Media Officer, Royal Albert Memorial Museum, Exeter  

 Mark Wallace, Director, Beaford Arts  

 Amanda McCormack, North Devon Moving Image  

 Miranda Clarke, Burton Museum and Art Gallery  

 Torrington Museum 

 Combe Martin Museum 

4.4.1 Activity Programme Development  

Formal education partnerships 

Primary Schools: Picking up on the findings of the school staff consultation (online survey), 

which are detailed in Section 4.4.x below, an interview was undertaken with Frances Bell, 

Senior Teacher at Newport Primary Academy. The school has visited the museum in the past 
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and have received outreach visits from the Learning and Access Officer. In response to a 

discussion around the style and range of museum resources that would support learning, 

the following came to light: 

 Learning resources tailored to a curriculum topic would be welcomed, and those 

resources to be on and off line, to be used pre and post visit. 

 On-line resources should be full of visual images and could be used to stimulate a 

discussion about using evidence to help answer questions – what was life like for 

people in Barnstaple? How did they live? Where did they work etc.? 

 Loan boxes, or similar, with relevant handling collections would make a valuable 

addition to the resources available.  

 Frances or another member of teaching staff, would like to be involved in the 

development of resources if time and budgets allow. 

 The key area of interest for Newport Primary would be resources to support the 

teaching of areas pertaining to Barnstaple's trade and cultural developments as a 

result of that trade.  

 This included an interest in iron ore trade routes, highlighting local evidence to 

demonstrate the importance of Barnstaple and the north Devon coast in this early 

trade 

Through discussion it was also established that Newport Primary Academy would be keen to 

be involved in the delivery stage of the project.  Suggestions included ‘Testing Teams’ for 

interpretation storylines and interactives; trail family friendly activities etc. The school is  

looking for an opportunity to develop links with its  community and to build on the 

citizenship agenda through contributing its time. Thus small groups from across the school 

recruited via the School Council or similar could become actively involved in delivery stage.  

Further Education: With respect to fostering more and better engagement with young 

people between the ages of 17 – 22, the natural link is with PETROC, the FE college which 

also offers degree courses.  

Through an interview with Kim Jones, Lecturer within the Creative Industries Department it 

was established that the College has successfully worked in partnership with the museum in 

the past and they would be very happy to continue that association. One piece of feedback 

from a couple of students was that they thought that the Museum was a bit ‘old and stuffy’ 

for them, and Kim would welcome the opportunity to dispel that impression through a 

programme of work.   
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Taking the premise that a project would enable students to have access to the museum 

collections, with potentially, but not exclusively, an interest in the Art Pottery and Shapland 

and Petter archives, a wide range of ideas were discussed. Outcomes from a scheme of work 

with a focus around the museum and its collections could include: 

 Space to show students’ work, end of year or at another interval. 

 ‘Pop up’ retail space for students to sell their own designs e.g. greeting cards, post 

cards, tea towels etc., equally packing and display design to support sales within a 

retail environment. 

 A hard copy of exhibition work e.g. in a published Art Book (high quality) would be 

an incentive to participate as it would create an addition to a student’s portfolio and 

Kim mentioned that ‘prizes’ frequently capture student’s interest, however modest 

the prize is! 

 With respect to curriculum links, PETROC offers Art, Craft and Design A- Level, Art & 

Design BTEC Diploma and Fine Art and Illustration degrees. The emphasis is on 

developing employability skills, so any programme of work or project which exposes 

students to ‘real world’ learning situations is well received. 

A further interview with the Additional Learning Support Team at PETROC highlighted an 

interest in ‘real world learning’ for individuals with additional learning needs. The 

opportunity to build work experience in food and customer service is hugely beneficial to 

these young people and the suggestion of developing a work experience programme within 

the new café setting was well received by Hew Davies.  

Higher Education: Dr Graham McLaren, Head of Field of Research, Enterprise and 

Postgraduate at Bath School of Art and Design (part of Bath Spa University) has confirmed a 

strong interest in applying for a Collaborative Doctoral Award based on study of the 

extensive CH Brannam Ltd Archive.  This will help elaborate why ‘Barnstaple was such a 

powerhouse in the application of the ideals of the Arts & Crafts movement and how it 

influenced educational practice16.’  

Such programming of activity will help appeal to a ‘art gallery’ type audience by linking the 

more traditional art history understanding of the Shapland & Petter and CH Brannam Ltd 

                                                           

16 North Devon Pottery Project: A Research Framework, 2014, Vicky & David Dawson 
Partnership 2014 
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companies with the social history of Barnstaple and emphasise the Made in Barnstaple 

Theme.  

It was proposed that Dr McLaren’s colleague Professor Michael Tooby (Director, National 

Museum and Gallery, (2000 - 2003) and Director of Learning, Programmes and Development 

(2003-11), for Amgueddfa Cymru. National Museum Wales) could work on the Doctoral 

Fund application together.  Professor Tooby has been particularly involved in developing 

participation and learning as a curatorial concept which will ensure that the outputs of the 

Collaborative Doctorial Award are translated into strong relationships with audiences and 

communities.   

Both Dr MacLaren and Professor Tooby have a long-standing interest in the history of 

ceramics and are genuinely fired with enthusiasm for the project.   

Local Community Groups  

Barnstaple History Group: Gwyneth Faye, who runs the Barnstaple History Group, explained 

how their 16 members run roadshows at locations such as the Barnstaple Guildhall using 

handling material salvaged from the Heritage Centre when it closed.  The popularity of what 

they do and their lively Facebook page suggests that there is a great deal of interest in pop-

ups and handling activities.  However, as a band of dedicated but elderly volunteers they did 

comment that they can rally themselves to do short bursts of activity but did not feel that 

they could offer sustained, regular volunteering.    

Gwyneth reported that they frequently get told by people that they have given objects to 

the museum and never seen them on display.  She thought therefore that increased displays 

at the Museum, and more accessible or visible storage would be very welcome, as would 

tours of the stores. 

Barnstaple Fair Heritage Society: 

Barnstaple Fair Heritage Society: Mel Lovering, Chair, felt that the 50th anniversary 

exhibition partnership with the Museum had been very successful.   The Society members 

tend to be long-term Barnstaple residents with a lower income, and the men in particular 

are very interested in working on the objects and telling their stories – especially inspired by 

pictures of old shops and streetscapes.  Mel felt that members would be very excited about 

contributing to the Hatched, Matched and Dispatched project, especially the idea of bringing 

in their own significant objects.  She also commented that until the Fair project she herself 
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hadn’t been in the Museum, and didn’t think it ever changed, so the idea of feeding into the 

displays was very welcome.  

 

 

 

Museums and Other Cultural Sector Organisations  

RAMM: The Collections Explorer project has funding from ACE and so far covers RAMM’s 

collections and those of the Museum of Somerset.  However, the Devon Museums Group is 

about to join and this alone makes it worth adding Barnstaple’s digitised material.  

This is essentially a ‘front end’ for the museums’ own records and does not offer any shape 

to, or curation of, records, and the search mechanism isn’t very sophisticated, but there is 

no cost to being included and all that is required is to ensure that the data fields map over 

correctly and that each image is clearly associated with its record.   
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North Devon Moving Image (NDMI): Film maker Amanda McCormack has set up a 

community interest company and works extensively with communities across North Devon. 

NDMI has a strong track record of projects with a heritage backdrop and through interview 

gave examples of working with young people on a heritage project at St. Annes Art Centre in 

Barnstaple and work with former glove factory employees in Bideford. 

Amanda uses film making as a form of oral history, and recently contributed to the oral 

history training given to our volunteer oral history team.  

Beaford Arts:  Opening Up the Beaford Archive is an HLF funded project which is just starting 

its delivery phase. The project will develop a major conservation and digitisation plan, and 

publish online around 10,000 unseen archive images from the collection of the artist James 

Ravilious. Together they will form a fascinating picture of rural north Devon in the late 20th 

century.  The majority of the photos were taken between 1972 and 1989. By focusing on a 

set of locations which represent the greatest concentration of the collection, the project 

team will visit each village to undertake oral histories and also involve virtual volunteers in 

identifying locations and people in the images. 

Mark Wallace is keen to work closely with the Museum though their newly appointed 

Project coordinator and gave examples of opportunities e.g. he would be prepared to waive 

copyright fees if any images were used in the new displays, and the digitised bank of images 

can be linked to directly from the Museum’s webpages or within the gallery. If they uncover 

any information about the images held by Barnstaple it could contribute to the 

interpretation storyline. 

4.5 Implications for Activity Planning  

Real world learning for young people: It was clear from talking to stakeholders that there is 

a real appetite from the formal learning sector to work closely with the Museum in the 

delivery of projects and resources.  

The call for ‘real world’ learning for young people over 16 is evident and this project is able 

to respond with several meaningful projects and work experience opportunities for PETROC 

and secondary school students.  

Taking a step towards unlocking the Brannam Archive through an application to fund a 

Doctoral Award will anchor this project into the Higher Education networks and if successful, 

will deliver a project that will raise Barnstaple’s Arts and Crafts profile.    
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Working closely with one of our local primary schools we will be able to devise and pilot an 

approach to developing effective schools resources, and offer Primary School age young 

people a chance to be part of the delivery team in their role as expert testers as one of our 

Testing Teams. 

A strong foundation of community groups: The Museum works hard to identify, build and 

maintain its relations with community groups in Barnstaple and North Devon. This project 

with its approach to co-creation, through gathering stories, objects and local history 

knowledge will enable us to build on this work which up to now has been mainly short term 

project based.  

Collaborative working: the cultural sector organisations consulted demonstrated a real 

desire to work collaboratively with the Museum and seek opportunities arising from the 

delivery of this Activity Plan. Good communications and networking at the early stages will 

build trust and help establish a way of working that meets a range of cultural project 

agendas. 

4.6 Comparable visits and learning from others 

4.6.1 Community engagement and volunteer development  

In respect of activity planning, including volunteer development and community 

engagement, the following examples were considered: 

M Shed, Bristol 

Situated on the historic Harbourside in Bristol, M Shed is run by Bristol Museums (Bristol 

City Council) and is home to displays of 3,000 Bristol artefacts and stories, showing Bristol's 

role in the slave trade and items on transport, people, and the arts. Admission is free. The 

aim of the museum is to challenge the perceptions of what it has meant to live in Bristol 

over the centuries through the recollections of the people who shaped the city. 

Centred around the three core themes of Bristol Place, Bristol People and Bristol Life 

interpretation is brought up to the modern day by the close involvement of a range of 

community organisations and individuals who worked with the gallery teams to research 

and curate ‘mini exhibitions’ that reflect their neighourhoods and interests. They are 

integrated into the main (permanent) exhibition display to ensure that display quality is 

comparable.  
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This audience engagement device has been highly effective, as reflected in the extremely 

high numbers of visitors every year, many of whom are first time attenders to museums. 

Bristol Museums’ staff reflect on the need to refresh these community created exhibits in 

future years, challenged by the cost of renewing permanent gallery exhibits and displays. 

Comments have also been made about the volume of stories told within the Bristol People 

gallery, conflated by the addition of community created mini-exhibitions. For some visitors 

there is ‘too much going on’ in the gallery and the story lines feel jumbled.  

Stories from the Stores exhibition, Plymouth Museum and Art Gallery (PGMAG), 2013 

Stories from the Stores was a public engagement project delivered at PCMAG. The aim of 

the project was to work with the public to find some of the hidden stories connected to 

objects in PCMAG’s social history collection, and to further inform the PCMAG’s social 

history collecting approach. As a measure of how valuable visitors found individual items, 

the Museum collected feedback under the headings ‘Treasure’, ‘Trash’ and ‘What’s Missing’. 

The public wrote their comments (or spoke to a volunteer who wrote on their behalf) on 

large brown luggage labels which were placed in one of three supermarket shopping trollies 

in the gallery (i.e. ‘Treasure’, ‘Trash’ and ‘What’s Missing’). 

The project was designed to recruit and develop volunteers, many of who were introduced 

to the museum for the first time. A volunteer staff team of 24 accounted for a total of 945.5 

volunteer hours over the period of the project. The exhibition was funded in part by HLF. 

The evaluation report considers the value of the project for both volunteers and the public 

engaging with the process.  

Common themes relating to volunteers identified in the report include: 

 better understanding of ‘behind the scenes’ work 

 raised awareness of the importance of local heritage and history 

 a sense of community through artefacts 

 learning by talking to people 

The public consultation findings reported include: 

 The majority of respondents found it easy to engage with the collection, with large 

domestic items (prams, ovens etc.) proving popular 

 Objects were a catalyst to memories and stories 

 Suggestions for additions to the collection widely reflected personal interests and 

local history. Electronic games and domestic themes such as shopping, fashion, 
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home and kitchen equipment were popular 

 Respondents were clear about the value of museum collecting in terms of the 

relevance to visitors’ own lives, the importance of objects as records of local history 

and the likelihood that some items would make people smile 

 The presence of the collection specialists and volunteer staff added value to the 

visitor experiences 

Design to Sell, Plymouth College of Art, 2016 

The concept of ‘design to sell’ is well established within the curriculum of many post 16 and 

degree level teaching institutions. The aim of the approach is to enable students to design, 

promote and sell their own work in a pop-up shop. This approach matches exactly the 

finding from the stakeholder interview undertaken with Kim Jones, (Section 4.4.), who 

would welcome a close association with the Museum and its 20th century art and design 

collection. 

Design to Sell, Plymouth College of Art 2016 presented work by Design, Fashion, Craft and 

Textile students. Past students who have participated in the event clearly value it: quotes on 

the Plymouth College of Art website give helpful feedback to qualify this value: 

It gives you a good insight into how you would pitch ideas and concepts, 

as well as how to run a shop, budgeting and business skills. 

Additionally, teaching staff reflected: 

The main reason I do this project is the confidence it gives the students. 

They were like different people on the opening night. They were buzzing... 

And shattered! They love it. 

Museum Website  

We have reviewed a wide range of museum website and have identified Mansfield 

Museum’s website as being a useful comparator for the Museum. Mansfield Museum17 is a 

local authority owned museum located in a town of a comparable size. The web site is 

simple and easy to navigate and profiles a range of formal and informal learning services 

that are similar to MBND. We will refer to this model as we develop our own website and 

improve on it.  

                                                           

17 http://www.mansfield.gov.uk/museum/index.htm 
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4.6.2 Museum gallery design 

Three local museums were visited for examples of best practice and lessons which could be 

learnt from their redevelopment.  These were all located within 50 miles of the Museum of 

Barnstaple and North Devon and have each received grant aid from the Heritage Lottery 

Fund and other funders to assist their redevelopment.  The museums chosen were the 

Museum of Somerset (Taunton), the Royal Albert Memorial Museum (Exeter) and Topsham 

Museum.  Two are county museums and therefore larger in size than the Museum of 

Barnstaple and North Devon, while Topsham Museum is a local museum focusing on the 

fishing heritage of a small area of East Devon.  There were no museums in the SW more 

closely comparable with the size and scope of collections at Barnstaple which had also 

completed substantial redevelopment in the past ten years, but nevertheless useful lessons 

were learned.   

The Museum of Somerset, Taunton 

The Museum of Somerset is located in the centre of Taunton and, in common with the 

Museum of Barnstaple and North Devon, shares some constraints with its building, a listed 

building located in the Taunton Castle complex.  As with our Museum, it features a large 

military collection as part of its displays. It reopened in 2011 after a refurbishment which 

cost £7 million, part funded by the Heritage Lottery Fund.  As a result of the redevelopment 

the museum offers a variety of services and facilities which it charges for, including private 

hire, weddings and corporate bookings, schools visits and children’s birthday parties.  

Catering is organised by the museum and events and tours can be booked in the evening.     

The Royal Albert Memorial Museum, Exeter 

The Royal Albert Memorial Museum is located in the centre of Exeter.  Unlike MBND, the 

building was purposely constructed as a museum and educational institute. It houses a 

diverse collection from world cultures to invertebrates; fossils to the history of the city of 

Exeter. It reopened in 2011 after a refurbishment costing £9 million, part funded by the 

Heritage Lottery Fund.  The museum offers free self-guided educational visits, and 

outsources its outreach activities which are charged for.  Schools can pay for the use of a 

room at the museum during their visit where they can leave bags and have lunch. Private 

hire and corporate bookings are also available. Free wifi is provided throughout.   

Topsham Museum 
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Topsham museum is run entirely by volunteers and is located along the Strand in Topsham, 

a few minutes’ walk from the town centre.  It is housed in a converted sail loft and former 

private house. Its displays focus on the heritage of Topsham and its maritime connections, 

as well as the history of the house it is now housed in and the family who once lived there.  

It also features an area for local history research. The boat gallery received a Heritage 

Lottery Fund grant of £261,000 in 2005.  In common with the Museum of Barnstaple and 

North Devon, it features a salmon boat as part of its collections.  The museum offers school 

visits, talks and events as well as a tea room and garden.  

4.6.3 Summary of good practice and lessons learnt from comparable sites: 

Audience engagement 

 Social history collections are an effective catalyst for collecting memories and stories  

 Museum artefacts can engender a real sense of community  

 Collection care is an excellent spring board for volunteer development, with rich 

associations to local history, community and shared heritage as well as learning 

collection care skills 

 Creating a permanent exhibition display by co-creation with community groups 

creates an inclusive, lively and relevant ‘offer’ which attracts hard-to-reach 

audiences.  However it can sometimes lead to an overcrowding of messages and the 

loss of key story themes.  There are also challenges in in terms of refreshing and 

adding new relevance to those gallery sections. These issues can be overcome by 

developing an approach that allows for display changes, but keeps the high quality 

of the display and also uses programming to address some of the themes 

  ‘Design to Sell’ is a successful device to offer real world learning to creative studies 

students. The richness of our Arts and Crafts collections, and the opportunity 

presented by a new retail area in the museum are perfect partners to create Design 

to Sell in Barnstaple.  

Museum interpretation and gallery design 

 Visitors’ first impressions are created by the welcome area. Considerable thought 

should be given to ensuring this space conveys the right message to visitors about 

the museum 

 Seating should be provided around the museum, particularly in association with 

audio visual displays and interactive elements.   
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 Access to displays for cleaning and maintenance should be considered, particularly 

with objects on open display 

 Interactive elements should be well thought through and have a clearly identifiable 

function within the gallery interpretation e.g. What is it for? Why is it there? Does it 

make sense to visitors?  

 Interactives should be constructed from solid, robust and washable materials.  

 Height of interactive elements should be considered, utilising step stools etc. where 

appropriate. 

 Lighting around interactives should be considered: does bending over to take a 

closer look block the light? Avoid digital interactives that take a long time to 

complete, have a time lag or are in areas which visitors are trying to walk through. 

 Ensure soundtracks are audible in areas where background noise is likely to be high. 

 Try not to use laminates (e.g. for instructions) unless these will be refreshed 

regularly 

 If digital interactives are utilised, an ongoing maintenance budget should be 

provided to ensure their continuing functionality 

4.7 Community Consultation 

A programme of consultation was undertaken between May and November 2016. It 

included the following approaches:  

 Public feedback collected during a week-long consultation period (Our North Devon 

28th May - 4th June 2016) utilising the temporary exhibition gallery at the Museum 

of Barnstaple and North Devon.  

 Public feedback collected from facilitated questionnaires. These took place over the 

same period as the exhibition  

 Public feedback from non-Museum-attending members of public. This was carried 

out by trained volunteers. This took place over the same period as the exhibition  

 An online questionnaire targeting both users and non-users of the Museum and 

publicised using email and social media in addition to the museum website, May 

2016 

 Feedback from museum volunteers. This was collected through a focus group held 

on 26th July and questionnaires for volunteers to ensure all museum volunteers 

could contribute to the consultation  
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Volunteer Consultation session in the museum tea-room 

 

In addition, the following consultation was undertaken: 

 Online survey circulated to Friends of the Burton Art Gallery and Museum, October 

2016 

 Mini-focus group with a group of young teens (16 and 17years old), November 2016 

 Interviews with lower income non-attenders, November 2016 

 Consultation undertaken as part of outreach talks and museum visits undertaken by 

community groups and local enthusiasts. Within the Development Phase these 

included: 

o Taw and Torridge Metal Detectorists 

o Military History Day 

o Barnstaple History Group 

o Barnstaple Fair History Group 

o Bideford Ladies’ Group 

o Shirwell WI (a North Devon Village) 

o East Anstey WI (a North Devon Village) 

o Porlock Museum group 
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 Comments from Trip Advisor and the visitor’s book have been harvested over the 

Development Phase 

 An online questionnaire targeting local schools. This focused particularly on 

educational uses of the museum redevelopment. Data was gathered between 31st 

August and 15th September 2016 

The findings are presented of the Our Devon consultation are presented in full in Appendix 

118,  

4.8 The Findings  

4.8.1 Our North Devon – ‘Have your say’ gallery: current visitor findings 

During a week-long temporary exhibition entitled ‘Our North Devon: Have your say’ (28th 

May – 4th June 2016) visitors to the museum were invited to give their opinions and 

feedback on the proposed redevelopment of the museum. The exhibition was advertised 

locally through press releases and posters as well as online via the museum website and 

social media pages, thus we aimed to reach a wide range of audiences, including those 

community groups that we already have a close working relationship with. Responses were 

received to a series of questions posed through interactive means such as a token voting 

system, postcards to complete and post it notes to stick onto a board.  

A facilitated questionnaire was also administered during this period. In total there were 20 

responses.  

These results are presented in the Interpretation Plan and Design Proposal and summarised 

in the bullet points below: 

 The size of the museum is especially important to visitors, feeling welcoming and 

not overwhelming. 

 The tearoom and the interactive nature of some of the exhibits are also strong 

positives in the current museum. 

 Visitors indicated preferences for interactive elements to the new gallery but are 

still interested in seeing traditional museum display panels and also a map of the 

North Devon area. 

                                                           

18 Our North Devon, Public Consultation for the Museum of Barnstaple and 
North Devon, (The Long Bridge Wing), 2016 
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 They would prefer additional information to be supplied in a format that they can 

easily access while in the museum, such as leaflet or audio tour, rather than a scan-

able smartphone code. 

 They would like the gallery to be object rich, namely a mix of small objects in cases, 

larger objects not in cases and very large objects was the most common preference. 

In addition to feedback in respect of themes and storylines, we asked visitors what they 

would like their children and grandchildren to know about the 20th century. The responses 

give us a good indication of the range of interests from our target audiences. Responses 

include: 

 Football clubs – predominantly support for Premier League football clubs 

 More information about life before and during the first and second world wars 

 The history of Barnstaple, especially its buildings  

 Rate of change of jobs and technology 

The focus on changing technology was further developed by the suggestion of adding 

handling objects from the recent past – e.g. a circle dial telephone, a black and white TV, a 

cassette player etc. Visitors were asked for other ideas in respect of interpretation themes, 

activities and events. We received a wide range of answers, and pertinent to our aim for 

more audiences to engage with and understand the significance of the North Devon story, 

our visitors offered the following ideas: 

 Railway history: Barnstaple and Lynton railway and Tarka railway  

 Fishing history, including fishing boats  

 Children’s games and traditions 

 Folk songs 

Visitors were invited to complete a survey, and when asked to highlight priorities for display 

over 80% stated that they are interested in ‘objects and stories about changing rural life in 

North Devon’ and 65% said they were interested in ‘object and stories about changing urban 

life in Barnstaple’. These clear findings offer strong evidence of public interest in the North 

Devon story.   

Visitors were also asked how likely they would be to attend a range of events and activities. 

Gallery tours proved to be popular (55% of respondents) as did daytime talks about the 

collections (30%). Evening talks were less popular (10%). 
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Respondents were asked about their barriers to engagement. The highest response 

suggested that people were not keeping up to date with new exhibitions, events and 

activities.  

One comment provoked an interesting discussion; the respondent said that the museum 

‘wasn’t really for them’. When questioned further they said that this was because when the 

children had been around once they didn’t want to come again. Increasing relevance of the 

museum mix to this ‘not for the likes of me’ target market is at the heart of our 

Interpretation and Activity Plans.  

An online version of the survey was distributed through networks and contacts, thus 

reaching a wide range of audiences. Respondents were asked that they think is most 

important for telling the story of 20th/ 21st century life in North Devon and Barnstaple.  

Industrial life in Barnstaple, Living in the North Devon Countryside and Fishing History were 

all considered to be important. Local People’s Life Stories and Domestic Life rated well, but 

not as high as the top three.  

4.8.2 Non-museum attenders’ consultation 

The aim of the consultation plan was to reach a sample of non-visitors using a face-to-face 

survey administered by volunteers and an online survey. The results show that all 

respondents had in fact visited the museum in the past 10 years, so strictly speaking they 

were not non-attenders per se, but offer the perspective of respondents who were not 

within the museum when they were interviewed. There are 20 responses in total.  

The following findings are helpful in the development of this Activity Plan: 

 76% of respondents say that ‘not knowing about events’ affect show often they visit 

the museum, so enhanced communications about the programme of events and 

activities is important  

 45% of respondents would welcome gallery tours 

 63% of respondents showed an interest in talks about the collection held in the 

evening, and 45% said that preferred talks in the daytime. This is the reverse of the 

findings from the museum visitor consultation and suggests that a talks programme 

should respond to visitor’s needs and not be tied to one slot, be it evening or 

daytime.  

A second approach to interview non users was made in November 2016, this time targeting 

lower income Barnstaple residents. By talking to people within their social circles we were 
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able to get an honest view from this target audience. In summary, lower income non-users 

told us that they would like to see: 

 More Barnstaple history 

 More information on Victorian and mediaeval industries 

 More photos of the town’s past - like on the Facebook page19 

 More talks and guest speakers – there’s only so many times you can walk round, so 

need more reasons to visit 

 More interactive activity e.g. making pots and pottery demonstrations   

 More seats and opportunity to sit and absorb rather than shuffling straight through 

– more spaces where you can dwell. 

The overriding message was that the Museum does not change enough, within this there is 

an apparent lack of awareness of the temporary exhibition programme and the wide range 

of activities that is currently programmed, thus communication to this target audience is a 

key issue. 

Local Enthusiasts 

By undertaking this consultation through social circles in Barnstaple, a number of local 

history ‘enthusiasts’ also spoke to us. This highlighted that there are a number of ‘regulars’ 

from this target audience who enjoy coming into the museum bringing objects and artefacts 

for the museum staff to see and discuss. These individuals feel they have been made 

welcome and have a very strong association with the museum. They would be good 

candidates for our proposed community panels and community experts as described in 

Section 5.6. 

4.8.3 Volunteer findings 

The Museum volunteers were asked to complete a survey in advance of attending a focus 

group at the museum. The survey findings that are helpful to development of this Activity 

Plan are as follows: 

 The majority of respondents volunteer once a week (84%) with over half (52%) 

volunteering on the front desk, and 28% in the tea room. A small proportion (8%) 

worked with the collections. They consider the museum to be a friendly place 

                                                           

19 https://www.facebook.com/barnstaplehistory/?hc_ref=SEARCH&fref=nf (5935 Likes) 

https://www.facebook.com/barnstaplehistory/?hc_ref=SEARCH&fref=nf
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 68% of volunteers said they would like to attend a gallery tour; feedback from one 

volunteer suggested that volunteers could ‘show and share’ objects from the 

collection suggesting that volunteers might be active in gallery tours or ‘bite sized’ 

talks about aspects of the collection. 

 62% expressed a preference for day time talks about the collection compared to 

44% who said they would like to attend evening talks. This again confirms that a 

talks programme should be programmed to appeal to a range of visitors.  

 The most common positive feedback that volunteers receive from the public relates 

to the appeal of the current displays (44%); the most common negative feedback 

received relates to poor and mislabelling of wildlife exhibits (29%).  

 When asked which aspect of the museum they would change, the highest 

proportion (20%) said the installation of a lift. 

Other suggestions gathered from the survey and focus group include the following ideas that 

are relevant to activity planning: 

 Greater consideration given to deaf and / or visually impaired visitors. 

 Request old film footage from the local community and incorporate as display 

material; allied to this a comment made about finding ways to give the public more 

sense of ownership of the museum 

 More interactive displays, more hands-on things for children 

 Introduce ‘child friendly’ days, with the implication that the converse may be of 

interest, namely ‘quiet times’ when the museum is less busy with children and 

families 

 Volunteers could be ambassadors to give specific information; this aligns well with 

the ‘show and share’ suggestion (above) pointing towards an interest amongst some 

volunteers to become ‘expert guides’ or similar  

 Encourage age groups that don’t usually visit, particularly teenagers  

4.8.4 Friends of The Burton Art Gallery and Museum, Consultation 

As an approach to finding out the views of existing museum and art gallery attenders in the 

area, the Friends of the Burton were emailed with an online survey. Key points arising from 

the data (sample size 32) are: 

 Only 10% of Friends had never visited the Museum demonstrating that the Museum 

has a profile amongst this audience as the majority had paid a visit. 
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 Of those who had visited, 67% came for a general visit i.e. not motivated by a 

temporary exhibition or event. 

 A large majority (96% of respondents) would be interested in attending a talk at the 

Museum and when asked about a range of subjects, wide-ranging talks from visiting 

scholars and experts was selected by 72%; talks about aspect of North Devon History 

by 64% and specific talks about pottery, furniture or other items from our 

collections was selected by 48% of respondents.  

 When asked what enjoy about being a Friend of the Burton, 84% said they enjoyed 

events such as talks, lectures and private views.  

The results clearly demonstrate an active interest in a talks programme that appeals, at least 

in part, to a more scholarly audience. 

4.8.5 Young People Aged 16 – 17  

A mini-focus group was held with a small group of local young people, aged 16 – 17 years 

old. All five individuals had visited the museum in the past and chatted to the facilitator 

about their views. 

All respondents remember visiting the museum as children, many had strong memories of 

specific exhibits, especially the interactive ones, and all remember visiting as part of a school 

trip. 

…liked it in Year 6 because there was a thing where you stick your hands 

in and guess what was in there 

In the past some of the respondents had exhibited art work through a school exhibition 

project. When asked if they had liked seeing their work in the museum, several individuals 

replied: 

We really liked that, but didn’t like the way it was displayed on the stair 

case because it was difficult to see 

Overall the Museum was rated poorly by this group of young people, they said that they 

were not interested, not drawn to go in and concluded that local history was boring. The 

young people were asked what would encourage them to visit again, their replies included: 

 More interactive activity – e.g. dressing up, clay making etc. 

 More world history 

 More updated videos to play  
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 Bring in a real fish tank with hermit crabs (natural history gallery) 

 More colour and light 

 More immersive environments – like the sea life room 

 A photo booth (where you can have your photo taken) 

 A vending machine: a Tango Blast machine with the orange flavour (please) 

To gather a wider perspective on young people visiting the museum we asked the Museum 

Front of House staff and volunteers for their observations of younger visitors. The view was 

that there was lots of repeat visits from school age children who enjoyed doing the quiz, and 

occasionally university age visitors who visit and do the quiz ‘for old time’s sake’, suggesting 

they have strong positive associations with the Museum.  

As a free venue in central Barnstaple volunteers and staff observe that teenagers sometimes 

meet in the galleries, they particularly hang out in the WW1 and Wildlife sections where 

there are chairs. Where there are video interactives in the gallery they stay longer  

‘especially the bored 13 year olds on a Saturday’.  

It is clear from these findings that the Museum is well known by this age group, and 

although they tell us they are not interested in local history per se, they are not completely 

alienated by the building and gallery subjects which gives a strong foundation for audience 

development activities.  
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4.8.6 Local community groups 

During the Development Phase eight community groups were consulted when they visited 

the museum for tours, or when we delivered outreach talks in their North Devon villages.  

Most Woman’s Institute (WI) talks are centred around the theme of ‘Objects from the Attic’ 

(the Museum store) typically including items such a liberty bodice, bits of domestic 

equipment which elicit memories & offers of contributions in the form of stories and 

objects. As such this approach has helped test our approach to community engagement as 

explained in Section 5.6. WI groups frequently opt for a follow up guided visit of the 

museum and the opportunity to ‘make a day of it’ with a cream tea.   

The Museum guided visits are really popular with all community groups.  Especially popular 

is an opportunity to see the museum store, suggesting that the Pop-Up store proposal 

(Section 5.6) will be well supported by a wide range of people.  Overall it is reported that 

there has been great interest in the Long Bridge Wing Project and several may be willing to 

volunteer, some with a specific interest in the ceramics collection. 

4.8.7 Schools Findings 

Schools within the North Devon and Tiverton area were mailed an on line questionnaire. In 

total 11 responded (2 Secondary, 1 Independent and 8 Primary), 6 from the Barnstaple 

Learning Community and 5 from the wider North and Mid Devon area suggesting that there 

is a real interest from schools beyond the immediate area. Just over a quarter of schools 

(26%) had not visited the museum / received an outreach visit -   thus the majority of 

respondents had engaged with the museum’s learning programme either on or off site. 

 The range of topics used by schools was evenly distributed: local history (34%); 

natural history (22%) and world wars (33%). 11% had used the museum service to 

learn about archaeology. 

 When asked what stopped teaching staff visiting the museum as much as they might 

like and high proportion (40%) said ‘there isn’t anywhere to leave our bags, have 

lunch or sit the group down together as an activity’. This directly links to the aims of 

the Long Bridge wing project which will create a learning space for schools to use.  

 When asked, 50% of respondents said a dedicated learning space would make them 

more likely to visit the museum, if the museum staff ran a session; 38% said they 

would use it as a base to run their own sessions. The implication is that the museum 
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learning service can be responsive to need, offering both facilitated (currently on a 

paid for basis) or self-directed visits 

 Higher still was the proportion of people who said ‘I feel I don’t know what the 

museum offers’ suggesting that communications can be improved and targeted to 

the teaching and learning needs of local schools.  

 When asked what teaching staff would like the Museum to offer to make it more 

useful to them, the majority (89%) said they would like hands-on sessions (object 

handling, dressing up etc.), 78% said they would like resource packs for teachers to 

run self directed visits; and 20% expressed an interest in teacher training sessions on 

museum learning themes or topics.  

 All schools responding would like to use the Museum to support history teaching 

(100%), the second more popular curriculum area was science (60%) followed by 

English (40%). 

o World War 2 was the most popular topic selected by teachers (85%) 

o Local history, Victorians and Tudors all rated well (58%) 

o Evolution / fossils was well received also, (58%) reflecting the relatively 

recent change in the Primary history curriculum 

A few comments from teachers give helpful pointers to the development of this Activity 

Plan: 

It would be good to have more detail on web pages that create links 

between the collections and topics taught on the History curriculum. This 

is where I would start in terms of looking to plan a school visit. 

 

When we are planning a topic we do not tend to think of the museum as a 

resource. This could be us missing opportunities or it could be that the 

information that is sent to schools from museums could be better. 

4.8.8 Trip Advisor 

The Trip Advisor entry for the Museum of Barnstaple and North Devon has 99 reviews 

(October 2016), the majority of which (89%), and rated ‘Excellent’ or ‘Very good’. A few 

examples of comments set out below illustrate the range of views and a few issues that the 

Long Bridge Wing project will address: 

Quirky museum  
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We spent about an hour here. Its a real local museum with a huge range 

of objects. Until we visited didn't realise there had been such a large 

pottery industry locally. 

Some interesting local collections, a bit jumbly 

No lift (but a stair lift), lots of small local items, good explanation of local 

geology and archaeology, big collection of local pottery, good local 

information (it is the Tourist Information Centre), adequate small cafe, 

friendly and knowledgeable staff and volunteers.  

Barnstaple Pride 

A very good and informative display of Barnstaple history in a small 

space. I had visited before some years ago and the tea shop had been 

added since then. Although that was also small the coffee was good!  

A real gem 

Having moved to the area, I took my six year old daughter to the 

Museum, just to see what it was like.  Although relatively small, and some 

exhibits look a little tired in my adult eyes, my daughter loved the 

experience and enjoyed all aspects - in fact we have now revisited several 

times... 

4.9 Implications for Activity Planning 

The findings of the consultation activity have directly influenced the development of the 

Activities Programme which is explained in full in Section 5.6. In summary the findings 

present the following implications for Activity Planning: 

Enhanced activity programme: the consultation findings show that the visiting public enjoy 

the current range of family resources and activities and could be interested in talks (both 

day time and evening) and gallery tours. Some volunteers were interested in training to 

become ‘expert guides’. The implication for Activity Planning is that rather than needing to 

widen the range of types of activities offered after the new wing opens, the programme 

should consolidate and deepen its current activities, clearly linking them to Activity Plan 

outcomes and providing consistent year on year evaluation.   

Co-creation: there is an opportunity to harness the personal enthusiasm of local people who 

love the Museum and its collection, and who have a fascination with specific aspects of local 
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history. The proposal to introduce teams of community experts and community panels 

enables us to expand our consultation period into the delivery phase to help draw out or 

test themes and object selection through community involvement. A Flexible Fringe 

programme will create the space for significantly more co-creation within the annual 

exhibition programme keeping the momentum for increased community involvement.  

Access all areas: improved access is a recurring theme within the findings of this Activity 

Plan and is being fully addressed within the capital scheme. There are further implications 

for the Activity Plan.   Staff and volunteers need to be more continually aware of the needs 

and experiences of disabled visitors, and in view of the aging population in the catchment 

area physical access, partial sight, deafness and dementia awareness may be particularly 

crucial.  Focusing on improving the visitors experience by appointing a volunteer 

Accessibility Champion responds well to this finding, and chimes well with volunteer’s 

proposal for developing ‘Championing’ roles within their team.  

Communications: the museum is extremely successful at attracting visitors so clearly the 

current general communications mix works well, but there remain potential audiences who 

do not know what is on offer.  An enhanced ongoing marketing budget could help improve 

awareness amongst the wider Barnstaple community, schools and from those interested in 

the Arts & Crafts collections.  An enhanced marketing and communications plan will also be 

required to support the delivery phase and the opening of the new wing.  The Friends and 

Development Trust both have the skills and potential to augment the PR and 

communications support received from NDC.  

While putting objects onto Collections Explorer will provide users with object records and 

the Devon Museums website provides an entry point for the Museum, there is a need to 

enhance the Museum’s own website to show the quality and range of the collections and to 

promote awareness of the events at the Museum.  The website can also provide a platform 

for downloadable learning resources, developed in partnership with schools.  

Young People: the museum is well known to local young people as many have visited with 

their families and school in the past. It currently does not appeal to this audience, thus 

making young people a clear focus of this Activity Plan will enable us to invest in design, 

display and an activity programme that will reach out to this target market – both in 

partnership with PETROC and direct to younger people. This includes the delivery of Arts 

Awards.  
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Schools are looking for space and resources: the consultation showed a clear need for 

dedicated learning space large enough to accommodate a whole class.  It showed that there 

is potential to increase the number of schools using the service, and suggested that teaching  

resources with lots of hands-on activities, tackling a range of subjects linking clearly to the 

National Curriculum, would deepen the existing offer and make it more attractive.  Involving 

teaching staff in developing the resources, and children in testing them, will improve the 

product.   The service would benefit from improved marketing and visibility on the website.   

 

 

5 Involving People in the Project 

5.1 Introduction 

This is the bridging chapter that interprets all the research gathered in Sections 2 to 4 before 

turning it into the action plan (Section 6). We have reviewed the research findings in the 

context of the overall project plan, and though a session facilitated by the Activity Planning 

consultants, we have achieved a good understanding of our audience’s needs and interests 

and how this project can respond to them.  

5.2 Overcoming Barriers to Engagement  

The findings presented in Section 4 lead to identifying a number of barriers that could 

prevent potential audiences from engaging in the The Long Bridge Wing Project.  
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A summary of barriers to engagement, and proposed mitigating actions is shown below: 

Barrier  Project Opportunities 

For potential audiences and participants 
that live beyond the town of Barnstaple, 
the Museum may appear to Barnstaple-
centric 

 

Programme of activities will reach into 
North Devon and reflect the interests of 
residents living outside of Barnstaple 

 

Volunteering is fairly traditional within the 
Museum, and the capacity to recruit and 
support volunteers currently reactive and 
unplanned  

The museum is not maximising the use of 
talented volunteers in a strategic way, 
volunteers are ‘task driven’  

 

Structured volunteer training and 
programme to support the project; develop 
a set of roles (as opposed to tasks); vary the 
types of volunteering and the socio-
economic profile of volunteers 

 

Work experience students are taken on an 
ad hoc basis, with no formal structure  

Establish a structure for work experience 
students with the option to complete the 
Bronze Arts Award within, or beyond the 
work experience period; formalise their 
selection through interviews etc. 

Lack of control over PR and 
communications – standardised NDC 
approach which does not always reflect the 
tone and ethos of the museum 

Develop a Communications Plan to support 
the project that maximises all channels of 
communications not controlled by NDC, 
such as the Friends and Development Trust.  

Gallery experience is problematic for 
visitors with a range of abilities – includes 
mobility, visual and cognitive impairment  

Disability / Alzheimer’s Awareness training 
for volunteers and staff; staff trained and 
confident to deliver interpretation about 
the collection when asked; Accessibility 
Champion appointed  

Redisplay and way-finding of existing 
galleries 

Installation of a lift to the first floor, and 
additional seating installed 

Local public perception is that they donate 
something and then never see it again – a 
feeling that personal objects are not being 
used or valued by the museum 

Development of a Flexible Fringe display 
programme to enable more objects to be 
displayed with greater churn 

Volunteer presence at Pop Up Museum to 
talk about collection and conservation 
needs  

100 Objects project encourages people to 
come forward with an object for a specific 
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Barrier  Project Opportunities 

purpose 

Young people (15 – 24)  missing from the 
audience profile and perceive that the 
museum is not for them 

Work with PETROC to develop ‘Made in 
Barnstaple’ – design to sell approach for 16 
– 19 year olds  

Art Awards for Year 10 work experience 

Ceramics AHRC application will lead to  
Bath Spa University post gradates working 
with the Brannam collection 

Recruit young people to join the 
community expert teams and panels so 
that their experience is recognised and 
valued and reflected in the displays  

Some lower income households don’t feel 
the museum is for them 

Target community groups (e.g. Forches 
Community Centre) in lower income areas 
e.g.  to be part of the ‘Fringe Display’ and 
100 Object projects and ensure their 
representation on the community expert 
teams and panels so that their experience 
is recognised and valued and reflected in 
the displays 

Teaching staff don’t use the museum, it 
lack facilities and resources, and they lack 
knowledge of what’s on offer 

Design and build of a dedicated learning 
space 

Development of one set of on-line teaching 
resources to test demand  

Improved marketing of learning resources 
and offer 

Local people don’t feel the need to return – 
they don’t perceive the museum to change 
from one year to the next  

Communications Plan to better promote 
the temporary exhibition programme with 
local people 

Programming of the Fringe Display to 
appeal to local residents (to reach into 
North Devon) thereby broadening the 
range of local interest groups  

Some people find the current museum 
inaccessible, especially the first floor e.g. 
prams, wheelchairs etc. 

 

Installation of a lift to the first floor, and 
additional seating installed 

Redisplay and way-finding of existing 
galleries 

Limited café menu (because of the small 
kitchen space) loses trade – people walk 
away 

New kitchen area will enable the café to 
widen its offer. More seating space will 
enable the café to create two seating 
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Barrier  Project Opportunities 

‘zones’: sofa café and café table and chairs 

Current entrance is through shop which 
looks like a TIC shop rather than a TIC AND 
museum- no hint as to what is in the 
museum; route round and logic of display 
unclear   

Addressed with reconfiguration, better way 
finding and volunteer training  

The average visitor does not learn the 
integrated story of Barnstaple and N 
Devon, making connections between the 
natural environment and its interactions 
with human history.   

Through interpretation join up the story – 
achieving a correct representation of North 
Devon 

Make more connections between natural 
history and social history galleries 

Volunteer training to ensure accurate 
knowledge of the wider story-line 

North Devon contemporary life not fully 
reflected in display 

Identify new acquisitions to reflect under 
represented themes – or via activity or 
loans  

Profile within Flexible Fringe and 100 
Object projects  

5.3 Activity Plan Objectives 

The Activity Plan has its own set of objectives which will help us evaluate our project. These 

aims will be delivered through a set of programmes as described below (Section 5.6). 

 The Long Bridge Wing Project will:  

 Inspire more and a wider range of museum visitors who will engage with and 

understand the significance of the North Devon story through our permanent and 

temporary exhibitions and ‘Fringe’ displays 

 Increase the sense of ownership felt by North Devon residents by encouraging 

contributions of time, knowledge and objects 

 Change the profile of the museum in the eyes of young people aged 15 – 24 

 Raise the awareness of the museum as a high quality destination for teaching and 

learning, with resources designed to match curriculum needs  

The resources needed to deliver the activity programme including staffing, volunteering, 

communications and an enhanced website, training and evaluation are grouped together 

under the Staff and Resources section of the Action Plan.  
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5.4 Target Audiences 

This Activity Plan principally targets the following audiences: 

 Lower income residents from Barnstaple and the 30 minute catchment area  

 Young people aged 16 – 25 

 Older local residents, including those in nearby North Devon villages  

 Key Stage 2 Primary school students, within catchment area 

The Plan will address accessibility and diversity issues at a holistic level rather than 

considering this a particular audience. 

The project, including the interpretation scheme, will also reach a core audience, targeted 

via the Marketing and Communications Plan and supported by the Interpretation Plan: 

 Tourists: day visitors and those staying overnight  

 ABC1 families 

 ABC1 couples and solos: includes individuals with a keen interest in the decorative 

arts  

The Section below briefly recaps on the findings of the market assessment and public 

consultation and presents the rational for selecting these target audiences: 

5.4.1 Lower income residents from Barnstaple and the local 30 minute catchment  

Within the 30 minute (local) catchment, the over half (56%) of the population is defined as 

being made up of lower income adults, of which around 37% are in households with 

dependent children (i.e. family households).  Real economic and social deprivation is evident 

within Barnstaple. Barnstaple Central Town and Yeo Valley wards are amongst the five most 

deprived Lower Super Output Areas (LSOAs) in the county, with neighbourhoods within 

Barnstaple Central Town ward amongst the 10% most deprived in the country. 

In terms of levels of cultural engagement, this large demographic grouping is most likely to 

fall into three groups (based upon the segmentation in Chapter 4, Section 4.3.4), namely: 

Trips and Treats:  while this group may not view arts and culture as a passion, they 

are reasonably culturally active, despite being particularly busy with a wide range of 

leisure interests. This group are led by their children’s interests and strongly 

influenced by friends and family. 
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Home and Heritage: A more mature group that is generally conservative in their 

tastes. While this is not a highly engaged group – partly because they are largely to 

be found in rural areas and small towns – they do engage with local cultural activity. 

Likely to look for activities to match their needs and interests, such as accessible 

day-time activities or content exploring historical events. 

Dormitory Dependables: Living in suburban and rural areas, their access to a broad 

range of arts offerings is not as extensive as it might be, and this along with their 

busy lifestyles, may contribute to their infrequent engagement. They do not think of 

themselves as particularly arty people, but enjoy attending to be entertained and to 

socialise and relax with friends.  

As the pen portraits of the characteristics describe, the local low income household 

members are risk-averse.  However the characteristics of their neighbourhoods suggest they 

may offer strong associations with their local areas. Our activity programme (explained in 

Section 5.6) plans to open a ‘Pop Up Museum’ during the delivery phase which will 

encourage and engage local people with our social history collection in a town centre 

location and responds well to this demographic. We also plan to create two Community 

Panels to review themes, story line and object selection and will ensure the recruitment of 

the panels reflects this target audience.  

Market size: There are 39,885 households in the 30 minute drive time, representing 91,735 

adults and children (based on an average household size of 2.3). 56% of those will be 

categorised as low income families, giving a total of 51,371 individuals. 

It would be realistic to target for 10% (5,137) of this figure to engage with our project’s 

activities, as visitors, participants in activities on-site, and participants in activities off site.  

5.4.2 Young people aged 16 – 25 

The Area Profile Report (based on Census 2011 data) shows that there are 13070 young 

people aged between 16 – 25 years old in the 30 minute catchment area. Our own museum 

visitor profiles suggest that attendance from this age range is very low (e.g. 2% of visitors are 

aged between 19 – 25). Within the 30 minute drive time 2,240 individuals are full time 

students (the majority most likely to be under 24 years old.) 

PETROC is the main provider of post 16 education in the northern Devon area and as such is 

a powerful conduit of audience engagement for this target market. Our proposal (explained 

in Section 5.6) to work with the creative studies department will create a valuable hook to 
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engage with young people to shape their perceptions about the relevance of the museum 

and its collections and aims to have a knock on effect by engaging their friends and peers. By 

investing in Arts Awards training, offering Arts Awards to our target audiences, alongside 

work experience, including an offer for young people with additional needs, we plan to meet 

our aim to change the profile of the museum in the eyes of young people aged 15 – 24. We 

will also ensure that Young People are represented on our Community Expert Teams and 

Community panels, so that they can ensure that their experience is recognised and valued 

and reflected in the displays and programming.  

Our activity will also address the finding that skills within the 30 minute drive time are below 

average in respect of Level 4 (Higher Education) attainment and that skills levels within 

Barnstaple per se are lower than the county average.  

Market size: Based on the estimates of our current museum audiences (the calculation in 

Section 4.3.6), we estimate that around 176 of our visitors (2% of 8800 adult visitors) are 

currently aged between 19 -25. Based on a market size of 13070 young people (16 – 25) 

within the catchment area, it would be realistic to target for 5% (653) of this total. 

5.4.3 Older local residents, including those in nearby North Devon villages  

Over one fifth of the population living in the 30 minute drive time is over the age of 60, this 

is significantly higher than proportions of over 60’s in across England as a whole (60%). In 

With a vibrant network of village community activity and organisations to engage with, this 

market is relatively easy to identify and to reach through networks.  

In terms of levels of cultural engagement, this demographic grouping is represented well by 

one group (based upon the segmentation in Chapter 4, Section 4.3.4), namely: 

Home and Heritage: A more mature group that is generally conservative in their 

tastes. While this is not a highly engaged group – partly because they are largely to 

be found in rural areas and small towns – they do engage with local cultural activity. 

Likely to look for activities to match their needs and interests, such as accessible 

day-time activities or content exploring historical events. 

As with all the segmentation findings, this does not mean that all older people fall into this 

group, and although under represented when compared to England as a whole, sizable 

numbers of residents are represented by more culturally engaged segments which make up 

a traditional museum and gallery audience.  (in Chapter 4, Section 4.3.4). 
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Many older households in the catchment see Barnstaple as their main shopping and service 

town, visiting the town centre on a regular basis. Thus our proposal to locate the temporary 

‘Pop Up’ Museum (explained in Section 5.6) in a central Barnstaple location will ensure a 

diverse range of public will call in, including older local residents from villages in North 

Devon. We know from our current experience that older residents are more likely to 

volunteer their time and we aim to reach out to the North Devon villages to recruit 

volunteers for the full range of volunteering opportunities presented by this Activity Plan.  

Market size: There are 28,820 residents over the age of 60 in the 30 minute drive time,  

It would be realistic to target for 10% (2,882) of this figure to engage with our project’s 

activities, as visitors, volunteers, participants in activities on-site, and participants in 

activities off site.  

5.4.4 Key Stage 2 Primary school students, within catchment area 

Our consultation has demonstrated that primary school teaching staff do not consider a visit 

to Barnstaple museum as vital to teaching and learning in their school.  

Across the northern Devon catchment (wider than the 30 minute drive time used for 

population profiling) there is a high number of primary schools (80). Within Barnstaple there 

are 16 primary schools. Our activity programme will work closely with one school (Newport 

Primary Academy) in Barnstaple to develop a set of pilot resources in response to the needs 

of the curriculum. The pilot will be tested by Newport Academy and three other schools 

from the Barnstaple Learning Community Cluster.   

This activity will sit alongside and inform work to be undertaken by our new Learning and 

Access Officer (to be appointed late 2016) who will review and develop our current schools 

offer. 

Additionally, Newport Primary school will nominate a ‘Testing Team’ of children who will 

take on the responsibility of testing gallery design ideas and their delivery, to ensure we 

hear the views of these local family members before finalising the designs. This links 

perfectly to the SMSC20 agenda that schools are required to demonstrate. 

Market Size: the delivery of this project, which invests in a pilot set of resources for a KS2 

topic, will aim to reach four schools in the locality, engaging with 100 pupils. 

                                                           

20 Spiritual, Moral, Social and Cultural Development  



 72 

Although not part of this Activity Plan, the delivery of our renewed schools offer (on and off 

site) aims to reach 2,000 Key Stage 2 pupils and 1,000 Key Stage 1 pupils from our 

catchment area. Our base line is 2237 pupils who engage with our learning service, either on 

or off site. (Section 4.2) 

5.5 The Activity Programme 

The Activity Programme is divided into five distinct programmes that deliver the Activity 

Plan aims  

 Programme 1: Interpretation  

 Programme 2: Co-creation 

 Programme 3: Collections Care and Development 

 Programme 4: Exhibitions and Events 

 Programme 5: Formal Learning  

This is underpinned by a sixth programme, Staff and Resources, which includes activities 

such as recruitment, volunteer development, training, communications, enhanced 

marketing, an enhanced website, and project evaluation which together support the Activity 

Programme.   

Programme 1: Interpretation  

Deliver Interpretation Plan. Further levels of detail and development of the themes and 

object selections informed by the co-creation activities and consultation. 

Programme 2: Co-creation 

Activities which help draw out or test themes and object selections through community 

involvement.   Identification of themes and gaps in order to develop collections 

development activities.  Decisions about which themes will be addressed in the displays and 

which through a Flexible Fringe - a programme of activities which may result in temporary 

displays or object changes in the galleries, events, or exhibitions programmes.   

 Creation of 4 teams of community experts who will work on four themes21 

(Highdays and Holidays, House and Home, Town and Country, World of Work).   

                                                           
21

 Life Stages will be developed through an exhibition under Programme 4 
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 Creation of 2 community panels who will review the overall theme, story line and 

object selection through an access, young person, child, volunteer, diversity and 

academic perspective.  

 Three oral history projects working with North Devon Moving Image, creating a 

video juke box of short, imaginative films; two further films as part of the Flexible 

Fringe (Five in total) 

 

 

 

Programme 4: Collections Care and Development 

Identify and fit out local shop for collections care, basic conservation/cleaning and 

documentation activities, to draw out stories from open display of the social history 

collections; identification and acquisition of at least 15 contemporary objects (1980 – 2016) 

to address gaps in themes, using volunteers, existing contacts, public votes, outreach 

activities with audiences of interest, newspaper articles to raise the profile of the process 

and select the most appropriate items.  

 Fit out shop with shelving and display cases; create window vinyls and signage with 

a clear brand; pack and move collection from store and unpack to form Pop-up 

Museum 

 Creation of a demountable display about the project which can be used in the Pop-

up Museum or during outreach or consultation projects to promote and explain the 

project, help with fundraising, and carry out consultation 

 Recruit and train twenty collections volunteers to form a team which will sort, 

document, clean, condition assess and photograph the collection and help match 

themes to objects.   
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The volunteers will also collect and document stories and information from Pop-up 

Museum visitors, and encourage them to volunteer themselves, either on the spot, 

at home or later in the project.  They will contribute to gathering ideas for the list of 

15 acquisitions (3 per theme) which will bring the collections up to date, and 

helping identify where these objects may be acquired or borrowed. Recruit six 

ceramics volunteers who will unpack, clean, document, research, interpret and 

display the Brannam Ceramics collection in the cafe as visible storage 

 Development Trust activity selecting 100 objects from the collections which will 

integrate the themes with the wildlife and geology galleries ready for publication in 

a book.  This is an awareness and fundraising activity, but it also informs theme 

development.  It is being delivered in partnership with the Barnstaple Journal. 

 Increase on-line access to digital resources 

Programme 5: Exhibitions and Events 

Development and delivery of a programme of temporary exhibitions and events (including 

talks, family friendly activities, film/dance/music/theatre) which raises the profile of the 

Museum, provides a spur to visit/revisit, and addresses a wide and appropriate range of 

users.  The programme is an important vehicle for the Flexible Fringe, so it can address gaps 

in themes or audiences through working with various communities.   

 Pilot exhibition during delivery phase – Our North Devon: ‘hatched, matched and 

dispatched’ – outcomes and evaluation will directly inform Life Stages theme of 

display.  Community involvement via existing groups such as WI, Young People, 

volunteers.  Identification of gaps – for example nothing in collection around gay 

marriage or alternative burials.  Decision about which will be addressed through the 

displays and which through the Flexible Fringe, and, if the latter, what is the most 

appropriate medium. 

 Development of post-opening exhibition programme, including enhanced bought-in 

exhibitions enabled by improved environmental conditions and gallery spaces and 

an uplift in budget.  3 ‘quality’ exhibitions, 1 family friendly summer show, 2 local 

shows p.a. Full evaluation and supporting activity programmes 

 Continuation of co-creation with appropriate community groups to create 

exhibitions, events, small gallery displays or interventions, film, performance etc.  

Exhibitions can take place as part of the programme or in the smaller section of the 
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new exhibition space.  They will be produced to a high standard using proforma 

designs and interpretation strategies.  

 Series of talks including more academic subjects (six per year), arranged with the 

support/patronage of the Friends or Development Trust 

Programme 5: Formal Learning  

 Development, testing and piloting of new KS2 resources around the topic of 

Barnstaple's trade and cultural developments as a result of that trade. This included 

an interest in Iron ore trade routes, highlighting local evidence to demonstrate the 

importance of Barnstaple and the north Devon coast in this early history trade; 

structured work experience for Year 10 students (Secondary school) during both 

delivery and operational stages; consultation about and delivery of fit-out of 

learning/meeting room; and research project around the Brannam collection.  

 Although not within this Activity Plan, we will review and refresh the existing offer 

(including loans boxes) and creation of downloadable learning resources on website.  

Promotion of schools offer. 

 Work with PETROC to introduce structured work experience in the café for learning 

needs students 

 4 work experience opportunities offered to Y10 pupils from local schools with more 

formal application and evaluation  

 Made in Barnstaple project: 20 PETROC students will design, create and market 

items for sale in the Museum shop; arrange and deliver a private view and evaluate 

the outcome 

 We will apply for and start (if successful) an AHRD doctoral project in partnership 

with the University of Bath Spa based on the Brannam ceramics and archive 

collection.  We will try to involve up to ten undergraduates in undertaking further 

work on documenting the collection. 

 The Learning and Access Officer will train to become an Arts Award assessor; a 

cohort of 10 PETROC students will attain an Arts Award, and each of the work 

experience students will be offered the opportunity to do the Bronze Arts Award 

Staff and Resources  

Underpinning activities which promote the project and its associated activity programme; 

ensure diversity and access are addressed in the displays and activities; that appropriate 

staff are recruited and supported to deliver the project; and staff and volunteers are trained 
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and developed to allow them to learn new skills and deliver the project.  Evaluation of the 

project.  

 Creation of a dedicated website which provides user and non-user information 

about the Museum, Friends, Development Trust and Project, links to collections 

information, allows tweeting and use of social media, and acts as a platform for 

downloadable learning materials.   

 Enhancement of marketing budget and training of volunteers, advocates, Friends 

and Development Trust in social marketing.  Enhanced promotion of pop-up 

Museum and of extension opening, including opening event.  Some targeted 

advertising.  

 Recruitment, training and salary of Activity Plan Programme Coordinator, 3 days 

per week 

 Recruitment, training and expenses for volunteers who will work on collections 

care and development, contribute to community expert and consultation panels, 

help with community projects or augment existing FOH volunteers.  Actions to 

widen volunteer base, especially amongst young people or those from other priority 

audiences, where they are not well represented.  

 Training for volunteers and staff in disability awareness, collections knowledge and 

its delivery, and welcome skills  

 Appointment of an Accessibility Champion to support and challenge the Museum’s 

access plans  

 Appointment of an evaluation consultant who will develop an evaluation 

framework; guide the development of a set of evaluation tools (e.g. post cards, 

online survey etc., keep a watching brief on evaluation throughout the project and 

assist with qualitative research and the final write up of findings) 

5.6 Interpretation Planning  

5.6.1 Interpretation Themes and Topics  

This Activity Plan will support the interpretation of the following themes and sub themes, as 

detailed in the Interpretation Plan. In summary the key themes are: 

 World of Work 

 Town and Country 

 Highdays and Holidays 



 77 

 House and Home 

 Life Stages 

5.7 Making it Happen: Management, Staffing & Specialist Skills  

5.7.1 Activity Plan Project Management & Staff Structure  

The post of a part time Activity Plan Programme Coordinator will be added to the existing 

staff structure: 

 

5.7.2 Volunteering  

The Activity Plan Programme Coordinator will recruit and manage twenty Collections Care 

volunteers.   

This will include an assessment of the types of people who currently volunteer and 

identification of barriers to volunteering amongst target audiences which may be 

underrepresented.  The recruitment process will address these barriers.  It is likely that there 

will be several recruitment drives at various stages of the project but we expect to maintain 

a pool of about 20 people.  

These volunteers will help to move the objects from the store and relocate them to the Pop 

Up Museum, where they will unpack and sort them, tracking their location using the 

documentation system.  They will spot any inherent conservation issues such as infestation, 

rust or dirt, and agree any required remedial measures with the Museum Assistant.  They 

will be trained to undertake simple cleaning and conservation where appropriate, and also 

understand how to pack and place the objects on racking in such a way that it is safe but 

visible.  They will also learn how to update documentation and to take record photographs 

where required.  

Head of Corporate 
and Community  

Parks, Leisure and 
Cultural Manager 

Museum Manager and 
Museum 

Development Officer 

Activity Plan 
Programme 
Coordinator   

Learning and Access 
Officer 

Oral History and 
Learning Volunteers 

Front of House 
Manager 

Front of House 
Assistants and Tea 
Room Volunteers 

Museum Assistant 

Collections and 
Exhibition Volunteers 

Advisory Committee 
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The volunteers will act as explainers and trainers for the public, which will be popping in to 

learn more about the project and to share stories inspired by the objects.  Some of these 

visitors may wish to join in, and the volunteers will train and guide them, as well as noting 

the information that is gathered about the objects.  They will record who wishes to be kept 

informed about the project or to be involved further in some capacity in the future.  They 

will need to record these ‘flash volunteers’’ hours and offer a volunteering certificate for 

each person who completes an hour or more of volunteering.  

These volunteers will be trained and supported and also provided with protective clothing 

and H&S training.  

We will also recruit six ceramic volunteers who will undertake similar tasks for the Brannam 

ceramics, but who will also research and develop the ‘visible storage’ in the café.  This will 

involve some research in order to prepare a light-touch interpretation.  

Accessibility Champion: The Museum will also appoint a voluntary Accessibility Champion 

who will support and challenge the museum’s plans and activities through a disability lens.  

This person will have attended the disability awareness training and will serve to ensure that 

it is carried into practice, both during the design of galleries and activities but also during 

their delivery.  For example, has a previously accessible toilet been made inaccessible due to 

the storage of spare toilet rolls?  Is the signage for the toilet dementia-friendly?  Is the web 

DDA compliant? The Champion will raise and praise but is not expected to find solutions, 

and indeed may suggest that professional advice is sought in some areas.  They will sit on 

the community panel to look at the interpretation and object collection holistically.  

The Full Volunteer Cadre:  There are about 50 existing volunteers and they will continue to 

be managed and to work as before.  We have included training in disability awareness, 

collections knowledge and communication skills in order to build on the welcoming service 

which the FOH volunteers already provide.  We will refresh the oral history training that the 

oral history volunteers have received.   

It should be noted that the Trustees of the Development Trust and those who will comprise 

the Community Expert Teams and Community Panels will all be volunteers.  It is possible 

that they may wish to become involved in other ways, and this is an opportunity to widen 

the volunteer base with some new recruits from the audiences of interest that we have 

identified.  We recognise that we may have to introduce some other forms of volunteering, 

with different roles and work patterns, or virtual volunteering, for example.  



 79 

The Development Trust is proposing to continue the 100 objects project.  This is designed to 

choose 100 objects which link the natural history, geology and social history collections 

together, addressing the barrier “The average visitor does not learn the integrated story of 

Barnstaple and N Devon, making connections between the natural environment and its 

interactions with human history”.  This will inform the collections knowledge training that is 

offered to volunteers and also lead to the production of a book, which will also have a 

fundraising and awareness benefit.  It will be informed by public consultation in the Pop-up 

Museum, as we envisage that some of the objects will be chosen by the public or through 

the readership of the Journal, which is our partner in this activity.  

5.7.3 Training 

Training   Details  Training provider Cost Timetable 

Arts Award  Learning and Access Officer:  

Bronze and Silver; Gold Advisor 
training 

Arts Award – various 
courses run in the 
SW  

 

£315 April – 
June 2017 

Collections 
care 

20 x new volunteers will be 
trained to handle, unpack, 
condition check, and spot 
serious conservation needs of 
objects.  They will receive 
training in cleaning or light 
treatment of objects and how 
to document, photograph and 
safely store them in the Pop-up 
Museum.  They will also learn 
how to elicit and record the 
public’s stories about the 
objects.    

MDO and SW Fed 
training sessions and 
on-the job training 
from the Museum 
Manager and 
Museum Assistant 

£350  

 

April – 
June 2017 
and 
ongoing 
through 
Pop-up 
Museum 

Ceramics care 
and database 
training   

Six Ceramics volunteers will be 
trained in the more specific 
skills required to care for the 
ceramics collection and also 
how to research and produce 
light touch interpretation for 
the visible storage in the café.   

On-the job training 
from the Museum 
Manager and 
Museum Assistant 

nil May 2017   

Collections 
care  

Visitors to the Pop-up Museum 
can join in packing and 
documenting objects, having 
been trained by the volunteers  

Collections Care 
volunteers 

nil 
Opens July 
2017  

Closes  
June 2018   

 

Disability 
awareness 

Staff and Front of House 
volunteers will be trained in 
disability awareness, covering 
deaf, visual, physical and 

A variety of providers 
such as Disability UK, 
the Alzheimers 
Society 

£1,200  Jan – 
March 
2018 
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intellectual disability and issues 
such as Dementia and Autism 
awareness.  They will learn how 
to communicate effectively 
with a wide range of users.  

Collections 
knowledge  

The Museum Manager will 
train FOH staff and volunteers 
the key messages and ideas 
behind the collections across 
the whole museum, and how 
the stories interlink.  She will 
also provide guidance as to 
how to interact with visitors 
and how to tailor information 
depending on how interested 
the visitor appears to be.   

Museum Manager Nil, other 
than 
volunteer 
expenses 

April –June 
2018 

Oral history  Refresh of oral history training 
for those collecting stories and 
working on the film project 

Learning and Access 
Manager, NDMI  and 
peer training 

nil 
April – 
June 2017  

Repeat Oct 
2019 

Social 
marketing  

Volunteers, advocates, Friends 
and Development Trust 
Trustees will learn how to use 
social media to promote the 
project as it develops, gather 
stories and object/image 
information, and promote the 
exhibitions and events 

External trainer £350 July – Sept  
2017  

Evaluation  How to evaluate projects using 
the evaluation framework (staff 
and volunteers) 

Evaluation 
Consultant 

Within 
contract 

June 2017 

 

 

5.7.4 Partnerships and Collaborations 

This Activity Plan will be delivered in collaboration with: 

 Museum of Barnstaple and North Devon Development Trust 

 PETROC (post 16+ HE college), Creative Industries Department 

 PETROC, Additional Learning Support Team 

 Newport Primary Academy  

 North Devon Moving Image 

 Beaford Arts, Beaford Archive 

 Bath Spa University, School of Art and Design  
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5.7.5 Expenditure 

The cost of the Activity Programme over three years is £140,735 excluding VAT, summarised 

below. The full Activity Plan budget is presented in Appendix 2 

 Activity Three year programme 
cost (£) 

 

1 

 

 

Interpretation 

Cross reference to 
Interpretation Plan 
Budget  

2 Co-creation  3770 

3 Collections Care and Development 21840  

4 Exhibitions and Events 19100 

5 Formal Learning 4985 

 Staff and Resources 91040  

 Total  £140,735 

5.7.6 Project Outputs and Target Numbers  

The project will achieve a 36% uplift in museum visits, taking us from 55,000 visits to 75,000 

by year three of the project. 

We have set the following targets across the whole project for our under represented 

audiences (Section 5.5), to be measured through evaluation: 

 Lower income residents: 5137 

 Young people 16 – 25: 653 

 Older local residents, including those in nearby North Devon villages: 2882 

 Key Stage 2 pupils: 100 

The table below presents the target numbers against the four programmes  

Prog Outputs  Targets 

1 Interpretation scheme delivered  75,000 visits 

2 Co-creation:   

Community expert team 50 participants/16 meetings 
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Community panels 40 participants/4 meetings 

Films for video jukebox  5 films  

3 Collections care and development 200 objects moved and unpacked, 
objects identified for display 

500 ceramics moved, unpacked and 
redisplayed in visible storage in café 

 Pop up shop  Pop up Museum created and open and 
visited by over 1,000 people 

Acquisitions 15 objects acquired which bring the 
themes up to date  

100 Objects book 100 books produced  

4 Exhibitions and events:  

 Talks and events programme 6 each attended by 20 people 

Exhibition programme: pilot exhibition 
(delivery phase) and enhanced 
exhibition programme (operational 
phase) 

Pilot and 6 exhibitions  

5.  Formal learning:  

 KS2 resources (on & off line) Resources tested by 4 schools 
(approach 100 children) 

Primary School Testing Team  10 KS1 & KS2 pupils  

Design to sell 20 students  

50 attendees at private view  

20 personalised booklets 

 Arts Awards 24 students achieve Arts Award 

Work Experience (Museum) 4 work experience placements 

Work Experience (Café)  20 learning disabled students 

6.  Staff and Resources:  

Digital output Website 

Presence within Collections Explorer 

Volunteering  20 volunteers recruited and trained in 
collections care, H&S and recording 
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stories.  

6 volunteers recruited and trained in 
ceramics care and interpretation 

60 volunteers trained in disability 
awareness  

50+ volunteers trained in collections 
knowledge   

Accessibility Volunteer recruited and 
trained  

Volunteer development plan devised 
and implemented  

Total volunteer hours:  

min 375 days skilled, 370 days unskilled 

Activity Plan Programme Coordinator 0.8 FTE (4 days per week) 

Evaluation  5 staff trained in evaluation 
methodology 

Evaluation Report  

 

5.8 Meeting HLF outcomes  

5.8.1 Heritage Outcome  

The extension will enable us to bring our social history and ceramics collections together 

under one roof, to ensure better management, care & access. 

Improved storage for archaeology, paintings and archives will prevent deterioration. Some 

items in the new Social History Gallery will be conserved or remounted for display. 

Our new Social History Gallery will pull the stories of the natural & human environments 

together, showing important individual items for the first time and demonstrating what 

makes North Devon special. The amount of North Devon Art Pottery on display will be more 

than doubled to over 1500 items. 

5.8.2 People Outcome  

Through public engagement we will support our Oral History team to continue to expand 

our digital collections of life in North Devon. We will train a new Ceramics team (6 people) in 

handling, documenting, understanding and talking about our Art Pottery collection. We will 
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train a new body of twenty volunteers to handle, document, conserve and talk about our 

social history collection.   

Our new displays, exhibitions programme and activities will provide engaging opportunities 

for people to learn about North Devon’s heritage. 

We will create engaging displays and exciting events and activities that match our track 

record. 

Our volunteers will be involved with collecting ideas and input during the development 

phase, and closely involved with generating the stories, sorting the ceramics, preparing 

items for display and helping with running and evaluating activities during the delivery phase 

5.8.3 Communities  

We will review lighting in existing displays and replace with LEDs where possible. We will 

continue to investigate the use of Passivhaus principles for the extension. 

We will increase our visitor numbers by 20,000 by year three. We will involve young people 

in planning parts of the displays  

The museum will be bigger and better, with more to see and do. We will help people 

understand better what makes North Devon special and contribute to local pride 

In partnership with other organisations (Town Council, Town Centre Management and the 

Coastal Communities Team) we will seek to establish Barnstaple as a cultural destination. 

We will increase our income generation through the shop and tea-room, and maintain our 

core funding by delivering the Council’s aspirations, we will consider new models of 

operation for the tea-room.   

5.9 Evaluation and Measuring Success  

The project team will undertake regular evaluation to ensure that the project is meeting all 

the targets and outcomes set. There is a budget for an evaluation consultant to advise and 

support the Activity Plan Programme Manager during the delivery. 

5.9.1 Activity Programme  

The quantitative measures of success will be 

 meeting the annual number of visitors and participants including target audiences  

 achieving the annual target of activities, including successful installation of the 

interpretation scheme  
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 achieving the annual target number of community and school contacts 

 achieving the target number of volunteers and volunteer hours 

Based on Generic Learning Outcomes (GLO) and listed under GLO headings, the qualitative 

measures of success (listed as benefits within the Action Plan, Section 6) will be:  

Knowledge and understanding Skills 

 People will have learned about 

North Devon; understood how it has 

changed in the 20th and 21st 

centuries and learned about the role 

of Barnstaple in the Arts & Crafts 

movement 

 People will have enjoyed 

contributing their own knowledge 

and stories to the Museum 

 

 Volunteers and the public will have 

learned how to care for collections  

 People will have refreshed their oral 

history skills and learned film-making 

skills 

 Students will have learned how to 

design and market products for the 

shop and how to arrange a private 

view event 

 People will have learned life skills 

through structured work placements 

or working in the Museum café  

 

Attitudes and Values Enjoyment, inspiration and creativity 

 Volunteers and staff will be aware of 

disability issues and how to address 

them 

 People will understand that there 

are a variety of histories and that 

they are part of them  

 Young people will find the Museum 

a more attractive place to visit 

 Local people will see that the 

museum is relevant to them and 

decide to use its services or to 

volunteer 

 People will have had an enjoyable 

experience as a visitor, or as a 

volunteer 

 Young People will have achieved an 

Arts Award 

 Students will have created new 

products for sale inspired by the 

collections   
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5.10 The Legacy and Sharing Experience 

The impact of the Activity Plan will leave behind a long-lasting and valuable legacy for the 

Museum and its audiences: 

 Staff and volunteers will have learned new skills and embedded them going forward 

 Working with communities and partners to create the Flexible Fringe will be 

mainstreamed and continued  

 Sustainable income streams will have been created through the improvements to 

the shop, café and learning offers, supported by a more strategic use of volunteers 

 Partnerships will have become consolidated and mainstreamed, for example with 

PETROC, North Devon Film and RAMM 

 We will have an evaluation framework which we will continue to use, allowing us to 

measure outcomes and impact year-on-year rather than project by project 

 Project and programming decisions will be made against an excellent understanding 

of our actual and planned audiences  

 The local community, NDC and Visit Devon will be clearer about our contribution to 

the local economy and what we can offer visitors and residents 

The Museum is in an excellent position to share its experience.  We already act as MDO to 

North Devon to provide advice; we can offer training or briefings through the SW Federation 

of Museums and the MDO network.  In addition, we will:  

 Write up and publish the Project evaluation 

 Keep a diary that will enable us to come up with a bullet point list of ‘ten dos and 

don’ts’ to share with others 

 Share the reports we have created in this application with others undertaking similar 

projects on request   
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6 Action Plan  

6.1 Summary  

To recap, this Activity Plan will target the following audiences:  

 A1. Lower income residents from Barnstaple and the 30 minute catchment area 

 A2. Young people aged 16 -25 

 A3. Older local residents, including those in nearby North Devon villages  

 A4. Key Stage 2 Primary school students 

The project as a whole will also reach a core audience, targeted via the Marketing and 

Communications Plan and supported by the Interpretation Plan: 

 Tourists: day visitors and those staying overnight  

 ABC1 families 

 ABC1 couples and solos: includes individuals with a keen interest in the decorative 

arts  

The Long Bridge Wing Project will meet the following Activity Plan objectives:  

 Inspire more and a wider range of museum visitors who will engage with and 

understand the significance of the North Devon story through our permanent and 

temporary exhibitions and ‘Fringe’ displays 

 Increase the sense of ownership felt by North Devon residents by encouraging 

contributions of time, knowledge and objects 

 Change the profile of the museum in the eyes of young people aged 15 – 24 

 Raise the awareness of the museum as a high quality destination for teaching and 

learning, with resources designed to match curriculum needs  

It will deliver the following HLF outcomes:  
 

Heritage  People Communities 

 Better managed 

 In better condition 

 Better interpreted 

and explained, 

identified and 

recorded 

 Developed skills 

 Learnt about heritage 

 Changed their 

attitudes / or 

behaviour  

 Had an enjoyable time 

 Negative impacts 

will be reduced  

 More people and a 

wider of people will 

have engaged with 

their heritage  
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Heritage  People Communities 

 Volunteered time   Your local area will 

be a better place to 

live, work or visit 

It will benefit audiences in the following ways:  

B1. People will have learned about North Devon and will have had an enjoyable experience 

as a visitor, or as a volunteer 

B2. People will have enjoyed contributing their own knowledge and stories to the Museum 

and know that there are a variety of histories and that they are part of them 

B3. Volunteers and the public will have learned how to care for collections  

B4. People will have refreshed their oral history skills and learned film-making skills 

B5. Students will have learned how to design and market products for the shop and how to 

arrange a private view event 

B6. People will have learned life skills through structured work placements or working in the 

Museum café  

B7. Volunteers and staff will be aware of disability issues and how to address them 

B8. Young people will find the Museum a more attractive place to visit, and some will 

achieve an Arts Award 

B9. Local people will see that the museum is relevant to them and decide to use its services 

or to volunteer 

B10. Students will have created new products for sale inspired by the collections  

The Action Plan is divided into five distinct programmes that deliver the Activity Plan 

objectives:  

 Programme 1: Interpretation  

 Programme 2: Co-creation 

 Programme 3: Collections Care and Development 

 Programme 4: Exhibitions and Events 

 Programme 5: Formal Learning  
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This is overarched by a sixth programme, Staff and Resources, which includes activities such 

as recruitment, volunteer development, training, communications, enhanced marketing, an 

enhanced website, and project evaluation which together support the Activity Programme.   

 

This programme is presented at the start of the Action Plan as the actions are overarching.  

 

 



 90 

6.2 Action Plan Detail 
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STAFF AND RESOURCES (PROGRAMME 6)  

P6.1 Recruitment of Activity 
Plan Programme 
Coordinator (APPC) JD in 
Appendix 3 

All 
audiences 

All  All Museum 
Manager 

Salary 
£62,240 

Recruitment 
£500 

April – June 
2017 

Appointment 
of 
Coordinator 

Staff 
appraisal 
method 

P6.2 Delivery of Marketing and 
Communications plan, 
training in social media 
promotion marketing; 
enhanced promotion of 
Pop-up Museum and 
opening; opening event 

All 
audiences 

Core 
audience 

B1 

B8 

B9 

People will have 
developed skills 

People will have 
volunteered time 

More and a wider 
range of people will 
have engaged 

Museum 
Manager with 
NDC input 

 

£10,000 Plan to be in 
place ready 
for R2 
decision 

 

Target 
numbers 
reached in 
Pop-up 
Museum  and 
Museum 

Benefits 
achieved  

Quant: 
visitor 
counts and   

Surveys 

Qual: visitor 
feedback 

P6.3 Create volunteer 
development plan 

Delivery of Thank You 
event (s)  

All 
audiences 

B1 

B2 

B3 

B4 

Heritage will be in 
better condition 

Heritage will be 
better managed 

People will have 

APPC Thank you 
event  £200 

June 2017 

Thank You 
event (s):  

Close of Pop 
Up Museum 
&  Christmas 

Volunteer 
Development 
Plan in place 
and 
implemented 

Christmas 

Quantitative 
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B7 volunteered time 

More and a wider 
range of people will 
have engaged 

2019 Thank You 
event well 
attended by 
volunteers  

P6.4 Train Learning & Access 
Officer in Arts Award : 
Bronze and Silver, Gold 
adviser training 

A2 B5  

B8 

B10 

 

People will have 
developed skills 

Arts Award - 
Various courses 
run in SW 

£315 April – June 
2017 

Training 
complete 

Staff 
appraisal 
method  

P6.5 Recruit and train 20 x 
Collections Care volunteers 

Appendix 3 

Profile to 
match 
target 
audiences 

B1 

B9 

 

Heritage will be in 
better condition 

Heritage will be 
better managed 

People will have 
developed skills 

People will have 
had an enjoyable 
experience 

More and a wider 
range of people will 
have engaged 

MDO and SW Fed 
training sessions 
and on-the-job 
training from the 
Museum 
Manager and 
Museum 
Assistant 

 

£350 April – June 
2017 and 
ongoing 
through Pop-
up Museum 

20 volunteers 
recruited and 
trained  

Volunteer 
feedback 

 

Quality of 
collections 
care  
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P6.6 Recruit and train 6 x 
Ceramics volunteers in 
ceramics care and database 
operation 

Appendix 3 

Core 
audience 

A3 

B3 Heritage will be in 
better condition 

People will have 
developed skills 

People will have 
volunteered time 

On-the-job 
training from the 
Museum 
Manager and 
Museum 
Assistant 

 

nil Start May 
2017, 
recruitment 
and training 
on going   

6 volunteers 
recruited and 
trained 

 

Volunteer 
feedback 

 

Quality of 
ceramics 
care and 
data base 
entries 

P6.7 Recruit and train 2 social 
marketing volunteers 

Appendix 3 

All 
audiences 

B1 

B8 

B9 

 

People will have 
developed skills 

People will have 
volunteered time  

More and a wider 
range of people will 
have engaged 

External  trainer £350 Recruit July / 
August 2017 

Train Aug / 
Sept 2017 

2 volunteers 
recruited and  
and trained  

Social media 
hits and 
reach 
increased 

P6.8 Appoint Accessibility 
Champion (s) 

All 
audiences  

B7 

B1 

People will have 
changed their 
attitudes and/or 
behaviour 

People will have 
volunteered time 

More and a wider 

Activity Plan 
Programme 
Coordinator 

Travel and 
refreshments 

nil April – June 
2017 

1 (or 2) 
volunteers 
recruited  

Volunteer 
feedback 
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range of people will 
have engaged 

P6.9 Book and deliver disability 
awareness training – for all 
volunteers to undertake 

All 
audiences 

B1 

B7 

 

People will have 
developed skills 

People will have 
changed their 
attitudes and/or 
behaviour  

Heritage will be 
better interpreted 
and explained 

A variety of 
providers such as 
Disability UK, the 
Alzheimers 
Society 

£1,200 Jan – March 
2018 

60+ 
volunteers 
trained  

Volunteer 
feedback 

 

Visitor 
survey and 
feedback 

P6.10 Deliver Collections 
Knowledge training to 
current  FoH volunteers 

All 
audiences 

B1 

B9 

Heritage will be 
better interpreted 
and explained  

People will have 
developed skills 

People will have 
had an enjoyable 
experience 

Museum 
Manager 

Nil  April – June 
2018 – 
ongoing until 
display 
complete  

50+ 
volunteers 
trained  

Volunteer 
feedback 

 

Visitor 
survey and 
feedback 
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P6.11 Refresh oral history 
training via oral history 
project (film) 

All 
audiences 

B1 

B2 

B4 

B9 

 

People will have 
developed skills 

More and a wider 
range of people will 
have engaged  

Ref P2.3 Ref P2.3 April – June 
2017  

Repeat Oct 
2019 

Oral history 
volunteers 
retained and 
confident to 
deliver 
project with 
NDMI 

Volunteer 
feedback 

 

P6.12 If AHRC application 
successful, recruit award 
holder and undergraduate 
students to assist with 
project 

All 
audience 

B3 Heritage will be 
better interpreted 
and explained  

People will have 
developed skills 

 

Museum 
Manager  

Ref P5.7 Recruit 
Award holder 
October 2017 
– March 2018 

Recruit 
undergrads 
April – June 
2018 

 

Successful 
delivery of 
AHRC project 

Participant 
feedback 

P6.13 Recruit and appoint 
evaluation consultant; 
design evaluation 
framework, complete 
evaluation via volunteer 
team; assist APPC with 
write up  

All 
audiences 

All  Heritage will be 
better interpreted 
and explained 

People will have 
developed skills 

People will have 
volunteered time 

Museum 
Manager 

APPC 

Evaluation 
Consultant 

 Volunteers 

£5,250 Recruit April – 
June 2017 

Final report 
signed off by 
March 2020 

Consultant 
appointed 

Evaluation 
framework in 
place and tool 
used 
effectively  

Staff 
appraisal 
(APPC) 

Volunteer 
debrief  
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P6.14 Finalise web design brief, 
tender, appoint, deliver 
and launch new Museum 
website – links to social 
media delivery P6.7 

All  All  Heritage will be 
better interpreted 
and explained 

People will have 
had an enjoyable 
experience 

 

APPC  

Museum 
Manager 

Learning and 
Access Officer  

£7500 Brief issued 
June 2017 – 
web site 
launched by 
Nov 2017 – 
content 
development 
ongoing 

New website 
launched  

Staff 
appraisal  

Visitor 
feedback / 
surveys  

Web hits 
increased 

PROGRAMME 1: INTERPRETATION 

P1.1 Delivery of Full  
Interpretation Scheme  

All 
audiences  

B1 

B2 

B8 

B9 

 

Heritage will be 
better interpreted 
and explained 

People will have 
learned about 
heritage 

People will have 
had an enjoyable 
experience 

More and a wider 
range of people will 
have engaged 

Local community 
will be a better 

Project Team, 
volunteers and 
contractors 

 

Cross ref to 
Interpretation 
Plan  

Tender and 
appoint 
interpretation 
team April – 
June 2017 

Production 
April – June 
2018 

Installation 
June – 
September 
2018 

Operational 
Sept 2018 

36% uplift in 
museum 
visits: 55,000 
visits per year 
to 75,000 per 
year by end 
of year 3 

FoH visitor 
number 
recording  
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place to live, work 
or visit 

P1.2 Accessibility Champion 
reviews proposals – 
alongside professional 
team  

All 
audiences  

B7 People will have 
changed their 
attitudes and/or 
behaviour 

People will have 
had an enjoyable 
experience 

People will have 
volunteered time 

More and a wider 
range of people will 
have engaged  

Accessibility 
Champion 

Professional input   

 Building plans 
April – June 
2017 

Interpretation 
plan Oct – 
Dec 2017 and 
ongoing input 
into 
evaluation  

Accessibility 
Champion 
review 
complete & 
input into 
display 
/design 
schemes  

Volunteer 
feedback 

PROGRAMME TWO: CO-CREATION  

P2.1 Creation of four teams of 
community experts; set up 
briefing and meetings  

All 
audiences  

B1 

B2 

B9 

Heritage will be 
better interpreted 
and explained 

People will have 
developed skills 

People will have 
volunteered time 

Led by AP 
Coordinator with 
overview from 
Museum 
Manager 

 

£150 Convene and 
brief July – 
Sept 2017 

First meeting 
Oct-Dec 2017 

 

Teams 
appointed 
and deployed 

50 
participants 

16 meetings 
in total 

Volunteer 
feedback 
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More and a wider 
range of people will 
have engaged 

Impact on 
story lines 
and object 
selection 

P2.2 Draw out themes and 
object selections  

All 
audiences 

B1 

B2 

B9 

Heritage will be 
better interpreted 
and explained 

People will have 
had an enjoyable 
experience 

People will have 
volunteered time 

More and a wider 
range of people will 
have engaged 

Led by APPC with 
overview from 
Museum 
Manager 

20+ Volunteers  

Travel and 
refreshments 

Volunteer hours: 

20 x 4 days 

 Oct 2017 – 
Feb 2018 

As per 
designers’ 
deadline  

Impact on 
story lines 
and object 
selection – 
passed to 
design team  

Volunteer 
feedback  

P2.3 Identify topics for Flexible 
Fringe 

All 
audiences 

B1 

B2 

B9 

Heritage will be 
better interpreted 
and explained 

More and a wider 
range of people will 
have engaged 

People will have 
volunteered time 

As above  Oct 2017 – 
Feb 2018 

 

Impact on 
story lines 
and object 
selection – 
passed to 
design team 

Volunteer 
feedback 
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P2.4 Identify gaps leading to 
wish list of 15 objects for 
acquisition – ref P3.7 

All 
audiences  

B1 

B2 

B9 

Heritage will be 
better interpreted 
and explained 

People will have 
developed skills 

People will have 
volunteered time 

As above   Acquisition 
budget ref 
P3.7 

Start April – 
June 2017 

Finish Feb 
2018 

15 objects 
acquired  

Impact on 
story lines 
and object 
selection – 
passed to 
design team 

Volunteer 
feedback 

P2.5 Creation of two community 
panels; set up briefing and 
meetings 

All 
audiences 

B1 

B2 

B9 

Heritage will be 
better interpreted 
and explained 

People will have 
developed skills 

People will have 
volunteered time 

More and a wider 
range of people will 
have engaged 

Led by APPC with 
overview from 
Museum 
Manager 

 

Volunteer time: 

40 x 2 days 

 

£120 Convene and 
brief July – 
Sept 2017 

 

Community 
Panels 
convened and 
briefed  

40 
participants 

4 meetings in 
total  

Volunteer 
feedback 
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P2.6 Community panels review 
overall themes, storylines, 
and object selection  - with 
Accessibility Champion(s) 

All 
audiences 

B1 

B2 

B7 

B9 

Heritage will be 
better interpreted 
and explained 

People will have 
developed skills 

People will have 
had an enjoyable 
experience 

People will have 
volunteered time 

More and a wider 
range of people will 
have engaged 
People will have 
changed their 
attitudes and/or 
behaviour 

As above  First meeting 
Oct-Dec 2017 

Ongoing Oct 
2017 – Feb 
2018 

 

 

Impact on 
story lines 
and object 
selection – 
passed to 
design team 

Volunteer 
feedback 

P2.7 Commission  five oral 
history projects/films from 
North Devon Moving 
Image: deploy oral history 
volunteers 

All 
audiences 

B1 

B2 

B4 

B9 

Heritage will be 
better interpreted 
and explained 

People will have 
developed skills 

People will have 

North Devon 
Moving image 
and Museum Oral 
History 
Volunteers  

Volunteer time:  

£3,500 April – June 
2017 

Complete 3 
by Sept 2018 

Complete 
remaining  2 

Oral history 
volunteers 
successfully 
deployed 

5 films 
complete and 
integrated 

Volunteer 
feedback 

Debrief 
from NDMI 

Visitor 
survey and 
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learned about 
heritage 

People will have 
had an enjoyable 
experience 

People will have 
volunteered time 

More and a wider 
range of people will 
have engaged 

5 x 4 x 2.5 days 
skilled 

by March 
2020 

into 
Interpretation 
scheme  

feedback  

PROGRAMME THREE: COLLECTIONS CARE AND DEVELOPMENT 

P3.1 Fit out shop with shelving 
and display cases, WiFi, 
computer and conservation 
equipment 

All 
audiences 

B1 

B2 

B3 

B9 

Heritage will be in 
better condition 

Heritage will be 
better managed 

Shop premises; 
rates,  rental  and 
services 

£250 April – June 
2017 

Pop-up 
Museum 
fitted out and 
ready for 
opening  

 

Volunteer 
feedback 

Participant 
feedback  

P3.2 Graphic design and 
production of window 
vinyls, signage, 
demountable display unit  

All 
audiences 

  Led by APPPC 
Coordinator 
Manager and 
Museum 
Assistant input 

£1000 

 

£250 

April – June 
2017 

Pop-up 
Museum 
signage clear  

  

Volunteer 
feedback 

Participant 
feedback 
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Design by NDC 
graphic designers 

Materials 

P3.3 Pack and transport social 
history collection into Pop-
up Museum (includes 
removal too) 

All 
audiences 

B3 Heritage will be in 
better condition 

Heritage will be 
better managed 

People will have 
volunteered time 

Transport budget 

Museum 
Assistant  

£2250 April – June 
2017 

200 objects 
moved and 
unpacked 

Volunteer 
feedback 

 

P3.4 Order conservation and 
packing materials; 
replenish as required 

Order collections care team 
protective clothing 

All 
audiences 

B3 Heritage will be in 
better condition 

Heritage will be 
better managed 

Museum 
Assistant 

£500 

 

 

 

£440 

April – June 
2017 

Orders 
complete and 
received  

Staff 
appraisal 

Volunteer 
feedback 

P3.4 Open Pop-up Museum; 
gather stories and 
information from visitors, 
train visitors in collections 
care and documentation, 
record volunteer hours 

All 
audiences 

B1 

B2 

B3 

B9 

Heritage will be 
better interpreted 
and explained 

Heritage will be in 
better condition 

Heritage will be 

Led by AP 
Coordinator with 
Front of House 
Manager and 
Museum 
Assistant  input 

Training see Staff 

£15000 rent Opens July 
2017  

Closes June 
2018  

Deliver 
Volunteer 

Pop-up 
Museum 
open, high 
level of 
awareness 
and visitor / 
participant 

Pop-up 
Museum  
visitor 
number 
recording  

Volunteer 
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better managed 

Heritage will be 
identified/recorded 

People will have 
developed skills 

People will have 
learned about 
heritage 

People will have 
volunteered time 

and Resources 

20 x Collections 
care volunteers 

Volunteer hours: 

20 x 10 days 

thank you 
event Ref 
P6.3 

numbers 
reached  

1,000 people 
visited 

feedback 

Participant 
feedback 

P3.4 Identify 15 objects for 
acquisition and acquire 

All 
audiences 

B1 

B2 

B3 

B9 

Heritage will be 
better interpreted 
and explained 

People will have 
volunteered time 

Museum 
Manager 

APPC 

MBND Trust 

Acquisition 
budget  

£1000 Start April – 
June 2017 

Finish Feb 
2018 

15 objects 
identified  

Volunteer 
feedback 

P3.5 Condition checking and 
conservation of objects 

All 
audiences 

B1 

B2 

B3 

B9 

Heritage will be in 
better condition 

People will have 
developed skills 

People will have 

Collections care 
volunteers 

Volunteer hours: 

20 x 5 days skilled 

nil July 2017 – 
May 2018 

Tasks 
complete: ref 
P3.3 

Volunteer 
feedback 
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volunteered time 

P3.6 Prepare objects for 
installation  

All 
audiences 

B1 

B2 

B3 

B9 

Heritage will be in 
better condition 

People will have 
developed skills 

People will have 
volunteered time 

Collections care 
volunteers 

10 x 10 days 
skilled 

nil July 2017 – 
May 2018 

Tasks 
complete ref 
P3.3 

Volunteer 
feedback 

P3.7 Continue to select 100 
objects to integrate the 
stories with the wildlife and 
geology galleries (starts 
pre-AP) 

All 
audiences 

B1 Heritage will be 
better interpreted 
and explained 

People will have 
learned about 
heritage 

People will have 
volunteered time 

APPC 

Museum 
Manager  

MBND Trust 

 

Nil  April  2017 – 
March 2019 

100 objects 
selected 
(ongoing)  

Volunteer 
feedback 

Visitor 
feedback / 
surveys  

P3.8 Produce book: photograph 
objects (volunteer time), 
write text, design 
publication  

All 
audiences 

Core 
audience 

B1 

 

Heritage will be 
better interpreted 
and explained 

People will have 
developed skills 

People will have 

MBND Trust 

Volunteer – 
photography 

Museum 
Manager  

Volunteer time: 5 

nil April – June 
2019 

100 books 
ready for 
publishing  

Volunteer 
Including 
MBND 
Trustees 
feedback 

Visitor 
feedback / 
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volunteered time days skilled surveys 

P3.9 Publish and promote book All 
audiences 

Core 
audience 

B10 People will have 
developed skills 

People will have 
learned about 
heritage 

People will have 
volunteered time 

MBND Trust 

Development 
Trust 

Publication costs  

£600 July 2019 100 books 
published 

Volunteer 
feedback 

Visitor 
feedback / 
surveys 

P3.10 Clean, condition check and 
sort Brannam ceramics 
collection and database 

Installation Ref P1.1  

All 
audiences 

Core 
audience 

B3 Heritage will be in 
better condition 

People will have 
developed skills 

People will have 
volunteered time 

6 x Ceramics 
Volunteers 

Volunteer time 6 
x 20 days skilled 

 May 2017 – 
March 2018 

500 ceramics  Volunteer 
feedback 

 

P3.11 Load digital collections 
information onto 
Collections Explorer  

All 
audiences 

B1 

B9 

Heritage will be 
better interpreted 
and explained 

People will have 
learned about 
heritage 

 

Museum 
Assistant and 
Royal Albert 
Memorial 
museum staff 
(Rick Lawrence)  

nil Liaise with 
RAMM;  to be 
complete by 
launch of 
website  

Digital 
collections 
loaded  

Visitor 
(including 
virtual 
visitor) 
feedback  
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PROGRAMME 4: EXHIBITIONS AND EVENTS 

P4.1 Create ‘Hatched, Matched 
and Despatched’ exhibition  

All 
audiences 
but 
particularly 
A3 older 
local 
residents  

B1 

B2 

B9 

Heritage will be 
better interpreted 
and explained 

Heritage will be 
identified/recorded 

People will have 
learned about 
heritage 

People will have 
volunteered time 

Led by Museum 
Manager 

Community 
involvement via 
existing networks  

Evaluation 
Consultant and 
FOH volunteers – 
see Staff and 
Resources 

Volunteer input 5 
days 

£500 

 

 

 

Within 
Evaluation 
consultant 
budget, Staff 
& Resources 

Develop April 
– June 2017 

Open July – 
Sept 2017 

Evaluate Oct 
2017 

Exhibition 
created 

15000 visits 

Staff 
appraisal 

Visitor 
survey / 
feedback  

P4.2 Hatched, Matched and 
Despatched object and 
theme gaps  identified - 
three acquisitions, Flexible 
Fringe implications   

All 
audiences 

B1 

B8 

Heritage will be 
better interpreted 
and explained 

More and a wider 
range of people will 
have engaged 

 

Museum 
Manager and FoH 
volunteers 

Acquisitions 
budget see 
Programme 3 

Ref P3.4 July – Sept 
2017  

Objects 
acquired  

Volunteer 
feedback 

Visitor 
survey / 
feedback 

P4.3 Exhibition reviewed and 
findings fed into 

All B1 Heritage will be 
better interpreted 

Museum nil November Findings fed 
into 

Visitor 
survey / 
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Interpretation Plan  audiences B2 and explained 

 

Manager 

APPC 

Museum 
Assistant 

2017 Interpretation 
Plan  

feedback 

P4.4 Continue to develop and 
deliver post-opening 
exhibition programme 
(starting pre AP) 

All 
audiences 

B1 

B2 

Heritage will be 
better interpreted 
and explained 

People will have 
learned about 
heritage 

People will have 
had an enjoyable 
experience 

Museum 
Manager, 
Learning Officer, 
Accessibility 
Champion and 
with Community 
Panel/Community 
Expert feedback 

£18,000 uplift April – June 
2017 and 
onwards 

Finalise plan 
for AP period 
Oct – Dec 
2017 

Run 
programme– 
March 2020 
and ongoing  

Exhibition 
programme 
complete 

Visitor 
survey / 
feedback 

P4.5 Continue co-creation and 
ensure that their work is 
fed into ongoing activity 
and exhibitions plan 

 

All 
audiences 

B1 

B2 

B4 

B9 

Heritage will be 
better interpreted 
and explained 

People will have 
developed skills 

People will have 
learned about 

Community 
Expert and 
Community 
Panels  

Devon Moving 
Image (see 
programme 3) 

Nil  Ongoing Exhibition 
programme 
complete (6) 

Volunteer 
feedback  

Visitor 
survey / 
feedback 
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heritage 

People will have 
volunteered time 

More and a wider 
range of people will 
have engaged 

 

P4.6 Arrange and deliver series 
of talks  

Core 
audience  

B1 

 

Heritage will be 
better interpreted 
and explained 

People will have 
learned about 
heritage 

People will have 
volunteered time 

Friends  

MBND Trust 

volunteers 

Volunteer time  

5 x 1 day 

£600 1
st

 talk Jan – 
March 2019 

2
nd

 talk April 
to June 2019 

3
rd

 talk July – 
Sept 2019 

4
th

 talk Oct – 
Dec 2019 

5
th

 talk Jan – 
March 2020  

6 talks 
attended by 
20 people  

Number of 
attendees 

Feedback 
from 
attendees  

PROGRAMME 5: FORMAL LEARNING  

P5.1 Develop, test and pilot new 
KS2 resources around 
theme of Trade 

A4 

 

B1 

B8 

People will have 
learned about 
heritage 

People will have 

Learning & Access 
Officer 

School teaching 
staff – time back 

£1250 

 

Jan – March 
2018 

 

Pilot resource 
delivered and 
reviewed – 
impact on full 
learning 

Teaching 
staff 
interview 
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had an enjoyable 
experience 

filled  

Class piloting 
within Leaning 
Cluster  

Production / 
material costs for 
pilot resource 

programme  

4 schools - 
100 KS2 
pupils 
engaged in 
pilot 

P5.2 Primary School ‘Testing 
Team’ recruited and 
deployed – Ref P1.1 – at 
key stages of design and 
build of main scheme  

A4 B8 

B9 

People will have 
learned about 
heritage 

People will have 
had an enjoyable 
experience 

Learning & Access 
Officer 

Testing Team (10 
KS1 & KS2 
children) 

£400 April – June 
2018   

 

10 KS1 & K22 
pupils 

Impact on 
final 
presentation 
of design 
scheme  

Feedback 
from 
Testing 
Team  

P5.3 Review and refresh existing 
learning resources 

promote offer (part of 
Museum core activity) 

A4 
students 

B1 

B8 

People will have 
learned about 
heritage 

Learning & Access 
Officer 

No cost Jan – March 
2018 

Refreshed set 
of learning 
resources 

Museum 
evaluation 
of learning 
activities  

P5.4 Provide  structured work 
experience for Year 10 
students – including 
opportunity to undertake 

A2  B6 

B8 

People will have 
developed skills 

Learning & Access 
Officer 

£200 April – June 
2018  

April – June 
2019 

Work 
experience 
successfully 
completed – 

Feedback 
from 
students  
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Arts Award (Bronze) 4 students 

4 students 
awarded Arts 
Award 

P5.5 Provide work experience in 
cafe for learning needs 
students  

A2 Young 
People  

B6 

B8 

People will have 
developed skills 

People will have 
changed their 
attitudes and/or 
behaviour 

More and a wider 
range of people will 
have engaged 

Learning & Access 
Officer 

£60 First cohort 
July – Sept 
2018 

Second 
cohort July – 
Sept 2019 

Work 
experience 
successfully 
completed – 
20 learning 
disabled 
students  

Feedback 
from 
students 

Feedback 
from 
PETROC 
staff 

Volunteer 
feedback 

Visitor 
survey / 
feedback  

P5.6 Make to Sell (Made in 
Barnstaple project) 

Collections familiarisation 
for students; briefing about 
audiences, markets, display 
requirements, cost points 
and quality; launch and 

A2  

All 
audiences 

 

B5 

B10 

B8 

People will have 
developed skills 

More and a wider 
range of people will 
have engaged 

Learning & Access 
Officer 

£500 
materials for 
branding & 
display 

£120 for 
student 
portfolio 

Plan with 
PETROC staff 
July-Sept 
2018 

Brief students 
October 2018 

Students start 

20 students 
inspired and 
able to 
complete task 

 

50 attendees 
at Private 

Feedback 
from 
students 

Feedback 
from 
PETROC 
staff 
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private view; produce 
booklet recording each 
student’s activities. 

Include opportunity to 
undertake Arts Awards 
within timeframe or 
beyond  

books 

Private View, 
invites and 
refreshments 
£200 

work Nov – 
Dec 2018 

Opens (with 
opening 
event) April – 
June 2019 

Design and 
deliver book 
April – June 
2019 

View 

20 
personalised 
photo books  

 

P5.7 Continue application for  
AHRD doctoral award 
(starts pre-AP); if successful 
recruit and start project; 
recruit undergraduate 
students to assist with 
project 

A2 Young 
People  

Core 
audience  

B1 Heritage will be 
identified/recorded 

People will have 
learned about 
heritage 

Museum 
Manager and 
Bath Spa 
University  

£1500 

Equipment 
etc. 

Application 
process April 
– June 2017 

If successful, 
will run for 
three years  
from April 
2018  

AHRC meets 
aims  

Student 
feedback  

P5.8 Complete Arts Award 
activities for PETROC 
students and work 
placement students 

A2 Young 
People  

 

B8 People will have 
developed skills 

More and a wider 
range of people will 
have engaged 

Learning & Access 
Officer 

£440 To time with 
work 
experience 
and PETROC 
project as 
appropriate 

20 Arts 
Awards 
completed 
and awarded 

Participant 
feedback  
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