


People’s History Museum (PHM) is on a journey to collect, 

understand and make use of the data it collects. This year, during 

closure, PHM maintained a strong online presence, experimenting 

with reaching and engaging new and returning audiences. 

In reopening the museum, PHM has had opportunities to collect 

data on visitors like never before, due to the prompt for visitors to 

register in advance. Not only does this mean we can analyse the 

data to understand how we can reach more and different

audiences, but also how to engage them in deeper and more 

meaningful ways. PHM can also start to understand which are 

those audiences who are first to return as we’ve reopened.



63%
registered but 

did not 
check in 

89% 
registered 

prior to their 
visit

Which is 21% 
of visitors 

compared to 
September 

2019

1,774 visitors 
to PHM, of 
which 72% 

were first time 
visitors
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How visitors are finding out about PHM:
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Visitor Donations

Total Cash Goodbox Eventbrite

Equating to 
£1.05 per 

visitor

With 
average 

transaction 
value of 
£9.60

Equates to 
18% of pre-
covid sales

Which 
equates to 
£720 profit 

to the 
museum

£1,862 in 
retail sales 
(turnover) 

Not including 

Join the 

Radicals 

(membership)  

or website 

donations







We can also see 

affinity categories, 

with us more likely 

to attract Green 

Lving enthusiasts, 

book and movie 

lovers and art 

aficionados

Analytics indicate 

these web visitors 

are in-market for 

hotels, women’s 

apparel, home 

décor, UK trips and 

post-secondary 

education



89.7% 
engagement rate 

in September, 
40K total page 

reach with14,282 
followers 

5,201 followers 
with an average 
of 51 likes per 

post

14.24% 
engagement rate 

in September,
1.5M impressions 

this year and 
31,061 followers
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1,753 people have subscribed to the PHM Newsletter

What can their segments tell us about them?

They’ve all 

completed the 

Radicals Quiz, so 

we understand 

which segment they 

are…

And we have the 

mobile number for 

47% of them… 

which means great 

SMS marketing 

opportunities 



Stories of Us

The Romantics and Us with Simon 

Schama

Reopening interview
My First Protest Song

Reopening broadcast interviews

Ideas Worth Exploring



Black History Month 

commercial C4

Where’s Wally?

Reopening

Britain’s Most Historic Towns C4 

National travel pages



PHM is committed to analysing and presenting data in an efficient and ethical manner. There’s 

significant work still to be done to become a data-informed organisation, with 2020 seeing a 

marked shift in PHM’s commitment to using data to understand our audiences. 

Undoubtedly, these insights start to raise important questions for PHM to explore:-

• As we continue to monitor insights, how can we use these to better market to 

and meaningfully engage our audiences?

• What can they tell us about the audiences we’re not reaching, and how can 

we engage them? 

• Will this overlap with PHM’s ED&I work and targeted outreach?

• How can we use this data to develop and strengthen income generation?

• How can data inform how we invest our resources to ensure value for money?

• What is working, why – and how can we celebrate the successes and build on 

them to maximise PHM’s impact?


