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Notes of the First Joint SHARE Front of House/Retail Forum held at the Fitzwilliam Museum on 1 February 2016
Apologies: Kathy Moore, SHARE

Introduction
Simon Floyd, SHARE provided an overview and background concerning the decision to host a joint forum as there is so much synergy between the Front of House and Retailing professions. 
As the first of a possibility of a number of SHARE joint sessions, it was hoped that SHARE will have even greater impact locally, regionally and nationally. 

Welcome
Kate Carreno, Assistant Director, Central Services welcomed everyone to the heart of the Fitzwilliam Museum that  is currently in its Bicentenary Year 1816 – 2016  in  celebration of  the gift and endowment made by Richard Fitzwilliam, 7th Viscount Fitzwilliam.  
Kate thanked Ed Quigley, Cambridge BID, Tamalie Newbery, Executive Director, AIM and Camay Chapman-Cameron, Managing Director of Fitzwilliam Museum Enterprises Ltd for giving up their time today as well as Miranda Stearn, Head of Learning, Fitzwilliam Museum and Jo Holland, Outreach and Access Officer, Fitzwilliam Museum.

Kate was also pleased to see the coming together of the Sainsbury Centre for Visual Arts (SCVA) and the Fitzwilliam Museum in hosting this forum as Rosie Evans Chair of the SHARE Retail Forum and Kate set up the shop at SCVA which has gone from strength to strength under Rosie’s care. 
Rosie Evans, Visitor Services, Retail and Hospitality Manager, SCVA was delighted to be here today with her entire team supporting her. Rosie echoed Kate Carreno’s sentiments in establishing a new shop in a new museum as well as seeing SCVA evolve in its present form.  Rose said that we all work occasionally in isolation and sessions such as this one enable to all to relax, network and learn about best practice in beautiful surroundings. We are all ambassadors for the cultural sector and it is critical that we get our ‘offer’ right both in terms of retailing and visitor service. Front of House and Retailing are just that - top of the triangle in metaphorically embracing our many visitors and making the experience very special.
Cambridge BID
Ed Quigley, Cambridge Business Improvement District Manager and William Harris, a Cambridge Bid City Ambassador provided an overview of Cambridge BID whose aim is to bring businesses and organisations together. Cambridge BID grew out of the ‘Love Cambridge’ brand and came into play on 1 April 2013 and  is currently funded to 2018. It has 1100 members.

Taking the lead from the 2012 London Olympics ‘Welcome People’ the BID concept has now expanded across London, Manchester and Canterbury 
Activities:

· The six priceless City Ambassadors!
· Wealth of promotional material 

· Awards Evening
· Mystery Shopping Scheme 

· Operational e.g. additional street cleansing 

· Actively involved in reducing  access of commercial vehicles to the city centre

William Harris spoke of his role welcoming thousands of people to Cambridge. Along with his five fellow ambassadors over 50,000 are welcomed to a city that attracts on average 4 million visitors annually. He also advises businesses as to how to deal with vandalism, graffiti, intelligence across the city and many other matters such as flooding that need a quick response.
Q &A 

· Work itself/Working days?  Monday – Saturday 9am -6pm/Sunday 11am – 5pm. Works alone, at least 10 miles per day, 363 days per year. Physically demanding but all about making someone’s day 
· Recruitment process? Competency based; multi-lingual team

· What about volunteers?  Who would manage them? However, if voted back in 2018 would certainly look into a volunteer base

· How was Christmas for you? Mainly shop based questions, but footfall down. Christmas 2015 (November – December) 76,500 interactions compared to 21,700 in 2014
· Considering a shoppers guide for residents. FME Ltd recorded an 11% increase at the Kings Parade Shop. SCVA miss out on a lucrative Christmas market because of location, car parking and no online shop facility

· What responses do you receive? Sometimes wariness – we explain we do not sell anything!
· How do you record information?  SMART phones with a bespoke app

· FME Ltd would like to receive data available from Cambridge BID

Please contact Linda Brooklyn for a copy of the powerpoint presentation via: lmb26@cam.ac.uk

Front of House: Frontline of Museums’ Futures

Tamalie Newbery, Executive Director, Association of Independent Museums 
Aim is a self help organisation founded in 1977 by a group of directors of independent museums who wanted to run museums on business lines. 

Key messages: 

Hallmarks Programmes for Prospering Museums launched 6/2015 with the aim of making museums more resilient – those that have the flexibility to change, look ahead and really meet visitor needs. What is the secret of resilient museums? More visitors!
Front of House services make up to 50% of what visitors enjoy.
Line of sight: Everyone within a museum needs clarity - how they contribute from their role to the museums’ purpose.

Leadership/Entrepreneurship puts into practice the museum’s purpose, by championing visitors and leading by example. Example: Richard Beamish of the Beamish Museum who regularly dresses in costume to meet and greet visitors and moved his office to be centrally located on site. 
Charging: AIM is commissioning research on entry charging and its impact: charging can focus on value for money. Not charging is about value of time - visitors won’t choose to come even if the museum is free.

Governance: requires great people for the museum, not those who tick boxes or are there for other reasons. AIM considers there is disconnect between Governance, Front of House and Learning. 
Accessibility.
The future: what should we be looking out for? 
· Digital is not a ‘thing’ it is everything and needs to be embraced by all. Don’t build everything from scratch – partner with technology companies
· Visitors are at the centre of museums. Be inspired by them
· Less going to ‘see’, more about  experiences
· Whole organisational activities
· Think ‘frugal innovation’ in these challenging times
· Encourage curiosity
· Get happy and celebrate - change is not all bad
‘Organisational Culture eats strategy for breakfast’ Peter Drucker
Comments 
· This wonderful presentation brings to mind what can fall off the ladder………..
· Think good and bad reviews on Trip Advisor - consider our internal and external customers. Consider how we like to be treated
· FOH managing upwards – we all have a role to play. Trustees and boards need to think like an organisation. Quote from Nick Poole: Collections Trust ‘a great collection with an average front of house team is a poor museum – and vice versa’!
· Degrees of separation. At a recent Association of Cultural Enterprises Conference of 300 people, a show of hands resulted in only 7 people who had last attended the Museums Association Conference
· Need to walk the floor for 360 degree perspective 
· At a newly established museum in the region and before it opens  it has been recommended that time on the reception desk should be part of part of the offer
· Wow Factor:  do people go back to see Wow again??
Please contact Linda Brooklyn for a copy of the powerpoint presentation via: lmb26@cam.ac.uk

SHARE Front of House and Retail - what’s happening with Simon Floyd
1. Working on a joint purchasing project
2. Suppliers list: who does a good job and who to avoid

3. Resilience for Retailers - people do want to buy

4. Volunteer Awards 9 June 2016 at the Fitzwilliam Museum

5. Mystery Shoppers - moving forward into the next round

6.  Shared Enterprise project and Conference being planned

7. Study Day with Association of Cultural Enterprise (ACE) in Norwich being  planned 

8. Second Annual Security Forum  in partnership with the Front of House Forum to be held at Christchurch Mansions, Ipswich 25 April 2016
Access all Areas –presented by the Head of Learning, Miranda Stearn and Jo Holland, Outreach and Access Officer, Fitzwilliam Museum
The background to this interactive session is a result of a shared experience that the Fitzwilliam Museum is going through in terms of access and how to improve what the Museum can offer. The Museum has worked with Shape Arts: https://www.shapearts.org.uk/ to produce an access audit via a walk and talk review. The result has been to establish an Access and Disabilities Group to go through the results of the audit, giving priority ratings and cost indicators.  

The benefits of working with a specialist external agency in access has resulted in the museum adopting high standards rather than meeting minimum requirements. It has helped the museum have clear priorities in terms of access for all and recognising that improvements do not require major investment. This session is based on the outcomes . 

The participants were split into four groups to visit certain locations within the Fitzwilliam Museum to assess what needed improvement, what worked well and what surprised. The groups were also asked to flag up one achievable action that could make their museum more accessible. 

Q&A 
Listed building matters: this is a sector wide issue and this exercise could help in dealing with reasonable adjustments that are not requiring significant adjustment

Training: The Fitzwilliam Museum is planning access sessions to roll out across all staff with support from the University’s Disability Resource Centre to both refresh and advise. 
What’s working and what’s not: Camay Chapman- Cameron, Managing Director of Fitzwilliam Museum Enterprises
CCC provided an overview of her work in creating a retail store for the University of Cambridge Museums with the mission of providing the premier point of sale for gifts from the University. This undertaking was based on the four million visitors who come to Cambridge each year resulting in a retail spend of £9.5 million.  Cambridge is the UK’s fastest growing city. The customer profile was perceived as those who enjoy art, gardening and grandchildren. Following research via FOH and the visitors themselves, it is scientific items that are on customer wish lists because it shouts ‘I am clever’ and not art focussed items. 

It is interesting to note that the actual customers are youthful hipsters with top knots with far more residents buying than visitors. 

Annual customer spend: £12  - in December it rises to £17. 

This lesson demonstrates that you don’t always know your customer and it is really important to listen to what they say!
Late opening
It was noted that at SCVA having the bar open on a Wednesday evening, providing tapas and an opportunity to see the exhibitions was not what the customers wanted. Staying open later than 6pm also does not work as traditionally museums are a day time activity (London excluded). Overall, by staying open later, customers were not likely to spend any more and the late openings did not diversify the audience. The same visitors just come later.    
Museum entry charging
CCC spoke about the recent charging for entry at Brighton and Hove Museums. A survey of visitors indicated that 17% only came into museums to get out of the rain! 

Please contact Camay Chapman-Cameron for a copy of the powerpoint presentation via: enterprises@fitzwilliam museum.org
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