
Action plan for ‘behind the scenes’ tours

	Action/who is responsible
	Costs/other resources

	Phase One: Can we do this and will it achieve what we think it will? 

	Do a cost benefit analysis:  

(
How much will this cost? (capital, operating, opportunity cost)

(
Is there a market for this product?

(
Will it be eligible for funding?

(
Will it produce revenue?

(
Could it be a charged-for experience?

(
What are the other opportunities to increase access to collections?

This process may well result in the initiative not proceeding or perhaps going ahead on a different basis.   
	Staff time and possibly some cost if the skills required for the analysis are not currently available to the museum.

	Confirm the plan, including performance targets that will help staff and board assess the success or failure of the new initiative.

Performance targets may include:

(
revenue targets

(
first time visitors

(
repeat visitors

(
use by schools, tour operators and other groups

(
positive feedback

(
no irreparable loss or damage to collections.
	

	Agree the action plan. 
	Staff /board

	Phase Two: Implementation of the plan

	Develop interpretive information and object labels to help visitors understand what they are looking at.

Some research is needed and information needs to be written with the audience in mind.
	Staff and volunteers

$500 for labels 

	The feasibility study recommended the use of audio or audiovisual at a later stage once the store is open.

Investigate audio system. 
	Volunteers



	Check for safety and security (safety consultant)
	$500 for audit

	Safety and security audit recommended the installation of some barriers and additional lighting, the relocation of some high value items and the improvement of visibility from entrance of store to furthest part of store.


	$2,500 – for electrician and lights, stanchions and rope barriers plus volunteers to move collection items and to prepare the store.

	Establish and signpost a pathway through the storage area
	$500 for signage

	Establish roster to do guided tours during high visitation times – weekends and public holidays.
	Staff and volunteers

	Communication strategy (staff plus volunteers)

(
an official opening (only if sponsored)

(
previews for local tour operator/s

(
previews for teachers

(
advertising (local/iwi radio, travel guides)

(
free editorial

(
send information to local target audience/s (schools/clubs)


	Previews – staff time + refreshments @ $3 a head

Advertising – free community + $500 for selected publications

Staff time to prepare press release and to engage local press + refreshments @ $3 a head.

Staff time to prepare information. 

	Agree operational detail and the performance targets that will be used to assess the success or otherwise of the venture. 
	Staff/board

	Agree how and when the venture will be evaluated.
	Staff/board
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