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Market overview

The Natural History Museum has steeply

recovered from the decline in visitor numbers due

to the COVID-19 pandemic.

The markets for both museums and photography
are forecasted to gradually expand, indicating
that Wildlife Photographer of the Year s likely to
gain further traction and revenue in forthcoming
years.

Seasonal trends in visitor numbers suggests July-
August are peak timings to target consumers for
promotional activities and exhibition activities.

Monthly revenue of libraries, archives, museums, and other cultural services
in the United Kingdom (UK) from January 2019 to June 2024 (in million GBP)

Monthly revenue of libraries, museums, and cultural services in the UK 2019-2024
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Monthly revenue in million GBP
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Number of visitors to DCMS-sponsored museums in England from 2019 to
2023, by museum (in 1,000s)

Number of visitors to government funded museums in England 2019-2023, by museum

2019/2020 2020/2021 2021/2022 2022/2023
Tate Gallery Group 8264 591 3069 5993
Natural History Museum 5304 302 2469 5302
British Museum 5943 160 2045 4545
Science Museum Group 5007 360 2327 3812
National Gallery 5477 234 1177 3029
Victoria and Albert Museum 4082 130 1195 2727
National Museums Liverpool 3099 221 1389 2351
Royal Museums Greenwich 2760 111 926 2028
Imperial War Museums 2499 269 1113 1997
Royal Armouries 2180 137 815 1961
Horniman Museum 759 82 331 714
Wallace Collection 487 26 160 314
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PESTLE analysis

‘Compassion fatigue’ is occurring - due to
significant levels of negative news being
broadcasted, people are seeking content and
experiences that is less emotionally
distressing and more enjoyable (Warc, 2024).
Engaging with interactive, immersive,
‘Instagrammable’ experiences is a current
social trend.
¢ There has been a shift in consumer attitudes

with an increased focus on privacy, consumer
control and an ethical internet affecting 85%
of brands (Warc, 2022).

Visual 1: Wildlife Photographer of the Year has posted large amounts of content using shock and fear appeal on
Instagram recently. This may negatively affect engagement. Positive emotional appeals should be prioritised.

Visual 3: Online privacy concerns UK (Statista, 2024)

Legislation surrounding data protection and the ethical
use of online data has strengthened. For example, GDPR
regulations set out in 2020 has stated that museums and

public organisations can no longer rely on ‘legitimate
interest’ to collect data.

Consumers have also shifted their focus onto data
protection and the ethical internet. For example, due to
privacy concerns, consumers dislike seeing
adverts based on previous searches (Mintel, 2024).
The Natural History Museum oversaturates
social media pages with adverts after researching the
museum.
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Family with children liked it a lot, but expected maore
WOW's

Nov 2024 « Family

with my 8 year old and my 13 yeor old.

dinossaurs and whales, and other fascinating
to see. They enjoy very much,
And yet... childr joy are so used to the fantastic,
the noisy, the colourtul, the dynamic, that this sort of
musaum nowadays falls a bit t. Thay axpect more
things like the T-Rex animc The earthquake
smulotor isoppointment to them, asking "was
1agine much investment was made over

and excellent professionals work there, But

1 &
Az a student you can visit B
Wildlife Photographer of  [£8
the Yaar for just £7.75

Visual 4: Wildlife Photographer of the Year

emphasises discounted pricing.

According to Mintel (2022):
UK visitor attractions should focus on technological
innovations.
Younger consumers show high interest in attending events
using VR technology.
* Investment in websites, social media and virtual tours have
become pivotal.

The museum offers VR experiences in the ‘Visions of Nature’
exhibition. This use of VR should be extended to WPY and the wider
museum.

Visual 2: This online review of the Natural History Museum
demonstrates the urgency of incorporating technological
innovations into modern day museum experiences.

According to Mintel (2022):
Many UK consumers have stated reluctance to visit attractions
due to price.
68% of consumers state entry price is an important factor when
deciding which attraction to visit.
Paid attractions need to explicitly emphasise discounted price
offerings as visitors look for free or low cost exhibitions to visit.

Further factors to consider:
84% of brands reported the economic recession still impacts
their marketing strategies (Warc, 2022).
* Lowered government funding due to economic turndowns mean
organic and cost-effective marketing should be prioritised.




About the brand

After officially opening in 1881, the museum has grown to
host millions of visitors each year. It is currently one of the
most visited museums in the world (Statista, 2023).

The museum's current strategic priorities include influencing
consumers to become planetary advocates and reaching
national and global audiences (NHM, 2023).

In 2023, the Wildlife Photographer of the Year exhibition
held its "highest grossing in decades," and was visited by
170,000 people. This was the highest amount of visits in the
history of the exhibition (NHM, 2023).




About the company's communications

P rakesh.pulapa
Love this one. Totally deserving ¥

#  albertoromangomez

@rakesh.pulapa Thanks!!

Virtual word of mouth

New "wildlife photographer of the year" exhibit was
wonderful
Review of Natural History Museum

QOOO® revicued 16 October 2024

&
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I visited the museum in October 2024 to visit the newly installed "wildlife photographer of the year”
show (it gets updated annually). Entry to this show requires a paid ticket; the process of booking one
online was easy.

The exhibit was excellent. The winning photographs are beautifully displayed, and alongside each
photo there's explanatory text about the photographer and his/her process. Across the various
categories one sees a great deal of the natural world and the animals within it. There are a couple of

interesting short films, and a fun digital experience where you flip through ~25 images that have been
nominated for an audience choice category and submit your vote

Voluntary word of mouth

© Natural History Museum - Kensington and Chel... ,"‘*
3441 people posted about this place 2

 TikTok
Q

i @ @O

andaéel London & Travel E‘:

Ad @Natural History Museum London
Comemithme to the coolest exhibition in
ondon

Influencer model Managed word of mouth

Marketing communications models

Between 1970 and 2020,
how much have global
wildlife populations
decllned on average°
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nhm_wpy When you give into that irritating
itch! %

Humour appeal

Natural History Museum
https://www.nhm.ac.uk > wpy 3

Wildlife Photographer of the Year | Natural History Mu

Wildlife Photographer of the Year tells the story of a planet under pressure.

Fear appeal

> Things you candoin *
2 London as a student

Sex appeal

Sllce of llfe appeal
Informational appeals Emotional appeals

Messaging strategies and appeals
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About the company's communications

natural_history_museum
Sponsored

Join our email community and
i 3 get 10% off your first order. Ts &

Is Wildlife Photographer
of the Year giving... :

Csap

Wildlife D Prctograher, |
Photographer Nl Jize brat
of the Year \

Now open

Wildlife
Photographer
of the Year

Ad @Natural History
Museum London Come wit...

Ad + https://www.nhm.ac.uk . )
CO[OU rS w andace | London L2835

Natural History Museum

Earned

@ The Independent

Wildlife Photographer of the Yea

Award asks public to pick a

favourite & Sy News

Wildlife photographer
people's choice: The 25
shortlisted images

Vote for your winner of the
Wildlife Photographer
People’s Choice Award of.

2 days ago 1 day ago
@ Forbes Natural History Museum
Wildlife Photographer Of Y . Vote for Wildlife
The Year: 25 Photos To Vote " Photographer of the Year 60
For Your Favorite People's Choice
2 days aqo 2 days aqo
Nature Lighting
OsQV
5 O . REVI ew heartsonoursleeves73 Ye

Stimuli and cues POEM model



Interactive

National
Portrait
v Gallery

Passive experiences

Direct competitors

NATURAL The
HISTORY
MUSEUM

experiences
SCIENCE
the MUSEUM
DESIGN london
MUSEUM e transpor
museum
Emotionally
evocative
WM R W&\

British
Museum

Educational

Emotionally
evocative

Interactive

experiences $
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. ty Farm uisnd
SERLIFE
London Aquarium : } HORNIMAN
& MUSEUM
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Hampstead —
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[m NATURAL
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Passive experiences

Indirect competitors

Outlining the competitive environment

Educational



About competitors' communications

Competitor:

v IT'S TIME!
Colours and lighting

v P ! Original audio
: N o ) ;
o e ‘ ol & christmasmania3
v i 2
‘. ;| O
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2 Trending «

Use audio

Nature

Trending
audio

Kew Gardens

Ad - https://www.kew.org
Royal Botanic Gardens, Kew

Book Your Visit Today — Book an ent
in our beautiful, inspiring Gardens. T:
wonderful Gardens. Book an entry tir

@ glenwhatsit
B> Wow! That's so cool. What a clever plant 3 @

we call it Mimosa or “Putri Malu*
glish is "Shy Princess”

Interactional model

Prompted WOM

Kew Gardens
hitps://www kew.org > corporate-opportunities » corpor.

Corporate sponsors | Kew

Cazenove Capital is the proud sponsor of Kew Gardens'
to support Kew's fight to reduce the impacts of climate ch

Managed WOM
Influencer model

Stimuli and cues

Our future is
botanic

Kew Gardens
hittps:/fwww kew.org » sign-up-to-our-email-newsletter

Sign up to our email newsletter | Kew
Get exclusive updates, offers and more in our email newsletters

Earned

Kew Gardens
hitps:/fwww.kew.org » corporate-opportunities > corpor

Corporate sponsors | Kew

Cazenove Capital is the proud sponsor of Kew Gardens'
to support Kew's fight to reduce the impacts of climate ch

Kew Ambassadors
=
iT. =
_ 7 &4

45 (9,353)

POEM model

Marketing communications models
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Slice of

Informational
appeals

appeal

PADDINGTOMN
IN PERU

6 Peruvian plants
to spot at Kew

>

A AR

Devil’s tooth fungus
Hydnellum peckii

~

Fantasy
Fear/shock

Kew Gerdens

Rare and Extinct: some of the world's most threatened ...
27 Aug 2024 er, K sitors to explore

Guilt
Emotional appeals

Messaging strategies and appeals
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About competitors' communications

Indirect competitor: Moco Museum London

peomuseum GIVEAWAY ALERT

% Win a signed poster by Hayden Kays! %

Prompted WOM

Moco has collaborated with some world renowned brands, :

- - ———
— N G de P e : Uniglo, and Ace & Tate. We are always open to new partners MOCO Museum
Ty - - LON ! nk to book $ s & =
> : = = \ e 1S in a : 4 3
q L L dif ‘ R— S = “Mocy' 5
W 1 [ i AN Y~ o ~Ex Ad - https://www.mocomuseum.com M g d WO M S
I 2 4 N o & Diwsm
i bt I 1P | - TR : i & b poce Husedn _ a n a e G
T\[ = S LR TS - 2 - & Plan your visit - Book now — An independent Museu E :
oio

Iw,gl andedin London ¥ [ J ] i § artists of Modern Art. Explore our permanent exhibi

#\US@IH]‘ & i : = ¥  inspiring modern, contemporary, and street art. Mee

Interactional model Influencer model

Marketing communications models

mocomuseum New York based female artist, Kathleen R/an
nk ulture of excess with

Shapes Digital
screens

Slice of life Sex appeal Fantasy

Moco Museum London:

3 vas sor Mast of Londan's art museums h
ine 27, 2024 12:4100

et e . Informational
Emotional appeals
POEM model appeals PP

Stimuli and cues

Messaging strategies and appeals




Current audience

Here is a buyer persona aiming to represent the
current audience that primarily attends the
Wildlife Photographer of the Year exhibition.

Key facts about this buyer persona:
* Prefers educational appeals

* Classed as a 'Knowledge Seeker' and
'Innovator’

* High education and disposable income

* Seeks experiences which reflects
sophistication

Mark Hemsworth

I am an Audit Senior Associate at PWC in London. | spend my
free time visiting private art exhibitions, museums, private
dining venues and engaging with luxury travel experiences.

Age: 39 years old

Income: £65,000/annum

Occupation: Audit Senior Associate

Location: London

Marital status: Single

Education: BSc Hons

Segment type: Knowledge Seeker / Innovator

WEBOGRAPHICS
AS SUGGESTED BY HOOTSUITE SOCIAL TRENDS, 2022:

« Mark spends an average of 6 hours, 41
minutes using the internet daily (Hootsuite,
2022). He uses uses the internet to stay up
to date with news and events, research
how to do new things, consume
educational content and manage finances.

+ He is part of the 46.7% of 39 year old males
who watch educational videos weekly
(Hootsuite, 2022).

* He spends 2 hours, 15 minutes on social
media daily (Hootsuite, 2022). Purposes of
using social media include contacting
friends and family, reading news stories,
work-related networking and connecting
with good causes (Hootsuite, 2022).

« He is part of the 42.2% of 39 year old males
who use social media to research brands.

+ The devices he owns include iPhone 16 Pro
Max, Macbook Pro, Smart TV, Apple Watch,
Alexa, his work phone and more...

TASTES AND HOBBIES

=

CONTACTING  \iSITING
VISITING ART FINE FRIENDSAND  \USEUMS
EXHIBITIONS DINING  FAMILY ONLINE

INTERNATIONAL
TRAVEL

Mark finds new hobbies and interests, including
places to visit, through:

Articles

TV programmes

Features in magazines and newspapers

Social media

Online courses

Online blogs

(Mintel, 2023)

As an employed 39 year old man, he spends an
average of 8.8 hours each day on entertainment,
socialising, and other free time activities (ONS, 2023).

PSYCHOGRAPHICS AND PURCHASE
MOTIVATIONS

Based on his audience segment of being a knowledge
seeker and innovator, Marks purchase motivations
include:

« Reflecting his social status through indulging in
upscale, niche products and experiences such as
Wildlife Photographer of the Year.

* He seeks experiences which reflect his social
standing and sophistication.

» He seeks to further his knowledge and cultural
understanding as widely as possible.

As a Knowledge Seeker and Innovator, he engages with
cognitively stimulating and educational experiences.

PAIN POINTS AND CHALLENGES:

As a Knowledge Seeker, content that is high in
emotional value does not significantly capture his
attention or prompt interest. Instead, he prefers a
primary focus on the educational values of
experiences.

For Mark, the role of emotions is to add depth to
experiences in a way that enhances his
understanding and connection with issues.
Whilst this is the case, advertising should have a
rational appeal to capture his interest.

PREFERRED BRANDS
Museums: Natural History Museum, British Museum

Entertainment: Networking events at London Hilton on
Park Lane, dining at the Shangri-La, shopping at Ralph
Lauren

PREFERRED CHANNELS [
AR

®E e X &=

As evidenced through Hootsuite reports
(Hootsuite, 2022), Mark primarily uses
LinkedIn, Instagram, Facebook, X, WhatsApp ‘| ‘|
and Telegram. Furthermore, he uses in-store
shopping, online blogs and reviews.



Strengths Weaknesses

Last year, WPY had the “highest grossing in decades” Marketing efforts don’t spark interest or emotional

(NHM, 2024). connections with diverse audiences.
. WPY content is humourous and has sparked . Oversaturated social media adverts can lead to
conversations online. advertising fatigue

WPY is featured in a wide range of press releases. Students have reacted negatively to WPY social mediz:
89% of visitors would recommend the NHM (Statista, adverts.

2023). . High bounce rate and shorter visit durations on
« WPY social media accounts are very interactive with website compared to competitors.
followers.
SWOT
Analysis
Opportunities Threats
« Increasing competition from multisensory, immersive
« Museums have identified increasing use of interactive exhibitions who target the same audience.
elements such as AR, VR, sound spatialisationand 3D §. Consumers are actively avoiding experiences which
elements as priorities (Mintel, 2021). may prompt sadness or distress.
. Highlighting social media worthy photo-taking + Museums offering free or low cost experiences pose
opportunities may increase appeal of the exhibition to significant threats.
younger demographics. . Low attention economy is affecting consumer
engagement (Warc, 2024).

. Decreased museum funding from DCMS.



Marketing objectives

Here are objectives in line with the client’s goal of increasing off-
peak ticket sales by targeting weekday attendance among the
primary demographic (adults aged 25-34) in London and the
South-East.

Attention: Increase the reach of Wildlife Photographer of the Year
content by 20% across Meta and TikTok by February 2025.

Interest: Increase audience engagement with Wildlife Photographer of
the Year content by achieving 10,000 QR code scans within 8 weeks.

Desire: Attain a 12% click-through rate on email campaigns promoting
student and off-peak discounts by March 2025.

Action: Drive 10,000 off-peak ticket sales and 700 new email
memberships through offline and digital advertising by June 2025.




Messaging strategy

'Out of Sight, Out of Mind'

My campaign aims to address the
disconnect between urban populations
and wildlife. This will spark ticket sales and
wider engagement with wildlife-related
themes.

» Increases ticket sales

» Targets new audiences

» Primary focus on Londoners
» Changes consumer behaviour

» Sparks connections and conversations




Tactics: platforms and channels

Here are the tactics | will use to achieve my campaign.

MUSEUM CAFE
POP-UP

wwwﬁ‘
.uw
ot P ckets

Geo-targeted social media adverts,
including competition

Working with PR, influencers, " Interactive

- Personalised Miniature wildlife
affiliates and corporate sponsors billboards

email newsletters statues across London
15



‘Wonder

Developing a
brand narrative

The following factors have been considered
and has been discussed in the notes section:

* Brand narrative
 Brand essence
* Brand promise
* Brand meaning
* Brand core values

e Brand elements

Y% WILDLIFE
33"¢sZ PHOTOGRAPHER
RS OF THE YEAR




Repositioning strategy

Interactive
experiences
A E [R‘]E%% SCIENCE
s | MUSEUM
DESIGN london
MUSEUM e transpor
museum
Emotionally > Educational
evocative

WALLAGE V&,‘

COLLECTION "
NATURAL The British
HISTORY Museum
MUSEUM

National
Portrait
v Gallery

Passive experiences

W
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New targeted audience

‘Highly Social’ consumers and ‘Experiencers’
should be targeted as they are able to “Spark
connections and conversations” when engaging
with experiences. They are likely to share the
exhibition and their experiences with friends and
family through word of mouth, alongside on social
media.

This buyer persona meets the client brief by:
* Targeting ayounger audience

* Targeting more diverse demographics in terms of
income and audience segments

* Targets Londoners working in central locations and
so able to visit exhibition between 10am - 6pm.

Ll

Age: 25 years old

Olivia Tailor

I am a training Account Manager at a leading fashion boutique
in London. | spend my free time socialising with friends at
restaurants, going to the gym and visiting music venues.

Income: £32,000/annum

Occupation: Account Manager

Location: London

Marital status: Single

Education: BSc Hons

Segment type: Highly Social / Experiencer Consumer

WEBOGRAPHICS

AS SUGGESTED BY HOOTSUITE SOCIAL TRENDS, 2022:

« Olivia spends an average of 7 hours, 16
minutes using the internet daily (Hootsuite,
2022). She uses search engines to find
activities for a day out (Mintel, 2023) and
find information. She also uses the internet
to watch the news and stay up to date with
events,

* She is part of the 47.3% of 25 year old
females who watch educational videos
weekly (Hootsuite, 2022).

« She spends 2 hours, 50 minutes on social
media daily (Hootsuite, 2022). Purposes of
using social media include socialising with
friends and family, filling spare time,
identifying trending content, finding online
communities and connecting with good
causes (Hootsuite, 2022).

« Olivia is part of the 48.4% of 25 year old
females who use social media to research
brands.

* The devices she owns include iPhone 14,
Lenovo laptop, Apple Watch and more

TASTES AND HOBBIES

WATCHING SOCIALISING

VISITING ART EXPLORING  Sutnimc hng INSTAGRAM WITH
EXHIBITIONS I;ARSFI—I:ISCJ FAMILY ONLINE REELS MY FRIENDS
s

Olivia finds new hobbies and interests, including
places to visit, through:

+ Social media posts

* TV programmes

* Featuresin magazines and newspapers

* Online courses

* Online blogs

PSYCHOGRAPHICS AND PURCHASE
MOTIVATIONS

Her characteristics resemble a Highly Social consumer
as she seeks interactive, social experiences. She also
shows traits of an Experiencer, including spending a
high amount of her disposable income on fashion,
socialising and entertainment.

Based on data from Mintel (2023), Qlivia's purchase
motivations include:

« Keeping her mind active (shared by 63% of UK
population)

Managing stress (shared by 44% of the population)
Adding greater purpose to her life (30%)

Escaping from negative news stories (26%)
Improving her social life (21%).

PAIN POINTS AND CHALLENGES:

Following the pandemic, Olivia avoids
emotionally distressing online content and
experiences (Warc, 2024).

Alongside 68% of consumers, Olivia dislikes
brands that post boring and repetitive content.
Olivia struggles to engage with content or
exhibitions that lack interactive elements, social-
media-worthy photo opportunities, and the
ability to sociase.

PREFERRED BRANDS
Museums: Natural History Museum, Tate, Moco Museum

Entertainment. Bar at One, Pure Gym, National
Theatre

PREFERRED CHANNELS
[ HIOF ] ‘|8

JOME=

As avidenced throuah Hootsuite reports




Media classification by source:

Owned X i O @
- = @ @ - #WPY60
: ; creates
‘ - ‘ Social media - WPY website sense of
- Referral traffic community
— | Wildlife
—— iy i
g Int ti
Soclal media competition rl;lﬁ:)a:ar‘clle IanL‘!encerS /
us aavertsing Affiliates
usadverssn Ad - https://www.nhm.ac.uk . X Social )
Natural History Museum > Activities > Websites >Convombom . Social media
Digital and display adverts email newsletter
Earned - Bus adverts - Working - Geo-targeted
- Billboards with PR, social media
- Pop-up influencers adverts
cafe and - Working with
- Miniature affiliates influencers
statues and affiliates
= A range of
Working with PR, influencers 1 1
yorkingwich R ! ’ Interactive media
affiliates and corporate sponsors
(Filand Turnbull, 2019)

POEM model
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The customer journey

ATTENTION

The consumer is made
aware of the
exhibition through
bus adverts and the
‘Win a Night at the
Museum’ social media
competition.

INTEREST

Interactive hillboards
and miniature statues
throughout London
with only ‘WPY60'
featured sparks

interest in the
exhibition.

DESIRE

Personalised email
campaigns introduce
unmissable offers to the
consumer, The pop-up
cafe encourages fast
purchases to avoid
‘FOMO.’ PR positions the
exhibition as a desirable
experience,.

ACTION

As a result, the consumer
visits the Wildlife
Photographer of the Year
exhibition. A review is
made online and the
consumer shares their
experience with their
friends.

Here is an example of the new buyer journey following the AIDA model with
the proposed tactics.

20



Media paten

A pulsing, continuous media pattern will be used in this campaign. Pulsing indicates there are periods with
higher promotional efforts, ensuring the audience is engaged continuously and the organic buzz surrounding

the exhibition is maintained.

Jan Feb March April May June 21




Duration and cost

Here, the campaign's promotional activity duration has been outlined and the £40,000 budget has
been distributed using a Gantt chart.

JAN FEB MAR APR MAY JUN |COST ££

Win ‘Night at The
Museum’ social medi £2,000

competition

Bus £5,000
advertisements

Interactive

£5,000
billboards
Statues
throughout £6,000
London
Pop-up cafe £7,000
Email
. £5,000
campaigns
Working with PR,
affiliates & £5,000
sponsors
Geo-targeted
social media and £5,000

digital ads 29
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Campaign tracking

Personalised email campaigns: Interactive billboards: Buses:
* Page views and bouncerateon * Reach,focus groups, QR code tracking

* (QOpenrates, click through rates, , o
P g unique tracking links

unsubscribe rates PR, influencers, affiliate sales:

Ze e Engagement rate, website referral traffic
Pop-up cafe: Instagram adverts: 8ag

* Unigue QR code tracking links, social ~® Engagementrate, reach, Statues featuring the '#WPY60#
liStening tools, foot traffic follower count e Reach, social listening tools, fogus groups




Campaign tracking

Influencers:
* Engagementrate, link clicks to By Rotation
website, number of unique referrals.

Meta advertisements:
* Engagementrate, reach, follower count.

. , i . Press and media releases:
Posts featuring the '#AnyOccasionByRotation « Number of published articles, amount of website referral traffic,

* Reach, social listening tools, focus groups. improvements to SEO ranking due to increased quality backlinks.

Emails:
* Openrates, click through rates, unsubscribe Changes to By Rotation's website and social media:
rates. * Bouncerate, website visits, number of visits to dedicated landing
. . . page for pop-up event.
Audience sentiments following the event: * Increased reach, followers, and impressions on social media.

* Sociallistening tools, By Rotation reviews.
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References

Thankyou for listening to my presentation
and the opportunity to work with the
Natural History Musem — how incredible!

References can be found in notes.
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Appendix 1

Fernando B

Parto, Portugal
orto, c.mgc |OO .
54 contributicns

90060

Family with children liked it a lot, but expected more
wow's

Nov 2024 « Family

| went with my 8 year old and my 13 year old.

It was very, very good. Plenty of interesting facts and
data, as well os real size animal models, skeletons of
dinossaurs and whales, and other fascinating things
to see. They enjoyed it very much.

And yet... children today are so used to the fantastic,
the noisy, the colourful, the dynamic, that this sort of
museum nowadays falls a bit short. They expect more
things like the T-Rex animatronics. The earthquake
simulator was a disappointment to them, asking "was
this ali?”. | inagine much investment was made over
the years and excellent professionals work there. But
o bit more is needed.

Written 17 November 2024

This review Is the subjective opinion of o Tripodvisor member and net of
Tripadvisor LLC. Tripadvisor perfarms checks on reviews as port of cur
ndustry-leading trust & salety standards. Read our transparency
eport tolearn more

g Natural History Museum

Hi there, thank you for taking the time to leave a

26



Appendix 2

Vision

Transform
the study of
natural history
Mission
Creating
advocates for
creativi®y the planet

encﬂurage

Create a resilient
and sustainable
organisation

Engage and
involve the
widest possible
audience

27



Appendix 3 1

Comments

oliver_gv_hill 1

Oh god no | think | just cringed so hard |

made a mess

Reply

Wildlife Photographer of the Year

28



Appendix 4

instead of crashing out, have a “Night
at the Museum” with friends

athaliaadouko

T

Protect your peace my heart

< Reels

instead of crashing out, have a “Night
at 9‘.’ Museum” with friends a

athaliaadouko

e 2kid - IDK (feat. Zlatan) . FONIOW

Protect your peace my heart

LR

instead of crashingout, have a “Night
at the Museum” with friends'

‘. athaliaadouko s
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