
 

 

Category: Arts, Culture or Sport Campaign 

Company: St Fagans National Museum of History 

Entry title: Be part of the story of Wales 

 

 
Brief and objectives: 

Our brief was to celebrate the completion of a £30million redevelopment of St Fagans 

National Museum of History and encourage visitors to ‘be part of history’. 

The Museum remained open to the public throughout the 6 year period and although visitor 

figures dropped below the typical 600,000 a year, there were opportunities for people from 

all over Wales to get involved. 

We needed to communicate that over 120 community groups helped to shape the new 

Museum. And when fully re-opened, we wanted people to share their stories, collections and 

skills to ensure that St Fagans truly reflected life in Wales. 

Objectives: 

1. Re-launch St Fagans to existing and new audiences as a Museum created with the 

people of Wales 

2. Increase visitor figures and engage with under-represented audiences 

3. Communicate the new visitor experience, and encourage participation. 

 

The idea, research and planning: 

St Fagans has always been a museum about the people of Wales. Through the 

redevelopment, we wanted to shape the future of St Fagans with the people of Wales. 

Our communications followed the same ethos. We engaged our visitors, partners, media and 

influencers giving exclusive access to the project, listening to feedback and sharing our 

messaging through the networks of our 200 partner organisations. These partners were all 

ambassadors for St Fagans, and champions within their communities. 

At the beginning of the project, 65% of our users fell into social grades ABC1. We developed 

the ‘Be part of the story of Wales’ campaign to invite a diverse audience to engage with the 

Museum. 

 



Strategy, tactics, creativity and innovation: 

Pre-launch: Engage with users, partners and influencers - from the local villagers to 

Cardiffians who hadn’t visited St Fagans since school - to build excitement and re-introduce 

them to the Museum. 

Launch: Together with new and existing partners, celebrate the completion of the 

redevelopment and offer opportunities for people to feel part of St Fagans. 

Post-launch: Increase footfall to the Museum from diverse audiences, by communicating the 

new offer to defined target audiences. 

 

Delivery: 

PRE-LAUNCH: 

Stakeholder and Community Engagement: 

 Re-evaluated partnerships with tourism bodies (Cardiff Council, Visit Wales), 

positioning St Fagans as a national priority for tourism in Wales. They were invited to 

view the work and held their own internal meetings at St Fagans 

 Shareable toolkit for partners with key messages and social media content. 

Events: 

 Behind the scenes tours for visitors during Tafwyl, National Eisteddfod and Food 

Festival 

 Maximised every opportunity for publicity from the Football Association Wales press 

conferences, visit by Culture Minister to Visit Wales familiarisation visits. 

Media: 

 Opportunities to experience the project themselves resulting in features on BBC 

Radio Wales Country Focus and BBC Radio Cymru. 

LAUNCH: 

Events during the week of the launch: 

 Thank you staff event 

 Press preview 

 Private view for stakeholders and partners including poem written by the National 

Poet for Wales and congratulations video from actor Mathew Rhys 

 Family fun weekend appealing to a diverse audience with BBC Horizons, S4C and 

craftspeople 

 Large ‘Sain Ffagan’ letters - great Instagram opportunity. 



Media and Social Media: 

 Targeted media from local paper Y Dinesydd and St Fagans Village newsletter to UK 

nationals such as the Guardian with specific and relevant angles 

 New photography and video, involving our partners to ensure diversity 

 Partners such as Mencap and The Welsh Language Centre acted as spokespeople 

 Messaging on and offline was about the user, encouraging members of the public to 

get ‘hands on’ and ‘Be part of the story of Wales’. 

POST LAUNCH: 

Media and Social Media: 

 Continued momentum online, encouraging others to share their experiences of the 

new St Fagans 

 Features and reviews in publications i.e. Museums Journal. 

Stakeholder and Community Engagement: 

 Worked with National Lottery to communicate the impact of the new offer at St 

Fagans i.e. how a lambing course changed the life of one individual. 

 

Measurement and evaluation:  

Campaign evaluated from 1 October – 4 November 2018, including the week of the launch 

w/c 15 October 2018. 

Outputs: 

Media coverage: 

 Blanket broadcast coverage across Wales throughout the day of launch including 

lives on 4 programmes on 3 channels 

 Front page of Y Dinesydd 

 Prominent article in Guardian online (150 shares, 9k reach on Facebook) 

 Major articles in the South Wales Echo and Western Mail 

 Lead review in the Museums Journal 

 Reach (online, broadcast, print): 6.43m. 

Social Media/Online: 

 TWITTER @StFagans_museum 234.5k organic impressions over the 35 day period 

and 29,600 impressions on opening day 



 FACEBOOK @StFagans_museum 21 posts about the project, combined reach of 

69,187 

 Most popular video of Llys Llywelyn reached over 9k people. 

Stakeholder and community engagement: 

 Over 400 people attended the launch 

 Opening weekend resulted in nearly double the visitor figures (15,000 compared to a 

typical October weekend of 8,000). 

Visitor Figures: 

We welcomed 72,348 visits in October 2018, a +71% increase on the same month in 2017. 

The story continued with the Museum finishing the financial year (April 2018 – March 2019) 

+19% up from the previous year with 683,613 visits. 

Outcomes: 

 Successfully re-launched the new St Fagans, the most ambitious redevelopment 

project in its history 

 St Fagans has been selected as one of five finalists for the £100,000 Art Fund 

Museum of the Year 2019 

 Amgueddfa Cymru will host European Museum of the Year conference and awards 

ceremony in 2020 

 S4C confirmed a second series of the children’s series Amser Maith yn Nol - filmed 

at St Fagans 

 The Museum has won three major architecture awards 

 A much strengthened relationship with Visit Wales which has resulted in our third 

successful funding application worth £150,000 to attract tourists to the Museum. 

 

Budget and campaign impact:  
 We communicated the completion of a £30m project within a budget of £25,000 

 It has strengthened the Museum’s position as Wales’ most popular heritage attraction 

 It has confirmed the project as one of the most significant and innovative heritage 

projects in the UK 

 It has encouraged a new way of working for all colleagues across the organisation. 

 

 


