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Our brand story
Our brand story is a simple summary of what 
Wessex Museums is; the work we do, why and 
how we do this work.

This story has come from listening to the volunteers, 
visitors, trustees and staff of the four partner museums 
and beyond. It supports the Partnership Charter and 
looks to our plans for the future.

This summary is intended for internal use only.  
Use it to guide your thinking and your communications 
rather than literally, as a script. The thinking here  
is best used as points to keep in mind; hooks, 
conversation starters and reference points.



The basics
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Who are we?

Wessex Museums is the way the  
partner museums work together.

We are as effective as the partner museums, because 
we are the partner museums; no more or less.

|  The Basics: Who are we?
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What do we do?

Wessex Museums supports and amplifies 
the work of the partner museums.

The partner museums share and collaborate through 
Wessex Museums, and this enhances their work.  
We are better, together.

|  The Basics: What do we do?
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How do we do it?

We go about our work by giving:
  organisational benefits
  audience benefits

Or put another way, we go about our work by giving:

  back end benefits like helping the museums with money, 
strategy,and how best to learn from one other.

  front end benefits like enhancing the museums’ offer,  
extending their reach and pushing them on.

|  The Basics: How do we do it?
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  looking after the money; funding and resilience
  sharing; programming, objects, expertise, audiences
  helping to raise standards and maintain credibility
  focussing on the business, strategy
  supporting our people
  increasing community engagement

Specifically, we do it by...

|  The Basics: How do we do it?
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Why do we do it?

Wessex Museums exists to build the 
resilience of our museums and make 
them relevant to diverse audiences. We 
want to help our partners inspire people 
to explore and enjoy the outstanding art 
and heritage of the region. 

Our vision is for people to see our museums as welcoming places 
where they can come together to learn from the past, and connect 
with the place and with one another.

|  The Basics: Why do we do it?
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Our charter
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Wessex Museums is 
a thriving partnership 
of the four leading 
museums across  
the counties of Dorset 
and Wiltshire: 

Charter

Our purpose
Wessex Museums exists to build the resilience 
and relevance of our museums by helping 
them share the story of our counties through 
their outstanding cultural heritage in ways that 
inspire, connect and add value to people’s lives. 

Our ambition
Wessex Museums will inspire more people 
to explore and enjoy the outstanding art and 
heritage of the region and to understand its 
significance to their lives. We will help our 
museums to share the amazing story of the 
region in new and exciting ways and make a  
major contribution to the cultural, social and 
tourism economies of Dorset and Wiltshire. 

Characteristics
Respect 
A relationship that is collegiate and candid, that fosters  
trust and mutual respect is the foundation of our partnership. 

Collaboration
Seeking every opportunity to work together, recognising  
and building on our different strengths, and appreciating  
that these generate a vital and creative tension. 

Passion
For the great collections we have and in our desire to  
engage people in the wider stories and their relevance  
to the world today. 

Innovation
Be brave and creative in our approach to resilience, seeking 
opportunities for real innovation that will help secure our  
future – and always challenging what this means to us. 

Realism
About what we can really achieve well and what is sustainable. 

Opportunities
We believe that this partnership provides the opportunity to: 

  Strengthen the message and cultural offer of our museums.
  Push us out of our comfort zone to do things in new ways.
  Tell important stories from across our region.
  Share and learn from successes and mistakes,  

build relationships and enhance our reputation  
with partners and stakeholders.

  Increase our organisations’ resilience  
and diversify their income streams.



What’s our approach?
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Our characteristics

We are supportive, enhancing, sharing, enabling, 
welcoming, ambitious, knowledgeable, trusted, 
strategic, innovative and future-focussed.

We do things: collaboratively, passionately, respectfully and realistically. 

|  What’s our approach? Characteristics
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Our key audiences

Primary audiences:
  Internal: staff, trustees, volunteers. 
  External: sector and specialist, funders. B2B.

Secondary audience:

   External: public (engaged and non-engaged communities). B2C.

|  What’s our approach? Key audiences
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Our key messages

  We support and amplify the work of our museums.
   We (visibly) endorse the work of our museums: 
we want all our audiences to be aware of the 
benefits that being a partner with us brings.

   We’re enabling; partnership is a plus.

|  What’s our approach? Key messages
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Communications matrix

Word of mouth 
Key messages, organic

Staff meetings  
and training 

Context slide +

Presentations 
Context slide +

Newsletter

WM Website 
Including individual  

museum sites

WM Social media 
Including individual  

museum feeds

WM ‘brand story’

Individual museum  
brand touchpoints 

Websites, social media  
channels and print

Channels Internal audiences Sector audiences Public audiences



We hope you find these guidelines useful.

If you have any queries, please contact  
Wessex Museums:

Cathy Lewis 
Marketing & Digital Officer

T 01202 262629  
E cathy.lewis@bcpcouncil.gov.uk

This is our brand story document, if you would  
like to see our visual identity guidelines please  
contact us through the details above.


