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Who?



Strategy
• Context
• Vision
• Strategic Objectives
• Key Performance Indicators
• Our Customers
• Retail Environment
• Range plan
• E-commerce
• Retail Marketing Overview

How?



1. Research

Who is your audience?

What are your targets (both aims and KPIs)

Who is your competition

2. Range planning

What’s in the exhibition? What do people like? What do you own imagery of?

Who is the customer? 

What should the price range be? How many lines?

What is your selection criteria?

3. Buy Ins

What is available? Spring/Autumn Fair, Top Drawer, benchmarking, online research

Can you outsource?

4. Bespoke

Where are the gaps? What are your winning images? 

Suppliers (ACE/Top Drawer/word of mouth)

Product development



AIMS AND KPIS*

1. To provide a net profit

2. To enhance the visitors’ enjoyment

3. To inspire passion for our collection

4. To ensure our retail offer is accessible to all of our audiences

• £150K profit ex VAT via Postal Museum and Mail Rail shops 

• £21K profit ex VAT via online sales 

• £5K profit ex VAT via retail sales at external events

• Average Conversion rate of 22%

• Average Transaction Value of £7.19

• Average Spend Per Head of £1.62

*based on visitor figures of 185,000

What are your targets?



• London Transport Museum
• Design Museum
• Southbank Shop
• The Science Museum
• National Railway Museum
• We Built This City

Who is your competition?



What’s in the exhibition? 
What do people like? 
What’s unique to your venue?
What do you own imagery of?

Range planning



MAXIMISING SALES

• Well educated cultural consumers
• Not interested in souvenirs, search for 

authentic and high quality product

• Key family audience
• Like to buy gifts
• Want to feel they are supporting the 

venue through their purchases 

38.11

3.11

SOCIAL EXPERIENCE SEEKERS

CULTURAL CONNOISSEURS

• Mature, Traditional, Heritage
• Low uptake and price sensitive
• Don’t tend to buy gifts

• Young and trend aware
• Want products that are quirky, original 

and high quality

TREND-SETTING EXPLORERS

NOSTALGIC TRADITIONALISTS

• Mostly primary school groups
• Influenced by what their peers choose

SCHOOL GROUPS

Who is your customer?



All products bought in or developed must meet this criteria:

✓ Fulfils retail vision

✓ Links to collections and stories

✓ In the spirit of the brand

✓ Fits into one of the ranges

✓ Makes margin (50%)

✓ Perceived value for money

✓ Well designed

✓ High quality 

✓ Supplier based in the UK where appropriate, possible and financially viable 

Selection Criteria



What is available?

Buy Ins



Can you outsource?



Feed it into the spreadsheet

TPM

MR

Bay no 

BI or B

Header Range

Range

Supplier 

Product

Description

Category

Unit Cost 

MOQ units

Delivery costs

Set up costs 

RRP inc VAT 

Sell ex VAT 

Margin £ ex set up 

Margin % ex set up 

Order qty

Order value 



Where are the gaps? 
What are your winning images?

Suppliers (ACE/Trade Shows/word of mouth)
Feed the data into the spreadsheet

Buy Ins



CASE STUDY: Fine Cell Work

✓ Use your curators
✓ Leave lots of time for research and visits
✓ Find small suppliers whose values are strong
✓ Spot potential star products/PR opportunities
✓ Allow plenty of time



CASE STUDY: Tibs

✓ Use what’s popular
✓ Look for tie-ins
✓ Licensing is better if possible



CASE STUDY: Mail Rail book

✓ Be prepared to let it go…

• Promotes us as the authority on the 
history of Mail Rail 

• Provides a Mail Rail specific product 
• Reflect our marketing campaign pre-

opening will focus on Mail Rail
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CASE STUDY: Guidebook

✓ Allow time for curators
✓ Allow time for strong opinions
✓ Allow time for rewrites and edits
✓ Allow time for finding imagery and photography
✓ Allow time for contracts
✓ Allow for circumstances beyond your control!
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