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Title

Mrs

Ms

Miss

Mr

First Name

Rachel

Surname

Silverson

Job Title

Museum Curator

Organisation Name

Firing Line Museum of the Welsh Soldier

Dr

Other

Organisation Address Cardiff Castle Interpretation Centre
Town

Cardiff

Postcode

CF10 3RB

Contact Number

029 2078 8598 / 07837 014852

Email

curator@cardiffcastlemuseum.org.uk

Twitter account @

@FiringLine

Organisation Profile/Overview (100 words maximum)
This unique museum of the Welsh soldier is highly innovative and interactive in providing access to the
proud and distinguished service of 1st The Queen's Dragoon Guards and The Royal Welsh, which stretches
over 300 years and continues in Afghanistan today. The Museum preserves past and present history for
future generations to understand why ordinary people are prepared to do extraordinary things and carry out
outstanding acts of bravery.
Our key objectives are to conserve the artefacts, stories and memories attached to the Welsh soldier for
future generations; to tell the stories of ordinary people who did extraordinary things and to establish a
dedicated learning programme for schools and community outreach workshops

CATEGORY ENTERED (please click):
Category 1 – Demonstrating Marketing Excellence
Public libraries

Further education libraries

Higher education libraries

Health libraries

Archives

Museums

Category 2 – Joint Marketing Project of the Year
Joint Marketing Project of the Year

The total word count for the section below must not exceed 2500 words. A maximum of two additional
documents may be submitted to support your entry not exceeding 5MB in total or provided as a ZIP file.
Alternatively please provide relevant links.

Project title
Enter the title or name of the marketing project – this will be included in all relevant publicity.

Soldiering On: Bringing the Past Alive

Context
Describe the background/reason for this project. What challenges or opportunities were you faced with?

As a small, independent, charitable, military museum we were faced with the challenge in reflecting the First
World War history of trench life due to the capacity and limited space of the gallery. We, therefore, pursued
new technologies as a way of engaging a wider audience with this subject and its themes. Working with a
local, digital app company we designed and implemented an interactive touch screen with software which
enabled visitors to orientate themselves with a virtual trench, exploring the layout of trenches; some of the
artefacts associated with trench life and providing an insight into the feelings of going over the top. A key
challenge in delivering this was the restricted budget available for implementation.
This opened up opportunities for the museum to make more effective use of the gallery in which the touch
screen was located. Under the leadership of museum supervisor Corporal Ian Fife our front of house
museum team were inspired to create a trench diorama with the interactive touch screen as a central focus.
This in turn has become an integral part of the organisations professional development programme, with
staff and volunteers developing new skills to create the diorama but also using investigational and research
skills to broaden their knowledge of the First World War particularly in relation to soldiers serving on the
Aims and
Objectives
Western
Front.
State the aims and objectives that were set for this project – where possible these should be SMART

This
has improved
the level
of many
engagement
that our
front ofattending
house team
with
theyou
visiting
public,
objectives
– for example,
how
new users
or people
the has
event
were
hoping
for? as
If well
as
integrating
them
into
the
exhibition
programming
of
the
museum
with
the
trench
being
developed
to
mark
possible, include budget and timescale information.
different commemorations and acts of remembrance. The project has also been expanded in 2016 to develop
What is a SMART objective? Specific, Measurable, Achievable, Realistic, Time-bound
and
implement a programme of living history at the museum with team members creating an identity and
reenacting different roles relating to different conflicts throughout time. This has included the
The Firing Line Museum's key objective was to prepare a series of events for the Welsh Museums Festival
implementation of weapon talks, Tommy talks and a week long programme of reenactment during the Welsh
(22nd - 30th October 2016) that helped bring the story of the Welsh Soldier to life for the visiting public.
Museums Festival. All of this creating an atmosphere of continuing professional development and peer
learning within the organisation.
The museum had participated in the first Welsh Museums Festival but had absorbed existing activities into
the event. 2016 would be the first year that we delivered events specifically with the Festival in mind.
Key objectives in delivering this project involved:
-Enhancing the heritage and learning offer that we had on offer to visitors to Cardiff Castle and the museum
-Increasing the level of presence that the museum had on social networks such as our Facebook and Twitter
pages; as well as our website blog @Curator
-Improving our offer during the Welsh Museums Festival Week and providing at least one event each day of
the Festival.

Strategy & Planning
Outline the strategy taken to achieve your objectives and justify your marketing approach – did you
undertake any research for example; have your developed new or existing partnerships; did you target a
new audience or try a new approach to promoting your services?

Our marketing strategy event was based on using free social networking to promote the project and its
events, to accommodate as large an audience as possible. The Firing Line Museum, whilst an independent
museum, forms part of the admission to Cardiff Castle and as such the daily audiences are very peripatetic
and diverse.
Another key objective was to cater to those people resident or working in Cardiff who have Cardiff key
cards to provide additional value for money. These cards allow people free entry to the museum.
The museum approached the social networking with the aim of having one daily event posted on facebook
(our page can be found at https://www.facebook.com/FiringLineMuseum/) and events posted at regular
intervals on the museum's twitter page @FiringLine
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What promotional activity did you undertake; did you use social media and/or traditional media?

This project was driven by entrance and exit surveys completed by an Alumni student from the School of
Museum Studies Leicester, and was a direct response to visitor feedback about museum services.
All Firing Line events were promoted in Welsh and English via the Welsh Museums Festival website
http://museums.wales/ and we used our own social networks to promote both the Festival and the website
The museum used storify to summarise what had happened on-site as part of the Welsh Museum Festival
Week https://storify.com/FiringLine/getting-started
The Firing Line Museum was also featured several times as part of the wider Welsh Museum Festival's
Storify of the week's events: https://storify.com/WelshMuseums/beamazed
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attention - print and televised.
Our Facebook insights informed us that events during the Welsh Museum Festival had the greatest reach and
engagement with our users throughout this project, and that any post related to the Soldiering On: Bringing
History Alive project are the most popular topics on our Facebook page.
Via Twitter we posted 32 Festival tweets related to this project. This led to 458 profile visits, 9.284 tweet
impressions, 20 mentions and 4 new followers
The talks that were offered during this event had high number of attendees and during festival week 662
people attended our Weapons of War talks.

Date of Project
Provide the start and (if appropriate) finish dates of the project.

The project was devised for Welsh Museums Festival Week (22nd - 30th October 2016)
Summary
Provide a brief summary of your project (approx. 150 words) to be used for promotional purposes on the
website, social media, etc.

Soldiering On: Bringing History Alive - a programme of living history at the museum with team members
creating an identity and reenacting different roles relating to different conflicts throughout time. This
included the implementation of weapon talks, Tommy talks and a week long programme of reenactment
during the Welsh Museums Festival.

ENTRY FORM FOR CATEGORY 3 – MARKETING CHAMPION OF THE YEAR
Please complete this section if you are entering Category 3. Entries must be nominated by a manager
or equivalent – you cannot self-nominate. The nominee must give consent to be nominated.
Please tick the relevant box below Library Marketing Champion
Archives Marketing Champion
Museum Marketing Champion
Name of Nominator

Rachel Silverson

Job Title

Museum Curator

Organisation Name

Firing Line Museum of the Welsh Soldier

Organisation Address Cardiff Castle Interpretation Centre, Cardiff, CF10 3RB
Contact Number

07837 014852

Email

curator@cardiffcastlemuseum.org.uk

Twitter account @

@FiringLine

Why are you nominating this person?
The total word count for the section below must not exceed 1000 words. A maximum of two additional
documents may be submitted to support your entry not exceeding 5MB in total or provided as a ZIP file.
Alternatively please provide relevant links.

• Notable achievements

• Challenges and barriers overcome

• Differences made to the service

• New partnerships

• Examples of innovative or creative working

• Examples of engaging colleagues in marketing

Corporal Ian Fife has been nominated for this award as the Supervisor of our Front of House team. This
project has been driven by his personal motivation and passion for the project, and for the work that the
museum does. Since taking up position as Museum Supervisor with us, he has injected enthusiasm into the
team using the team-building skills he has acquired as a soldier (both Regular and Reservist) and he has
helped to create a forum at the museum where staff feel involved and able to share and contribute to our
public programming. This project would not have been as successful without him.
There has been a notable increase in the development of our Front of House team. As a small independent,
charitable museum training and development opportunities has historically been based on the availability of
free or low cost training. However, there has been a greater creation of development opportunities in-house
using staff and volunteer knowledge and expertise. There has also been a notable increase in the level of
confidence of some of the younger members of staff through participating in the weapons talks and
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museum and our visitors have left feeling included, informed and that the museum has offered them value
for the experience that encounter at the museum. This adds meaning to the work that we all do.
Please
submit
the been
entry involved
form andwith
any other
additional
documents
jane.purdie@wrexham.gov.uk
by 20th
Our
team
has also
organisations
whotohave
been commemorating the First
World
War
one
employee
contributed
to
the
War's
Hell
exhibition
at
Amgueddfa
Cymru,
and
other
staff
members
January 2017.
have been involved in commemorative events for Armistice and Remembrance. The project has also inspired
interest from our team in producing films for a Firing Line YouTube channel. Work will be taking place
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Our front of house team are also now actively engaged in learning and outreach, assisting our Education
Officer with groups visiting the museum. What has started as a project targeted for the Welsh Museums
Festival is now just the starting point for a permanent, long-term part of the museum's work and will be
connected to education, lifelong learning, exhibitions and research projects.
However, the museum team also faced some key challenges for the duration of the project. Firstly, the
organisation is a small, independent and charitable museum that does not currently employ any marketing
trained staff at all. Working with a shoestring budget, all marketing of the event took place at no cost to the
organisation. Social Networking was implemented by the Museum Curator who also had to balance this task
with participating in and delivering elements of week-long activities at the museum. An additional challenge
was the museum's location as an independent museum sited within a local authority visitor attraction. Cardiff

