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Executive Summary 
70 Objects, ranging from a fossil forest to the 
world’s largest pear drop, were used to tell the story of 
Lancashire, appearing in Lancashire Life magazine and 
online over three months in its 70th year, 2017.

The project was created by the Deputy Editor 
of Lancashire Life in partnership with Museum 
Development North West and Lancashire Museums. 
It ran from the end of 2016 to the end of November 
2017, with the main period of display being between 
September to November 2017.

Combining 70 different venues in an active partnership 
was a highly ambitious project and the fact that there 
were actually 70 objects at 70 different venues for the 
public to visit in time for the anniversary, with associated 
programmes of community engagement, is a major 
achievement.

The 70 objects chosen were the result of a 
public or collective vote at nearly all venues – 
making this a genuinely democratic selection. 
Venues which held online polls got at least 100 
responses; `lobby groups’ argued for their favoured 
object; local newspapers and media and voting boxes 
attracted widespread attention. The public were 
engaged and passionate about selecting the objects. 
Extrapolating the sample figures across the whole 
project gives a potential participation rate well into the 
thousands.

Venues taking part were 35% local authority museums, 
31% independents and 25% other heritage organisations 
including historic houses, archives, a library service, a 
shopping village and a theatre. This is an inclusive and 
representative selection of the heritage sector in the 
region.

The diversity of venues gave a wide range of the public 
the chance to be involved and was an opportunity for 
venues to share audiences, within the limitations of time 
and geography. 

Venues had different motives for getting involved 
with the project: 39% of venues got involved to 
showcase their collections; 21% because they are 
always looking for new partners; 17% were hoping for 
more visitors; 10% simply liked the project and 8% were 
wanting to attract new audiences. 

Future projects should play to these needs; a 
marketing initiative that focuses on a trail and a 
collections theme is a successful model. 

Before the project 95% of venues said that they engaged 
with their communities  `some’ or `all of’ the time. 
However, many reported that getting the public to vote 
for a favourite object was new and the public’s choice 
was often a surprise, indicating that there is 

scope for more public engagement directly with 
collections and more training for venues in doing 
this. 20% of participants interviewed in detail felt that 
they had learnt new techniques for consultation and 
would use them again, particularly online and social 
media techniques.

Visitors were encouraged to move from one venue to 
another using an I Spy type Spotters’ Guide and the 
Tweets of a specially created character Spotty Bear. 
These were high quality and the character led marketing 
was carried out with creativity and enthusiasm. The 
Spotters’ Guide trail worked best when venues were 
geographically close. Future projects should build on 
this approach and embed any characters into planning 
earlier to allow them to have maximum reach and 
impact.

After the project, 86% hope to engage with Lancashire 
Life again, 23% felt they had showcased their 
collections and 24% felt they had attracted different 
audiences. 19% didn’t think they had seen lasting 
impacts from the project, but 75% would take part in a 
similar project again if it had a longer timescale. 

70 Objects delivered:
• Great enjoyment and fun for visitors and 

readers
• A showcase for collections in a wide 

geographical region: a true `sense of place’ for 
Lancashire

• A model for a large consortium of heritage 
venues to combine for the benefit of the public 
and of their own resilience.

• An example of the sector being flexible, 
responsive and fleet of foot.

• A great partnership with an external partner 
and equality between participants

• A model of a proactive and engaged Steering 
Group selected from the sector

• More awareness of ways to consult and involve 
the public

• People engaging with their own heritage and 
feeling empowered by this.
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Recommendations for future partnership 
projects:
• Smaller number of participants and geographical connectedness
• Build in the option for more detailed engagement eg writing competitions, schools involvement
• More project admin support
• Longer timescale and lead in: a summer project to attract even more families. 
• Marketing and social media plan
• Clarity about expectations on partners 
• Evaluation inbuilt with a legacy of evaluation methods for partners

31 Toad Lane, the 
first cooperative store 
Rochdale Pioneers 
Museum
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A History of Lancashire in 70 Objects (shortened as 70 
Objects) grew organically out of an approach by Paul 
Mackenzie, Deputy Editor of Lancashire, Yorkshire and 
Cheshire Life magazines to Lynsey Jones of Museum 
Development North West in March 2016. Paul has a 
personal interest in museums and culture which he knew 
his readers shared. He wanted to mark the magazine’s 
70th anniversary with a project which celebrated the 
fantastic history of the county through its museum 
objects.

Paul says “Museums have had a terribly difficult time of 
late and I felt we could help. We were also interested 
in a deeper partnership with specific venues; when we 
do a feature on a place we get some local views but I 
wanted a deeper connection with the local – and you 
find that through the local museum or heritage site. For 
me the project both appealed to our core demographic 
of readers who are interested in arts and culture, 
and offered the potential of new audiences and new 
partners.”

Museum Development North West responded with 
enthusiasm to the project. MDNW works to scheduled 
Activity Plans but with the freedom to develop projects 
beyond these that are unplanned but contribute to their 
objectives. For MDNW “news of closures of museums in 
Lancashire County Council had had a negative impact 
across the county as a whole. Lancashire Museums 
Forum’s dormancy at the time [since revived] meant 
that there was no means for museums right across 
Lancashire to work together to attract and serve their 
audiences. Because Lancashire Life works to the old 
County Palatine that made about two thirds of the NW 
museums eligible to participate. It fitted well into our 
Activity Plan strand of Cultural Tourism - supporting 
museums working in partnership to raise their profile.” 

Heritage Lottery Fund was interested in the project 
because connecting such a wide variety of heritage 
sites for the public meant improved access, showcasing 
the combined heritage of Lancashire collections and 
introducing heritage audiences to new experiences.

Aims and planned outcomes
• 70 stories will be shared and 70 objects will be 
displayed in a three month celebration of the heritage of 
the County Palatine
•  Communities surrounding and visitors to all 
participating museums will have the opportunity to 
engage more closely with their local museum by 

choosing their favourite object and story to represent 
their Lancashire history
• 70 museums, galleries and heritage venues will be 
able to join together in a county wide exhibition to 
promote an object in their collection that tells a story of 
the County Palatine.
• Smaller heritage venues will have the opportunity to be 
part of a larger project
• Participating venues will be able to promote their 
museums to new/wider audiences through Lancashire 
Life and through cross promotion with other participating 
venues
• Visitors will be able to engage with the diverse stories 
and collections held across the county by visiting other 
participating venues in the project
• A list of simple, effective and cost aware community 
engagement activities will be created by the project 
coordinator which can be shared across any other 
venues to support engagement programmes they may 
be planning.

A History of Lancashire in 70 
Objects:Origins

Self heating soup 
Museum of Wigan Life
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Project Outcomes Project Outputs 
(activities) Data Collection Method

Showcase and promote 
collections in Lancashire 
museums

Object selection
Voting and other 
community engagement 
activities
Steering Group selection 
panel

   Surveymonkey survey of   
   participants: 
   Face to face interviews
   Phone interviews
   Steering group discussion

Engage new audiences 
and promote visits

Lancs Life, Twitter, website 
activity

Site based engagement 
using displays and Spotty 
links; Spotters’ Guide

   Social media analysis:
   13 interview subjects 
   front end Twitter data
   Analytics from Blackpool        
   Museum project and    
   Lancashire Life 
   Other feedback eg. 
   comments cards, 
   visitor books
   Interviews

Develop partnerships both 
within and outside the sector.
Support resilience within the 
sector by improving social 
media use & understanding, 
audience development and 
community engagement

Work with Lancs Life
Partnership  to include 
museums, historic houses, 
other heritage and 
commercial organisations

Marketing activities 
including launch event 
Branding,Twitter,Spotty

   Discussion interviews with    
   museum clusters 
   Individual interviews with    
   participant museums
   Social media analysis.

Evaluation
70 Objects has broken new ground so the 
evaluation has been particularly focused on 
learning, as well as outcomes and successes, 
with a view to future partnerships. 

Evaluation framework
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Research methods
Online survey: 
using surveymonkey, this was circulated to 68 current 
live email addresses representing the 70 participant 
venues; issued 20.12.2017; reminders 13.1.2018 and 
31.1.2018. 54 total responses; 46 complete (response 
rate of 85.2%). 

Detailed phone interviews: 
participant interviewees chosen to represent: size of 
venue; governance type (independent; local authority; 
historic house); geography; level of engagement with the 
project from very engaged to less engaged; 7 interviews

Face to face interviews and case studies: 
participant interviewees chosen as above but with a 
focus on the venue’s individual 70 Objects story and 
impact; 4 interviews

Face to face interview with public partner: 
interview with Deputy Head of a Primary School in 
Blackpool – key partner for the project, whole school 
involvement: 1 interview

Group interviews with consortia of museums:
HiDDEN and GMMG (Greater Manchester Museums 
Group) representing 15 museums; 2 interviews

Stakeholder interviews: 
Paul Mackenzie, Deputy Editor Lancashire Life; Jennifer 
Ingham Project Co-ordinator; project Steering Group 
including Lancashire Museums, Blackpool Museum 
project and MDNW; 3 interviews

Total interviews: 17 (24%) Total consultees: 71

Public: 
museums’ own audience evaluations/feedback from 
events.

Social media: 
review of detailed analytics provided by Blackpool 
Museum Project and Lancashire Life; review of front 
end Twitter accounts of museum interviewees; review 
qualitative feedback from interviews on social media.

Mass Observation photo
Bolton Museum
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Following agreement by Lancashire Museums to be 
the main project partner, a successful application was 
made to Heritage Lottery Fund.Project Co-ordinator 
Jennifer Ingham was appointed. The core Steering 
Group consisted of Lancashire Life, MDNW and two 
representatives from Lancashire Museums.The project 
began to be promoted by MDNW and through other 
networks and organisations were invited to submit 
objects and also say if they would like to sit on the 
Steering Group. As a result, over 80 objects were 
submitted and 19 venues expressed interest in the 
Steering Group!

Venues got involved in 70 
Objects for a variety of 
reasons; in the online survey 
39% wanted to showcase 
collections but a significant 
number (21%) say they 
are always looking for 
partners, which augurs well 
for future projects

Understandably, since most heritage organisations 
have small marketing budgets and resources, people 
are always looking to attract more visitors and this is 
where the project contributed directly to museums’ 
resilience. 

In detailed interviews, 
28% mentioned audience 
development - different 
visitors, not just more. They 
also recognised that the trail 
element would attract visitors 
from one venue to another, 
ideally getting people to 
visit new types of heritage 
attraction to follow 70 
Objects. There is evidence 
that this approach works from 
the experience of existing 
museum partnerships such 
as HiDDEN, GMMG (Greater Manchester Museums 
Group), Museums of Cheshire, and Pennine Lancashire. 
These work on the same principle of offering visitors 
other sites nearby to visit and can maximise audiences 
by being very different from each other. Lancashire Life 
itself frequently runs features on days out and family 
trips. 

Working with Lancashire 
Life itself initially rated 
surprisingly low as 
a motivation before 
the project at 2.17%. 
Participants described 
Lancashire Life as `well 
established’, `significant’ 

and `aspirational’ but did not particularly see a 
demographic overlap between LL’s readers and their 
visitors. In practice, both often appeal to an older female 
demographic but with an increasing family and younger 
audience especially in school holidays and weekends 
which makes a good fit with some heritage attractions. 

However, after the project over 
86% wanted to remain in touch 
with Lancashire Life and take 
up its offer of possible further 
coverage. One interviewee 
commented that the project had 
been good in getting her venue 
to experiment with partnership 
beyond their usual subject 
specific magazines.

For some organisations there was an element of chance 
in their involvement; the project came along to fill a gap 
in the exhibition schedule, to motivate and focus a team 
or to develop a display they had been wanting to do or to 
build relationships with a new audience. For some, there 
was a warm open mindedness to any opportunity. 

More than one museum also mentioned the support and 
personable approach of the Project Co-ordinator as 
being a deciding factor. She contacted and re-contacted 
venues, making it possible for them to be involved.

Strand 1: building the partnership
`70 museums, galleries and heritage 
venues will be able to join together in 
a county wide exhibition to promote an 
object in their collection that tells a story 
of the County Palatine.’



Smaller museums found it easier to fit a project with a 
short timescale into their schedules; large museums 
also got involved but varied in flexibility and ability to 
respond to short notice projects. One museum plans its 
extensive community engagement programmes at least 
a year, sometimes two, in advance and links them to its 
main exhibitions and learning. In this context, something 
like 70 Objects might have looked unconnected or 
random; it says a lot for the quality of the project and the 
museum’s commitment that it fitted in so well.

But it was the collections, the 
stories they represent and a 
desire to present these to the 
public which was the strongest 
motivation. The project offered 

a clear and strong message; we can tell the public the 
story of Lancashire by highlighting our collections. This 
can drive visits and engagement and most importantly 
create a marketing partnership on a scale larger than 
anything attempted before in the region.

Summary 
The project partners set out to actively engage 70 different heritage organisations and their audiences – a 
massive undertaking - and succeeded, due to excellent communications and project management.

The partnership placed accredited museums, unaccredited museums, independents, local authorities, historic 
houses and commercial organisations alongside each other. This was mentioned by a number of participants as a 
benefit and an incentive; this could be a constant factor in future similar projects.

Venues loved the opportunity to be part of a big partnership. 

Fronting the project with the right Project Co-ordinator, supported by a proactive Steering Group, was key to its 
success. The large number of participants made her task very challenging and her achievements all the greater.

Some participants would have liked more contact with each other to build relationships and future collaborations. 
This wasn’t possible within the scale and timeframe of this project but could be built into future projects.

A longer timescale and the ability to plan better would be ideal for the next project.

9
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To take part in 70 Objects, potential partner venues were 
asked to carry out a 
public vote or some 
form of community 
engagement to 
select the object 
representing their 
museum or site 
and submit the 
proposal to the 
Steering Group. 
This engagement 
happened late in 
2016. The Steering 
Group then selected 
objects in January 

2017 based on representing the sector, the geography 
and chronology of the county and the potential of the 
object stories to appeal to a wider public. Very few 
objects were refused and this was usually because they 
were a duplicate or told a very similar story to another 
object.

This was one of the most important parts of the project. 
Engaging with 
the public is not 
new for most 
of the heritage 
organisations; 
indeed 95% of 
them said they 
were engaging 
either some or 
all of the time. 
The timescale 
meant that the 
initial voting 
had to be done 
quickly but 
nearly all venues 
responded to 
the challenge 
and at this stage, many developed entirely new ways 
of engaging with the public. 

In interviews, there were 14 different mentions of 
new ways of contacting the public triggered by 
the need for voting; 12 of these were new online 
methods, learned from other participants, including 
Twitter, Facebook and surveymonkey polls, Google 
polls, Flickr likes, Mailchimp emails to supporters and 

subscribers, 
emailing and 
engaging with 
Friends through 
Facebook; as 
well as using 
physical voting 
slips and ballot 
boxes and 
devising a 
voting system 
that worked for 
Reception age 
children. All the 
venues planned 
to use the new 
system again 
and most were surprised by the level of responses they 
got – a minimum of 100 in many cases.

If this small sample is extrapolated across the project, 
thousands of people could have got involved in the 
voting process – making this a hugely democratic and 
participative project. 

For logistical reasons many venues gave the public 
a shortlist of objects already on display or easily 
displayable. 13 out of 14 interviewees mention being 
surprised at what the public chose.  This happened in 
museums with regular ongoing contact with their public, 
just as much as those who engage less. This may be a 
minor finding but it is an interesting reminder to keep in 
touch with the public’s values and to check how they 
align with those of the organisation. 

Strand 2: Object selection and public voting
`Communities surrounding and visitors 
to all participating museums will have 
the opportunity to engage more closely 
with their local museum by choosing 
their favourite object and story to 
represent their Lancashire history.’
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Timescale proved a challenge for some venues, especially if this particular 
type of community engagement was new to them. Timescale for consultation 
was mentioned by all interviewees and in the online survey.

Training, planning and a longer lead in time for 
future projects would allow all participants 
to feel able to take part. It’s noted that 
museums which are constantly 
in touch with their audiences 
found this element more 
achievable. Also, some venues have 
specific standards for community 
engagement and would prefer not 
to rush it or affect long established 
relationships.

Public reactions to this process 
were very positive and 
indeed passionate!

“Behind the scenes the volunteers got very excited 
about this and really behind this object and they 
spread the word to societies and supporters they 
knew because they really wanted it to win!”
“Front of house staff said people had been 
asking where the object was after it was 
featured in the local paper”
“The winner was probably down to the 
passionate archives audience at the 
museum. It got lots of backing because it 
was an archival item.”

Summary
Venues were extremely inventive in consulting 
their public. There is potential for more sharing of 
expertise within the 
sector and developing individual models for each 
venue, for example on digital consultation. The 
public wants to be engaged!

Timescale was a major factor and should be borne 
in mind in planning future events.

Venues which have an ongoing dialogue with their 
audiences or have the flexibility or circumstances 
which allow them to respond rapidly, got more out of 
the process.
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Case Study: Blackpool Museum Project
Using 70 Objects to connect with future partners

Blackpool Museum Project is not yet a museum – it is in the 
process of development, which is why 70 Objects was so timely. 
Emma Heslewood, the Project’s Curator says she was “looking for 
opportunities to engage, to get Blackpool’s heritage collections 
and service better known in the region”. 

Engagement Manager Kerry Vasiliou saw it as a chance to 
strengthen some existing community links and the service 
threw itself wholeheartedly into the project. “We wanted to 
build a relationship with someone that could be part of ongoing 
engagement. I’d worked with the school before and we decided 
to involve the entire school – 620 children – in choosing the 
object”.

Staff and volunteers from the project went into Our Lady Primary School and held Dragons’ Den 
style assemblies for every class from reception to Year 6. The objects were specially chosen for 
a younger audience and `pitched’ to the children who then voted by standing next to the object 
they wanted. Staff were amazed and impressed by the children’s choice – they chose the model 
of the former Ferris Wheel because they loved its story and how it linked Blackpool to the world. 
Deputy Headteacher Fiona Ormerod commented that “The children felt very invested in it. They felt 
important”.

The Museum project worked with the Family and Local History Library service to offer family 
workshops based around the display. These were a great success and repeated to other groups in 
the town, giving both services a new activity and developing a new partnership between them.
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After Object Selection by the Steering Group, 
participants worked with the Project Co-ordinator to write 
text labels which were then reproduced onto display 
plinths to go alongside the object. 

All interviewees commented on the high quality design 
of the display plinth/label and the Spotters’ Guide. 

“The label was timely and well designed - so much so 
that we’re looking to copy it. It’s still on display - the 
plinth works as a display object.”  

“Jenny chose exactly the right colour red for the 
plinth – it fits in with the colour scheme of the 
museum and it’s still up. It’s a well made quality 
product.”  

The family friendly Spotters’ Guide was an 
I spy type booklet designed to encourage 
families to visit many displays on a trail basis, 
take selfies with the objects, fill in quiz questions 
and download a certificate after they had seen 
a number of the objects. These were launched 
at the 70 Objects launch event in August 2017. 
They were not dated or time limited. Although the 
displays were of short duration, the booklets also work 
as a general gazetteer and promotion for Lancashire 
museums. There’s an expectation that they would have 
a life beyond the project for this reason. Also, many of 
the 70 Objects were on permanent display or had kept 
their 70 Objects label up.

For some venues, and especially where the object 
was not on permanent display, the gap of up to a 
year between the public vote and the display was 
challenging. One interviewee described the actual 
display as being “like a coda” and another warned of 
“project fatigue”. This also relied upon the object being 
appealing and the ability of the venue to generate 
excitement again.  The solution is planning future 
projects in a different timescale.

The achievement of getting copies to each venue and 
then replacements if they ran out, was huge. The very 
attractiveness of the booklet probably made that 
harder– they were eagerly picked up and many venues 
ran out quickly, although some reported less interest. 
There were some frustrations at not being able to get 
extra copies and it was clear that where a venue was 
in a `cluster ‘with other venues, the Guide was more 
popular.

“The verbal tours were definitely enhanced by the text 
panel. Otherwise there wasn’t a particularly different 
response from the public. The Spotters’ Guides went 
fast - perhaps because we are near other venues in the 
Guide. “   

“My main positive takeaway was the 
opportunity to learn about and work with 
other museums in Lancashire - as we are 
technically in Cheshire (since 1974) we 
have had less to do with other Lancashire 
museums as a result. If I have a main 
criticism it is the timing of the project 
- the Spotter’s Guide was a great activity 
for children but the fact that it ran from 
September to November meant that 
most children were in school.”

Strand 3: displays and audience feedback
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Engagement during the displays
From the online survey, 10.8% described the main experience of 70 Objects as being `getting involved with our 
visitors and users’; a further 6.5% each describe `more visitors’ and `different visitors’. Numerically these are small 
numbers but this combined proportion of 23% represents 11 participants. Interview data backs this up further, with 
many more venues reporting community engagement activities around their displays. These are a few:

• A display in a local library and family workshops described 
by the librarian as “a successful focal point for both children 
and adults visiting the library. Everyone has been curious 
and interested to discover what it was and where it came 
from.” (Haslingden)

• A Coffee Club discussion with older adults about the object 
and the collections which also focused on the natural history 
collections and Oldham’s geological past. As a result of 
the coverage given to the object by 70 Objects, it will be 
included in a forthcoming new gallery.

• Family workshops and craft activities (Blackpool)

• Heritage Open day weekend of family activities featuring 
Spotty Bear (Pankhurst Centre)

• A specially designed family friendly quiz sheet about the 
object. The object is still on display and the quiz is still used 
(Dock Museum Barrow)

Summary
The display material was 
appreciated, timely and above all 
high quality. This was important in 
integrating the project into a wide 
variety of different venues and into 
people’s own display standards.

The Spotters’ Guide was high 
quality and family friendly.
Some venues are a long way 
from others and experienced 
less interest in the Guide 
because of the economics 
of travelling. Consideration 
could be given to a more 
sub regional version, or to 
a different download as 
the Guide/ gazetteer still 
has value as a tool to 
attract audiences from 
one venue to another.
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Case Study Dock Museum Barrow
New attention on a much loved object
Museum Manager Sabine Skae was pleased and a 
little surprised when the public voted to choose the 
ship model Oriana as Barrow’s Object.  “The Oriana 
was exceptional, iconic – a very well known ship 
locally. So many people have memories of sailing 
on her and I think that was why she was chosen, for 
example, over the Viking Hoard.”

Working with a volunteer who has design expertise, 
the museum created a lively family friendly quiz with 
stickers as prizes and this has been so successful 
that it is still part of what the museum offers to 
families. 

Sabine was also happy to be part of a project 
that celebrates Barrow’s historic role as part of 
Lancashire – and that involved the public. “It’s part 
and parcel of what we do every day as a community 
museum” she says. The quiz – and the 70 Objects 
label – can still be seen at Dock Museum and are 
proving very popular with families.

Case Study Helmshore Textile Museum
Working together with Haslingden Library
The Museum is currently only open for group visits so staff relished the opportunity to be part of 70 
Objects by working with nearby Haslingden Library. The Friends of the Museum took on the public 
vote through their Facebook page – and this turned out to be a boost for them as well. 

The winning object was a lant cart – a 
container for human wee used in the textile 
trade – and it told a terrific story and had a lot 
of appeal for children. The Museum staff ran 
family workshops at the Library making model 
sheep and trying hand spinning and both 
were very popular. Curator Louise Jacobsson 
hopes to continue contact with the library 
and describes it as “a great partnership. Both 
parties have the same resources to input, 
there’s genuine dialogue, we’re both getting 
something out of it and the public benefits”.
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From the outset, 70 Objects was intended to have 
animpact on social media. Participants were offered 
free social media training; specific hashtags and Twitter 
accounts were set up, the project had its own page on 
the Lancs Life website and a  social media feed involving 
the cheerfully bright Spotty Bear was created.

Following the best rules of character led marketing, 
Spotty was personality rich, adaptable and created 
with conviction and enthusiasm by members of the 
project team. He provided a family friendly image for the 
project and encouraged children and families to visit and 
the Project Co-ordinator and MDNW staff were endlessly 
creative and entertaining in posing and photographing 
him.

Where a participant venue had its own character, such 
as the Rochdale Pioneers Museum’s Cooper bear, a 
Spotty tweet interacting with him was created to increase 
the Twitter presence. 

Spotty has worked excellently as an ambassador 
and image for the project within the sector and with 
participants. In interviews, a lot of affection was 
expressed for both the Twitter feed and the actual toy 

although there were some questions as to whether his 
connection to the project was obvious to followers and 
public on social media (Spotters’ Guide = Spotty is not 
an obvious link to Lancashire in 70 Objects and some 
interviewees felt that this connection was not immediate 
enough for the speed of social media).

One venue found that Spotty themed tweets did not 
appear to attract more response than other 70 Objects 
tweets made by themselves and this is borne out by a 
simple look at the responses. The key appears to be 
interest in the local – people are following and looking 
for tweets with a local connection.

The main advantage of Spotty appears to have been the 
provision of content to support people’s own social 
media activity, and give encouragement to novice social 
media users. 

Strand 4: Social media and marketing

“We shared Jenny’s posts and had fun 
taking pictures of Spotty. It definitely 
drove content. It may not have been part 
of our social media strategy and just one 
strand of content but all content is good!.”
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Specific social media 
recommendations based 
on findings
Due to the very varied starting points and experiences 
of the partners in using social media the evaluators 
felt that it would be most helpful to concentrate on 
recommendations for potential similar future projects 
(themed, specific joint outcomes, multiple partners, fleet 
of foot, small budget, mixed experience) based on the 
findings. 

Findings used:
• collated comments on social media from participant 

interviews  
• report on social media from Lancashire Life
• report from Blackpool Museum Project
• Survey Monkey questionnaire answers
• looking at participants’ use of social media during the 

project (front end only - no analytics provided)

Positive outcomes
There were many positive outcomes mentioned by the 
project partners from using social media for this project 
including:

• Increasing social media reach
• Using the opportunity to employ someone to sort out 

social media
• Starting to use Instagram and finding it beneficial
• Using Twitter to undertake/ publicise surveys and polls
• Using the project to renew social media use following 

a lapse
• Providing additional content for social media activity
• Providing an opportunity to develop social media 

activity
• Usefulness of opportunity to have social media training
• Developing different audiences
• Increasing social media activity
• Positivity of feeling part of a network
• Benefitting from the project social media generally 

even if didn’t identify specific social media results from 
own activity

• Helping to raise online profile generally

A full list of Recommendations for social media for future 
projects has been attached in the Appendix.
 

Summary:
According to the surveymonkey survey, before 70 
Objects, 45% were active on Facebook and 19% on 
Twitter with a small number active on both. The other 
biggest use of media was ` own website’ at 26%. 

After the project, 10% of respondents said the project 
had `increased their use of social media’. In comments 
and in interviews, the most frequent comment about the 
social media for 70 Objects was that it had `generated 
good content’ and this was very welcome.

Pear Drop
Oswaldtwistle Mills Accrington
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Legacies
• The public were able to get involved very closely 

with the collections of their local museum – there is 
a model here for future engagement projects.

• Many museums learned new techniques for 
consulting and gathering feedback including new 
online methods, which they will continue to use

• The sector has an excellent model for a joint 
marketing initiative based on collections: this is 
already being circulated through a conference of 
Museum Development staff in the West Midland in 
March 2018.

Recommendations 
• There is appetite and scope for more cross sector 

marketing projects based on collections and the 
public’s engagement with them

• Longer lead in time – 1-2 years ideally
• Smaller geographical or other groupings: ideally 

offer a mix of opportunities, some large, some small
• Build the engagement with extra opportunities for 

the public eg writing competitions, arts activities
• Equality of partners as in 70 Objects
• Recognising strengths – local connections, local 

links
• Diversity of partners so people can choose who they 

might want to work with in future
• Be clear upfront about the expectations of partners 
• Agree audience feedback and evaluation methods 

in advance
• Venues will prioritise projects which can be aligned 

with their own values and programmes

Medicine Jars
Whitworth Heritage Museum
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Appendix: 
Interview template:
1. What was your main motivation for getting involved in 70 Objects?

2. How did you select your object? How did that process work for you? Did you do anything new 
and if so, will you do it again?

3. How was the display stage? What public response did you have and do you have any 
evidence for it? Did you do any activities to accompany the display?

4. Social media and marketing: did you get involved in the Spotty feed? What impact did social 
media and Spotty have on your venue? Were there any changes in your use of social media as 
a result? Do you have any data about your social media?

5. What changes or impacts from the project?

6. What could have been done better or differently?

7. What makes a partnership project attractive to you? What else might you want or need to get 
involved in future projects?

Interview participants

HiDDEN

GMMG

Pankhurst Centre

Warrington Museum

Gallery Oldham

Dock Museum Barrow

Leighton Hall

Hoghton Tower

Helmshore Textile Museum

Gawthorpe textile Collection 

Blakpool Museum Project

Deputy Headteacher, Our Lady 
Primary School Blackpool

Museum of Science and Industry
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Preparation
• Identify and agree desired aims, outcomes and 

realistic goals of the social media activity (as part of 
the marketing and audience development plan) to be 
undertaken over the project period 

• Recognise that general project aims can be furthered/ 
achieved using social media – social media does not 
sit alone and it’s not about social media for social 
media’s sake. Social media sits as a tool within the 
overall project marketing and audience development 
plan

• Ensure social media training offered in advance is 
bespoke enough to be of benefit to all levels of users’ 
experience (as opposed to a one size fits all session 
for all participants which is less helpful when there is 
such disparity in experience and use of social media 
as was evident here)

• Use that social media training to outline specific tools 
and strategies that can be employed to achieve the 
project aims (eg. from the simple ensuring everyone 
knows how and when best to share a Facebook 

Page post or where to find their Twitter 
notifications and how best to act on 

them, through to more complex 
strategies as appropriate to 

each user, their skills and 
experience and importantly 
their specific audiences)

• Use social 
media training to 

embed simple 

measurement methodologies so that social media 
outcomes can be evaluated after the project end 
(starting with organisations to note figures in advance 
of project starting so growth and engagement through 
the project can be quantified eg. number of Facebook 
Page Likes/ Twitter followers/ Instagram followers etc 
as well as more detailed information on engagement 
levels)

• Consider extending that professional social media 
expertise to provide support throughout the project 

• Consider whether more experienced social media 
users could be informally partnered up with less 
experienced users for the project period to help with 
getting the most out of social media on the project

• Collate and share a table of all participants’ social 
media usernames in advance so all participants can 
follow/ like each other in advance across all relevant 
profiles

• Content is key, ensure that the key content is rich and 
engaging for social media activity to sit around

• Consider where the source of primary content for the 
project is to be located and ensure that all project 
partners know how to link to that using social media 
tools

• Any use of new characters (eg the Spotty character) 
in social media marketing needs bedding in early and 
in advance of the project and needs to be coherent 
enough to be useful (as opposed to potentially 
confusing) in social media marketing contexts where 
quick readability and comprehension is key

• Identify, agree and circulate some manageable basics 
on what the project-oriented social media activity will 
be, eg:

• Types of content
• Regularity of posts
• Minimum expectations/ standards of reciprocal 
activity eg retweeting, sharing, mentioning across 
platforms (which could have been done a lot 
more in many cases)

• Tone/ voice appropriate to the project (and to 
each organisation’s audiences)

• Agree any project hashtags in advance (and 
don’t overuse too many or non-specific hashtags 
which crowd post messages) 

Social media marketing
Specific recommendations based on findings
Please note this is not a practical “how to” guide on how to use social media most effectively to achieve results 
for similar projects – a huge and complex subject, this would be a massive unwieldy document which would be 
impossible to pitch at all the different levels of participant experience and knowledge of social media usage such as 
to be useful for all.
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During the project
• Regular and targeted activity and responsiveness 

as per the outline agreed in advance and minimum 
requirements suggested in the preparation phase

• Maximising opportunities to grow and engage 
audiences through good use of social media tools 
and strategies (partners need to know what these are 
before the project starts, as per recommendations 
above)

• Look at what other partners more experienced in 
social media usage are doing for inspiration

Following the project
• Note final numbers of followers/ likes/ retweets/ 

shares/ other engagement as above for adding into 
the evaluation

• Analysis of the social media activity against the aims 
and objectives established at the outset

• Continue with good practices in sharing and 
reciprocal activity

• Work on social media fundamentals to be better 
prepared for the next project (long list of social media 
management, housekeeping and development 
activity that would be suggested to every user as a 
matter of course)

• Offer follow up bespoke social media training for 
those that would benefit to address any issues 
identified during the project and through evaluation of 
activity 

• Keep the increased social media activity going past 
the project – continuity and regularity of posting 
and sharing plus active development to grow target 
audiences and engagement is key

• Share and celebrate the experience and successes 
across the project partners


