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Abstract Museum provides us experiences, ideas, and satisfaction from the
authentic objects of nature, science, history, and the arts. With records of extensive
historical items and collections, museum accolades the outstanding universal value
and indeed enhances the tourism prospects. This research endeavoured to address
the objectives by exploring the perceptions of stakeholders involved in this respect
to find a better way forward for museum management strategies and planning
perspectives. This was done through a questionnaire survey and interviews with the
museums officials. Having carried out this research and carefully assessing the
contents of it, it can be safely stated that a dynamic and effective management
strategy that reflects visitors’ perceptions in practice will only purifies the heritage
museums from its negative impacts of tourism and will lead towards the reward.
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1 Introduction

Museums attempt to accumulate multifarious events of politics, religion and some
other social movements’ that led the world over the centuries. It offers a profound
learning experience and brings our past alive with records of extensive historical
items and collections. Hence the distinctive characteristic of museums is that it
constantly secure the present with past (Rahman, 2012). The quality of tourists’
experience in museums often regard as mesmerizing. The Royal Museum of
Greenwich and The Ironbridge Gorge Museum are the two leading heritage
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museums in the UK. Though geographically these two museums are located in
distinctive areas but they two experienced a substantial growth in tourists’ arrivals.
Therefore, it is vital to have a timeous and proper management system and plan in
place to conserve the attractions and to meet its ever increasing tourism potential.
This work engaged constructively in evaluating management strategic plans in
place in respect of the two case studies and how these strategies and plan can be
developed to continue the upward trend of its attractions and increase its tourism
prospects further. During the process of carrying out the research, the researcher
understood that the critical analysis of management strategies will not only enable
the researcher to put forward ways and ideas for benefiting two particular heritage
sites, but this would also enable the researcher to acquire necessary knowledge in
this respect.

The aim of the research is to examine the tourism and museum management
strategies and planning perspectives of The Royal Museum of Greenwich and The
Ironbridge Gorge Museum as heritage sites.

Objectives:

1. To identify the Management and planning strategies used by The Royal
Museum of Greenwich and The Ironbridge Gorge Museum.

2. To compare the management and planning, and heritage presentation and
interpretation approaches of the two museums and heritage conservation.

3. To understand how visitors to the two museums experience and perceive the
heritage presentation and interpretation.

2 Tourist Experience in Museums

The aim of the museum is to “foster an informed appreciation of the rich and
diverse we have inherited”, this manifest that museum is a real, authentic, and
genuine place of experience (Herbert, 1995: 45). Prentice (1995) described museum
is a quite experiential product which facilitate feeling and knowledge. Further to the
discussion, Otto and Ritchie (1996: 167) stated that ‘the ‘experience’ of leisure and
tourism can be described as the subjective mental state felt by participants”. In
accordance with Otto & Ritchie, a museum can be the experiential form of con-
sumption that emerged the two qualities to characterise the successful management:
visitors’ responsiveness and creativity (Lord, Dexter, & Lord, 1997). In addition,
the competitive atmosphere and pressure on attendance signify the importance to
pursue new ideas and method from a different discipline (Benediktsson, 2004).

Indeed museum provides experiences, ideas, and satisfaction from the authentic
objects of nature, science, history, and the arts as museums are closely linked with
leisure sectors (Kotler & Kotler, 1998). On the principle of ‘educations for the
uneducated masses’ (Bennett, 1995) and ‘cabinets of curiosities’ (Weill, 1995), the
most primitive museums were originated to establish to … “raise the level of public
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understanding … to elevate the spirit of it’s visitors … to refine and uplift the
common taste” (Weill, 1997: 257). In this context, Freedman (2000) stated that
museum should play a mediator role of information and knowledge for it’s users.

Museum is a unique place that shapes identities and developed from being a
source of knowledge and objects to having a “… multifaceted, outward looking role
as hosts who invite visitors inside to wonder, encounter and learn’ (Schauble,
Leinhardt, & Martin, 1997: 3). In fact, people experience intense feelings when they
visit museums as they become close to something that is woven into the fabric of
our history (Waxman, 1996). Moore (1997) stated museums are the exciting place
to visit for leisure and entertainment. Kelly (2008) came up with a decision after
conducting a survey on Australian museum visitors that tourists visited museums
for new experiences, worthwhile leisure, learning and entertainment. McKercher
(2004) survey revealed that museums are the most popular tourists’ attraction as it is
a part of the universal cultural system for preaching knowledge and experiences. It
provides a unique sense of particular time and place that makes it a distinguish
tourist destination (Graburn, 1989; Tufts & Milne, 1999).

However, despite the prosperous prospects of museums in the realm of the
tourism industry, the museums are devouring some problems. Brown (1997),
Garnet (2002) have identified funding cut is a problem that causes limited resources
requiring the museum to operate on commercial basis. Apart from a commercial
operations, the multifaceted characteristic of museum encourage to be responsive
on social and environmental issues i.e. population, sustainability, social justice and
indigenous rights (Bradburne, 1998; Brown, 1997). Furthermore, the exhibition,
loaning collection and visitation have been affected by some global factors such as
terrorism, climate change and global warming (Kelly, 2008).

In addition, with the advancement of technology and availability of other leisure
choices, museums are now facing new demands (Cameron, 2003). Museums cannot
be mere supplies of information rather a centre for providing knowledge and other
educational and information tools that enable tourists to explore their own ideas and
reach their own conclusion (Bradburne, 1998; Hein, 1997). Indeed, museums are
having a diverse range of tourists every day and became a universal part of our
cultural system (Herreman, 1988). In particular, according to Kirchenblatt-Gimblett
(1998): 132), “Tourism needs destination, and museums are premier attractions”.

3 Methodology

The research has been carried out through adopting mixed methodology. In doing
so, the in-depth interviews of the employees and a questionnaire survey were
persuaded to understand both sides opinion. To conduct this research the researcher
adopted an interpretivist theoretical view which presents the research in a quali-
tative methodology. The Interpretivist theoretical view delivers the researcher an
‘insider’s’ view to the key issue (Veal, 2006: 37).
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In-depth semi-structured interviews were carried out with the people who work
at the two museums and questionnaire survey with visitors was also conducted. In
addition, the current management strategies and future plan in respect of ‘The Royal
Museum of Greenwich and The Ironbridge Gorge Museum’ were examined with a
view to seeking ways to enhance tourism prospects of this heritage site.

The visitors and museums officials were selected to conduct this research. In
developing the strategy of the research, the researcher decided to select the repre-
sentatives through a ‘purposeful’ sampling method for qualitative data which Veal
(2006: 295) defined as “individual selected on the basis of a key criterion”. The
interviewees were contacted through email (see Appendix 3) and with the consent
of interviewees, the meetings took place at their convenient time and place as it was
necessary to let them feel comfortable to gain more information. In a familiar
environment, everyone feels secure, open and willing to talk. This results in the
researcher to have longer time and more information which might not have been
possible in any other place.

On the other hand, understanding visitors’ expectorations and motivations, a
visitor’s survey was conducted through distributing questionnaire survey to the
visitors at the site. A random approach to sampling visitor’s survey adopted in this
study. Considering the costs and time, the random sampling at the visitors’ site was
appropriate.

4 The Royal Museum of Greenwich

The Royal Museum of Greenwich is the home of Greenwich Mean Time and the
Prime Meridian line. The UNESCO in 1997 has awarded the ‘Maritime Greenwich’
(The Royal Observatory, The Queen house and Cutty Sark) as one of the out-
standing value heritage site (Greenwich, 2012) (Fig. 1).

From Fig. 2 it can be seen that the RMG has been structured with five key
positions at the key management decision level with several other positions at the
lower management level to implement the whole operation of the management.

Under the Planning and Compulsory Act 2004, the local authorities are required
to prepare Local Development Frameworks (LDFs) through taking into account of
national and regional planning guidance and strategies (Act 2004).

With an aim to ‘stimulating curiosity’ the Museum Corporate Plan for 2009–
2014 directing to shape the museum’s aspirations to let the people understand of
British economic, social, political, imperial and maritime history and its conse-
quences in the world today in a way that place the people stories at the heart of
interpretation and link it to the contemporary issues as such people feel sense of the
value and sense of the ownership (Corporate Strategic Plan 2009–2014).
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5 The Ironbridge Gorge Museum

The Ironbridge Gorge Museum is one of the first groups of UK 7 heritage sites to be
awarded by UNESCO as an outstanding value ‘World Heritage Site’ in 1986. The
Museum has a unique contribution to the birth of industrial revolution of the 18th
century which shaped a new era (Ironbridge, 2012). The long history, rich col-
lections and contribution to the intellectual development described as one of “the
most extraordinary district in the world” (Ironbridge, 2012) (Fig. 3).

6 Management Structure

The fig. 4 shows that the IGM has three management positions at key strategic
management level along with other positions at other levels to conduct the whole
operation of the museum. The Management structure of the IGM are designed
below.

As an autonomous body ‘the Ironbrige Gorge Museums Trust’ takes its own
decision and it intends to increase the visitors to 600,000 including an additional
4000 educational visitors. To achieve operational excellence and long-term busi-
ness sustainability, the essence of working with private and public partnership to

Fig. 1 Aerial view of The Royal Museum of Greenwich (Source Greenwich 2012)
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explore tourism opportunities and capitalize on tourism potential in order to gen-
erate tourism economy of West Midlands (Fig. 5).

7 Respondents’ Characteristics

The researcher aimed for 60 people and respondents were 60 from two museums.
Respondents in the survey are characterised by a number of aspects such gender,
age, country of origin and occupation and in order to classify the visitors by
socio-demographic background specific questions were asked. Information on
visitors’ background is important as it helps to classy respondents as well as to
understand the visitors’ perception on tourist sites (Lie et al., 1987).

(a) Age Group and Gender

The Table 1 that the both museums have higher numbers of female visitors than
its male visitors. In case of age group, respondents’ age between 45 and 65 years

Fig. 2 Management structure of The Royal Museum of Greenwich (own work)
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old constitute 37 and 35% respectively in RMG & IGM which are the highest
among other groups followed by the age group 25–44 years old with faintly lower
percentage i.e. 35 and 34% in contrast to the former group. The 65 years old group
constitute the lowest percentage in both museums. This may be owing to their
physical illness, not having a good company to visit or finding library more con-
venient than museums (Fig. 6).

(b) Visitors’ Country of Origin

Due to convenient geographical location, RMG receives a substantial number of
both domestic and overseas tourists. Despite being located in a far distance from
London, the IGM attracts a larger number of domestic tourists 89% for its heritage
recognition. In attracting international tourists, RMG receives more than double in
percentage than IGM overseas tourists. There are many factors i.e. museum mar-
keting, museum familiarity, and product portfolios that may cause the difference in
attracting overseas tourist to the museums (Fig. 7).

(c) Occupation

Most respondents in both RMG and IGM were service holder or self-employed
constituted 37 and 45% of visitors to the museums. The retired group shared equal
percentage 29 & 29% in two museums. However, the both museums receive a large
number of students representing 34 and 31% of tourists. Since most museums cater
as a learning centre, this percentage of student visitors has justified the purpose of
museums creation.

Fig. 3 Coalbrookdale by Night taken by Philip de Loutherbourg, 1801. Courtesy The Science
Museum, London
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Fig. 4 Management hierarchy of Ironbridge Gorge museums (own work)
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Fig. 5 Large Kilns at Coalport China Museum (Courtesy by the Ironbrige Gorge Museum Trust)

Table 1 Age group and gender

Age group Gender

RMG Total (%) IGM Total (%)

Male (%) Female (%) Male (%) Female (%)

Under 25 years
old

9 10 19 7 9 16

25–44 years old 16 19 35 14 20 34

45–65 years old 18 21 37 17 18 35

65 years old and
above

3 4 12 7 8 15

Total 46 54 100 45 55 100
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8 Visitors Behaviour/Activities

The visitors’ behaviour or activities are mostly determined by the purpose of
tourists visits and the activities available in the area to engage visitors. Reasons for
visiting the both museums presented in Fig. 8.

Black (2005) stated that visitors’ engagements in the museums are determined
by the availability of special interest of the visitors. Respondents in this survey were
asked to answer their reasons for visiting the museums. Most respondents found
heritage attraction a major interest in visiting the museums and constituted 32% in
RMG & 30% in IGM as heritage tourists. Museum itself an attraction and receives
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20% of tourists in RMG & 27% of tourists in IGM for being merely museums.
Educational tourists are large in numbers in both museums and represent 23 & 35%
of tourists for educational purpose. Another group of tourists believed that curiosity
made them to visits to the museums and this group constitute 13 & 20% of tourist in
both RMG & IGM respectively.

9 Attitude/Motivation of Tourists

Visitors’ attitude or motivation of tourists were gathered through asking specific
questions tabulated below in order to understand visitors’ satisfaction, evaluation
and their experience in the museums. A questionnaire survey was designed and
distributed to the visitors in both museums allowing them to tick as appropriate
from a range of choices.

(a) Visitors Perception (IGM)

The following Table 2 presents the overall perception of the visitors in IGM
museum.

The results presented above reflected overall perception of the visitors in the
IGM. The tourists’ perceptions of the museum varied to the museum setting. Their
perceptions measured in the scale of strongly agree, agree, strongly disagree and
disagree. The overall response was satisfactory for the museum except a large
number of tourists (45%) showed their disagreement in particular issue i.e. com-
bination of different technology for tourists to use in the museum while 35 and 10%
of tourists strongly agreed and agreed respectively to the use of technology in the
museum satisfactory. It is noticeable that 10% of the tourists disagreed with the
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RMG
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Fig. 8 Main reasons for visiting museums
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museum provides material deeper and hidden meaning related to the historical
events while 20% of them strongly agreed and 70% agreed with the argument. On
the question of the museum visit was how informative 94% of the tourists strongly
agreed and 6% agreed. A similar pattern is also noted on the basic information was
needed covered by the museum (93% strongly agreed and 7% agreed). It is clear
that 15% strongly agreed and 85% agreed in regards to museum exhibition is
clearly explained to them. Overall 30 and 70% strongly agreed and agreed
respectively on museum being interactive. It also noticeable that 88% agreed and
10% strongly agreed to recommend others to visit while 2% differs to that of
opinion.

(b) Visitors Perception (RMG)

Table 3 presented tourists’ perception about the offerings available at the RMG.
A similar pattern of tourists’ perception is also noted here. A large number of
tourists 20% felt museum lacked combination different technology while 15 and
65% strongly agreed and agreed respectively. Unlike IGM, all responded of RMG
would recommend others (10% strongly agreed and 90% agreed). A larger number
of tourists here at RMG found materials have deeper and hidden meaning related to
the historical events.

(c) Motivation

The tourists were asked to answer the following question to gain a greater
understanding of their level of satisfaction (Table 4).

The respondents were asked to rate their experience on the scale of Highly
interesting, Interesting, Good and Poor. In respect of RMG 50% of its tourists found

Table 2 Visitors perceptions (IGM)

Strongly
agree (%)

Agree
(%)

Strongly
disagree

Disagree
(%)

The exhibitions are clearly explained 15 85

Understand the interpretation as given by the
museum

8 91 1

The museum provides material deeper and
hidden meaning related to the historical events

20 70 10

The museum visit was informative 94 6

The exhibition conveys the feeling of being
interactive

30 70

The Museum has fun elements 10 82 8

The museum makes use of a combination of
different technology

10 35 45

The basic information was needed covered by the
museum

93 7

The museum is designed for tourists 25 71 4

I would recommend others to visit this museum 10 88 2
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it’s exhibitions as highly interesting, 40% of them rated as interesting while 10%
tourists rated the exhibitions of the RMG as ‘Good’. In regards to IGM, the
exhibitions rated 65 per cent interesting while 30% Highly Interesting and 5% as
Good. Other respondents scored museums experience with RMG 25% highly
interesting & 60% Good while 15% said museum experience as a whole was good.
The tourist ranked 25% Highly Interesting, 60% Interesting and 10% Good at IGM
experience.

On the other hand, on the question what recommend would they put forward.
At RMG, 80% of its visitors recommended using more signs while 5% recom-
mended to use more technology and another 5% said museum should improve other
services. The visitors at IGM, 60% of its visitors recommended using more tech-
nology and 30% said more exhibitions and collections should be displayed.

The researcher identified four objectives for the present study.
Objective 1: To identify the Management and planning strategies used by The

Royal Museum of Greenwich and The Ironbridge Gorge Museum.

Table 3 Visitors perception (RMG)

Strongly
agree (%)

Agree
(%)

Strongly
disagree

Disagree
(%)

The exhibitions are clearly explained 35 65

Understand the interpretation as given by the
museum

10 89 1

The museum provides material deeper and
hidden meaning related to the historical events

22 75 3

The museum visit was informative 94 6

The exhibition conveys the feeling of being
interactive

27 73

The museum has fun elements 9 82 9

The museum makes use of a combination of
different technology

15 65 20

The basic information needs are covered by the
museum

90 10

The museum is designed for tourists 28 71 1

I would recommend others to visit this museum 10 90

Table 4 Motivation of the visitors for IGM

Museums Motivations Highly
interesting
(%)

Interesting
(%)

Good
(%)

Poor

RMG Overall how did you find the
exhibition

50 40 10

IGM 30 65 5

RMG How would you describe your
experience in the museum

25 60 15

IGM 24 66 10
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In terms of management and planning strategies of RMG & IGM, the researcher
examined interviewees’ opinion towards the museums management and Strategic
Plan adopted by the museums. The RMG & IGM have a mission statement that
includes promoting educational programmes and attracts a large number of tourists
through improving visitors experience at the museums. Though the tourism pro-
spects of the museums justified the commodification of the museums services but
this sparked debate within the heritage research field as heritage fabrics comes
under the stain. Despite the fact that tourism generates local economy, it is also
important to highlight the areas where maintenance of the older building in their
original conditions required or conserving them through restoration and repair
(Interviewee 1). McManus (1997) stated the economic prospects of heritage places
generate funds to conserve the heritage fabrics and motivating local and tourists to
promote conservation.
On the other hand, effective marketing strategy empowers the museums to promote
the sites worldwide. Adopting successful marketing strategy for the museums is
important for economic sustainability. This requires espousing a coherent market-
ing strategy through administrative arrangements (Interviewee 2). Kotler and Kotler
(1998) urged the museums to become more committed to public services, to design
more educational programmes and to create the museum as a lively place where
tourists can find pleasure and delight. Though the IGM marketing strategy is not
comprehensive due to lack of funding, however, the RMG is in a better position in
this regard. The both museums pursue a strategy to conserve the heritage settings
and to look after the tourism prospects. The museum management team monitor the
progress and review the management plan periodically.

Objective 2: To compare the management and planning, and heritage presen-
tation and interpretation approaches of the two museums.

Figures 2 and 4 contain the museum management structure provided by the
interviewees as part of the interview process. The management structures of the
museums are reliant on the size of the museums. The three key positions of IGM
along with chief executive and deputy executive have a vital role in the strategic
management plan. On the other hand, the RMG has a higher number of positions
(Five positions) in the strategic management group. This is because, the size of the
museum and it’s services and flow of tourists.
In regards to visitors’ management and interpretation of the heritage, the intervie-
wees recognised the appeal of the interpretations and the importance of variation in
interpretation. Tilden (2007) view that interpretation must touch visitors personal
experience, thoughts, hopes, a way of life to connect their ‘ego’ that makes inter-
pretation interesting and appealing to the visitors. Furthermore, the heavy compe-
tition with other competitors emerged the museums to pursue easy and
understandable interpretation as both museums have appealing stories to tell
(Interview 1 & 2). Therefore the museums are required to demonstrate the inno-
vative design, creative thinking and scientific discovery of the museums in their
own historical context (Interview 1). The interviewees of both museums believed
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that successful interpretation depends on visitors’ satisfaction. However, visitors
satisfaction achieve when interpretation given by the museums are full of enjoy-
ment and provides material deeper and hidden meaning related to the historical
events that convey the feeling of being interactive (see Table 3). Bath (2006)
recommended technology can be a powerful means to make the interpretation
effective to the tourists.

Objective 3: To understand how visitors to the two museums experience and
perceive the heritage presentation and interpretation.

The questionnaire survey was designed in part to enable issues in heritage museums
sites to be looked at from the visitors’ point of view to reflect the visitors’
expectation in the museums. Visitors of the museums evaluate their visits in line
with their expectations. The tourism has immense contribution to the Greenwich
and Ironbridge in respect of developing the local economy. The global influence of
tourism has been dictating to shape the heritage sites in accordance with tourists’
expectation.
It is true that different tourists foster different perceptions and it was seen in this
study the decision to visit the two museums depend on different factors such as
motivation and socio-demographic attributes. A substantial proportion of tourists
come to the museums where education, museum interest, heritage interest and
curiosity are the key reasons for visiting. The survey shows that the RMG holding
higher percentage in heritage interest and education. On the other hand, the IGM
receives a higher proportion of tourists who comes to the museums for curiosity and
interest for this particular museum’s history. The IGM had an outstanding role in
the industrial revolution and some collections of artefacts in IGM those have been
portraying glorious past of the Britain foster visitors curiosity towards this museum.
Considering the socio-demographic background of the visitors, both museums
receive a large number of tourists aged from 25 to 45 years old. The RMG seems
popular to those age group than IGM. The reasons for the varied percentage of
visitors in two museums, the researcher believed that historical background, con-
sumption of cultural attraction of the museums. The Royal Observatory of RMG is
one of the popular tourists attractions receives a substantial proportion of the
museum tourists.
Despite the differences in visitors’ perceptions, it is appropriate for the heritage
museums management to ensure that greater care and importance should be given
in the areas of interests from the visitors’ perspective. The survey shows the
fluctuation of tourist interest to museum products which represent the tourists’
expectations towards the museums. The lowest percentage in some areas of
museum services shown in the survey highlight the urgency that these areas are
required to be looked into with greater care and improved accordingly to increase
the number of diverse range of tourists and to fulfil their satisfaction. This is
because; museums today became a universal part of our cultural system (Herreman
1988). In particular, according to Kirchenblatt-Gimblett (1998: 132) “Tourism
needs destination, and museums are premier attractions”.
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10 Conclusion

Despite some limitations throughout the research, this research has achieved its
aims and enabled to draw conclusions on the research objectives. Firstly, there is a
need to pursue a long-term and holistic management plan that allows the museums
‘Ideal’ level of usage for a site through sustainable tourism which also ensures
genuine engagement of local people as well as the visitors. Secondly, regular
review and monitor the progress of a site and its conservatory process is also
necessary. Thirdly, greater care should be given in understanding visitors’ per-
ceptions as this is vital to increase the number of satisfied tourists and extend the
museum’s tourism market through ‘word of mouth’ (Spalding, 2010) of those
tourists. Fourthly; a museum should no more confine itself by portraying only as a
mere centre of information but it should extend its operation to become a centre of
knowledge, entertainment, and leisure and above all as a centre of excellence. For
example, Liverpool museum can be considered to be an example of centre of
excellence which became an agent of social change. Fifthly and finally the
Management of a museum should give emphasis on utilizing the extensive use of
modern technology in it’s the whole operation including the area of marketing.

In respect of the above mentioned two specific museums, it was observed that
the convenient location of RMG and it’s better financial solvency compared to IGM
put RMG in a better position than IGM in regards to it’s exposure as a symbol of
heritage tourism. However, it is important for both museums to widen their positive
image and identity worldwide and achieve international status and in this respect;
the advantage of modern technology should be taken to its full extent. In the case of
developing museums’ image, these two museums should incorporate the strategy to
organise international events. Priority should be given to the engagement of local
people as well as the visitors in various events. This will develop the local sense of
belonging and would no doubt increase the number of day visitors at peak time as
well as overnight stay visitors and for this, the management should work closely
with local authorities to provide better services. Furthermore, the development of
transportation is another important issue from both museums’ tourism perspectives.
The IGM is quite far and a time-consuming journey is required from the capital.
There is no direct train or bus route to Ironbridge, which is one of the reasons for
the museums to receive less number of tourists compared to RMG. Though the
RMG is not isolated from London, but there is also no direct bus route for such a
popular tourist destination. It is highly important for both museums to work with
TFL and Rail services to have easy and affordable transportation services to the
destinations. In particular, the IGM can introduce new mode of affordable buses
preferably with no rooftop, which would enable the tourists to enjoy the scenic
beauty of the Ironbridge. The both interviewees from IGM and RMG managements
mentioned that museums incorporated in the management strategy to engage a large
number of students through promoting educational programmes. Such programmes
should be increased in numbers to continue the upward trend of the museums
tourism prospects.
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Appendix 1: Questionnaire Survey

Age gender: F/M (Circle) occupation: Country of Origin:

1. Why did you come to the museum?

(a) Education
(b) Curiosity
(c) Heritage interest
(d) Museum interest

2. The Museum has fun elements

(a) Agree
(b) Disagree
(c) Strongly agree
(d) Strongly disagree

3. Overall how did you find the exhibition

(a) Interesting
(b) Highly Interesting
(c) Good
(d) Poor

4. Tick that applies—Museum Interpretation

Strongly
agree

Agree Strongly
disagree

Disagree

The exhibitions are clearly explained

Understand the interpretation as given by the
museum

The Museum provides material deeper and
hidden meanings related to the historical
events

The Museum visit was informative

The exhibitions conveys the feeling of being
interactive

5. The museum makes use of a combination of different technology

(a) Agree
(b) Strongly agree
(c) Disagree
(d) Strongly disagree
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6. The basic information needs are covered by the museum

(a) Agree
(b) Strongly agree
(c) Disagree
(d) Strongly disagree

7. The museum is designed for tourists

(a) Agree
(b) Strongly agree
(c) Disagree
(d) Strongly disagree

8. How would you describe your experience in the museum?

(a) Interesting
(b) Highly Interesting
(c) Good
(d) Poor

9. What can be improved?

(a) More signs
(b) Less signs
(c) More technology
(d) More exhibitions and collections
(e) Others

10. I would recommend others to visit this museum

(a) Agree
(b) Strongly agree
(c) Disagree
(d) Strongly disagree

Appendix 2: Consent Form For Interview

BACHELORS DEGREE DISSERTATION
University of Sunderland London Campus
Student ID: 119148785
Consent Form for Interview

1. I, the undersigned, voluntarily agree to participate in this research study.
2. I have been given an explanation by the researcher of the nature of the name,

purpose and length of this study. I have been given the opportunity to ask
question on all aspects of the study.
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3. I am aware this interview is recorded. I understand that the recording are for the
sole benefit of the interviewer, however, an external examiner may be required
to listen to the recording.

4. I understand that all personal data relating to research participants is held and
processed in the strictest confidence and in according with the Data Protection
Act (1998). I agree I will not restrict the use of the results on the understanding
that this study is purely academic in nature.

5. I understand that I am free to withdraw from the interview at any time without
needing to justify my position and without any prejudice.

6. I confirm I have read and understood the above and freely consent to partici-
pating in this study.

7. If you wish to remain anonymous in this study please tick the box .

Name of Participant Name of Researcher
Signed Signed

Date Date

Appendix 3: Email to Potential Respondents

Dear Sir/Madam,
I am conducting a research study as part of degree (Hons) in International

Tourism and Hospitality Management at University of Sunderland London
Campus. My research examines management strategies and planning perspective to
enhance tourism prospects of the Museum as a heritage site and I would like to
meet with you to discuss your views on this topic.

The aim of the research is to identify the issues and opportunities that Museum
faces as a heritage site, as acknowledged by those within Museum heritage industry.
In order to conduct this research successfully, I would like to meet and talk with
you, as a private stakeholder, to understand your thoughts and opinions on such
topic.

The interview will last approximately thirty minutes and will be tape recorded.
The information provided in the interviews will be vital to my research study and
will allow you to voice your opinions on the future heritage tourism policy and
planning development of Museum.

I understand that you may be concerned with confidentiality issues with the
interview being tape recorded. May I assure you that the recording will only be
listened to by me in order to help me process all the information, and possibly by an
examiner who assesses my study. Your name will not be mentioned in any part of
the research study either and I will provide a confidentiality contract for us both to
sign which promises.
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Although I am based in London and wish to visit the site at the end of December
or first week of January 2013 to relish the opportunity to include your organisation
and your knowledge within my research.

Please could you inform me of who is most appropriate to contact for this matter
so that I may contact them directly. I shall contact you again later this week to
discuss this further. In the meantime, please do not hesitate to contact me via email:
zuned03bd@yahoo.com, should you have any further questions.

I look forward to hearing from you soon.
Ahmad Zuned
ID: 119148785
University of Sunderland London Campus
Thames Quay
197, Marsh Wall
Docklands, London
E14 9SG

Appendix 4: List of Interviewees

Interviewees name Role within the museums

Dr. Pieter Van Der Merwe Curator

Mr. Paul Gossage Director of marketing and PR
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