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Introduction:	Good	Practice	Case	Studies

This	case	study	is	one	of	a	series	
of	Good	Practice	Case	Studies,	
researched	and	written	by	the	
Collections	Trust,	and	funded	by	Arts	
Council	England.	These	case	studies	
aim	to	illustrate	how	Accredited	
museums	have	developed	their	
strategy	and	policy	to	meet	the	needs	
of	their	own	services,	as	well	as	to	
meet	the	Accreditation	Standard.	
The	case	studies	focus	on	how	the	
process	of	developing	strategy	and	
policy	impacts	on	the	shape	and	quality	of	the	service	the	case	study	museums	deliver.	

This	case	study	focusses	on	the	process	of	forward	planning	at	the	Scottish	Maritime	
Museum	(SMM),	Irvine,	Ayrshire,	and	how	that	process	is	transforming	the	service	that	
the	museum	offers,	and	also	supports	its	Accreditation	Return.	Although	the	Accreditation	
Standard	requires	that	every	Accredited	museum	should	have	a	Forward	Plan,	it	is	not	the	
intention	of	the	scheme	that	the	plan	should	be	developed	for	the	purpose	of	achieving	or	
maintaining	Accredited	status.	Rather,	the	scheme	supports	museums	in	a	forward	planning	
process,	in	which	they	will	already	be	engaged;	it	provides	a	focus	and	a	framework	which	
supports	the	planning	process,	contextualising	the	plan	with	the	museum’s	other	areas	of	
practice.	

Scottish	Maritime	Museum

Good	Practice	Case	Studies
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Accreditation	and	the	Forward	Plan

The	Museum	Accreditation	Standard	requires	Accredited	Museums	to	submit	their	Forward	
Plan	with	their	Accreditation	Return.	The	standard	describes	a	Forward	Plan	as	follows:

‘1.4	Effective	forward	planning.	

The	museum	must	plan	effectively	for	long-term	success	and	to	make	sure	it	can	adapt	in	a	
changing	environment	in	order	to	survive.	Its	approved	forward	plans	must	include	or	cover	
the	following:

•	 1.4.1		 the	museum’s	statement	of	purpose
•	 1.4.2		 a	review	of	the	previous	forward	plan
•	 1.4.3		 an	analysis	of	the	environment	in	which	it	exists
•	 1.4.4		 consultation	and	an	analysis	of	views
•	 1.4.5		 its	key	aims
•	 1.4.6		 the	specific	objectives	beneath	each	key	aim
•	 1.4.7		 how	it	will	achieve	its	objectives
•	 1.4.8		 a	resource	plan	showing	the	people	and	money	available	to	meet	its		 	

		 	 objectives
•	 1.4.9		 the	date	the	plan	will	be	reviewed’
(Accreditation	Standard,	Arts	Council	England,	2011,	page	8)

The	Forward	Plan	is	therefore	a	document	approved	at	governing	body	level,	which	
defines	a	museum’s	strategic	direction,	and	is	driven	directly	by	its	statement	of	purpose.	It	
identifies	high	level	museum	wide	objectives,	and	translates	those	objectives	into	specific	
planned	activities,	with	resources	allocated	to	those	activities.		It	is	both	a	strategic	and	
operational	plan,	which	is	the	central	driver	and	management	tool,	for	museum	purpose	
and	services.		Key	to	the	success	of	the	Forward	Plan	is	that	it	enables	the	museum	to	
adapt	in	a	changing	environment	through	an	on-going	process	of	review	and	amendment.		
Within	the	context	of	the	Accreditation	Standard	it	informs	a	lower	tier	of	more	detailed	
plans,	such	as	the	Documentation	Plan,	and	the	Care	and	Conservation	Plan.

The	Scottish	Maritime	Museum:	Case	Study

This	case	study,	explores	how	the	Scottish	Maritime	Museum	created	their	Business	Plan	
for	2012/15,	and	the	impact	that	the	planning	process	has	had	on	the	services	and	culture	
of	the	museum.	The	case	study	is	the	result	of	a	series	of	conversations	between	museum	
staff	and	the	Collections	Trust	during	January/February	2014.		

The	museum	is	based	in	the	west	of	Scotland	on	two	sites	at	Irvine	and	Dumbarton.	Irvine	
has	strong	historical	maritime	connections;	the	town	was	an	important	trading	centre	before	
improved	navigation	of	the	Clyde	in	the	late	18th	and	early	19th	centuries	enabled	the	
development	of	a	wide	range	of	maritime	related	industries,	including	anchor-forging	and	
ship	building	and	repairing.	
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The	majority	of	the	collections	are	housed	at	Irvine	in	the	
Linthouse,	a	19th	century	Grade	A	listed	building.	Built	in	
1872,	the	Linthouse	Building	was	an	engineering	shop,	
originally	located	in	the	Linthouse	Shipyard	in	Glasgow,	It	was	
dismantled	and	reconstructed	in	its	present	location	in	1991,	
and	is	a	magnificent	example	of	Victorian	civil	engineering,	
constructed	of	huge	iron	castings,	Russian	pine,	steel	and	
glass.	The	Linthouse	was	recently	re-opened	after	a	major	
£1m	restoration	project,	funded	by	the	Scottish	government,	
which	saw	the	repair	and	refurbishment	of	the	roof.

Scottish	Maritime	Forward	Plann	-	an	exemplar	of	good	practice

The	Scottish	Maritime	Museum’s	Forward	Plan	stood	out	for	me	as	a	well	developed	working	tool	
for	the	museum.	Couched	in	positive	language	with	long	term	strategic	aspirations	for	the	museums	
future,	supported	with	and	articulated	track	record	of	achievement,	the	forward	plan	is	a	strong	
advocacy	tool	for	the	museum.	It	is	also	a	practical	road	map	for	the	museum’s	short	term	future.

The	Forward	Plan	demonstrates	a	rounded	understanding	of	the	planning	process	and	the	factors	
that	need	to	be	considered	in	order	to	develop	an	effective	and	coherent	plan.	The	current	plan	
has	developed	from	previous	work,	making	explicit	references	to	the	report	on	the	museum’s	future	
commissioned	in	2011,	local	tourism	strategy,	their	previous	forward	plan,	building	on	objectives	that	
they	addressed	in	the	last	3	year	period	and	acknowledging	where	priorities	changed.	The	museum	
has	carefully	considered	their	environment	and	has	worked	hard	to	clarify	what	the	museum	has	
to	offer	local	community,	to	the	sector	and	to	Scotland.	It	was	apparent	that	the	museum	spends	
time	consulting	with	both	users	and	non-users,	and	reflecting	and	acting	on	the	feedback	to	ensure	
that	they	remain	relevant.	SSM	have	also	used	Going	Further:	The	National	Strategy	for	Scotland’s	
Museums	and	Galleries	to	ensure	that	the	museum	was	placed	in	the	Scottish	national	context.	

As	is	appropriate	for	a	nationally-style	museum	caring	for	a	Recognised	Collection	of	National	
Significance,	the	Forward	Plan	makes	reference	in	their	specific	objectives	to	the	facilities	they	
provide,	level	of	collection	care,	enhancement	of	collection	knowledge	and	the	support	they	provide	
to	the	sector.	SMM	is	based	in	an	area	of	social	deprivation,	which	comes	with	its	own	difficulties,	but	
the	museum	is	well	established	as	an	organisation	that	supports	their	community	and	consequently	
receives	support	in	return.	The	museum	has	been	incredibly	successfully	in	offering	volunteer	
placements	strengthening	their	relationship	with	the	local	job	centres,	schools	and	colleges.	They	
are	actively	helping	to	regenerate	the	area	with	their	Boat	Building	Academy,	which	will	provide	
traineeships	developing	skills	in	young	people	while	providing	conservation		and	restoration	capacity	
at	the	museum	to	maintain	the	collection.	Their	standing	within	the	community	is	demonstrated	
within	the	Forward	Plan,	and	is	rightly	highlighted	as	one	of	their	strengths.	

Jenny	Youngson,	Quality	Assurance	Manager	&	Collections	&	Engagement	Manager	-	Museums	
Galleries	Scotland
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The	Museum’s	second	site,	at	Dumbarton	is	on	the	former	site	of	the	Denny	of	Dumbarton	
Shipyard,	where	the	Cutty	Sark	was	built.	It	houses	the	Denny	Ship	Model	Experiment	Tank	
in	a	second	Grade	A	listed	building,	which	was	built	in	1882.	The	tank,	the	oldest	surviving	
model	test	tank	in	the	world,	was	built	to	test	ship	hull	designs;	it	has	been	fully	restored	to	
working	order	and	is	still	used	for	testing	ship	designs	by	the	universities	of	Glasgow	and	
Strathclyde.

Scottish	Maritime	Museum
6	Gottries	Road,	Irvine,	Ayrshire
http://www.scottishmaritimemuseum.org

The Museum: The	Scottish	Maritime	Museum	is	a	‘nationally	styled’	museum	based	at	two	sites	
in	Irvine	and	in	Dumbarton,	with	its	headquarters	at	Irvine.	The	two	museum	sites	contain	
exhibitions	and	collections	telling	the	story	of	Scotland’s	maritime	tradition.	The	collections	are	
designated	as	‘recognised’	collections.	

The vision	of	the	museum	is,	‘to	be	a	dynamic,	world-class,	national	maritime	museum	that	informs,	
educates	and	inspires,’	

The mission	of	the	museum	is,	‘	to	better	interpret,	link	and	promote	our	existing	assets	and	to	
support	this	with	a	varied	activities	programme	designed	to	improve	our	visitor	offer;	raise	our	
profile,	nationally	and	amongst	local	communities;	and	secure	the	future	of	our	collection	and	
Scotland’s	Maritime	heritage	through	resultant	increases	in	revenue	funding	from	all	sources.’

Size of collection: 44,000	objects

Number of visitors:	approximately	9,000	in	2012	–	13,	with	projected	visitor	figures	of	12,000	for	
2013	–	14

Governance and management:	The	Scottish	Maritime	Museum	is	run	by	an	Independent	Chari-
table	Trust.	It	is	a	Company	Limited	by	Guarantee	and	a	Registered	Charity	governed	by	its	
Memorandum	and	Articles	of	Association.	It	receives	some	funds	directly	from	the	Scottish	
Government,	and	the	Dumbarton	site	also	receives	funding	from	West	Dunbartonshire	Coun-
cil.	Further	income	is	generated	through	grant	funding	for	specific	projects,	entrance	fees	and	
events.

Staff: The	museum	employs	20	FTE	staff,	plus	volunteers	who	contribute	approximately	4,600	hours	a	
year.   

Accreditation Status: The	Scottish	Maritime	Museum	is	a	‘nationally	styled	independent’	museum,	
which	holds	and	develops	a	collection	of	national	significance	and	international	interest.	The	
museum	achieved	Accredited	status	in	2008,	which	was	renewed	in	2012..	

Activities: a	strong	volunteer	programme,	activities	for	school	groups,	events	and	special	interest	
groups

http://www.scottishmaritimemuseum.org/
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The	Scottish	Maritime	Museum	Business	Plan

The	museum	was	invited	to	submit	its	Accreditation	Return	in	2011,	and	after	6	months,	
submitted	their	return	in	2012.	In	place	of	a	Forward	Plan,	the	museum	submitted	a	
Business	Plan	for	2012	–	2015,	which	aims	to	‘protect	and	sustain	its	important	national	
collection	by	refocusing	its	operating	model,	placing	greater	emphasis	on	commercial	
income	generation,	its	local	market	and	by	developing	its	facilities	and	services	to	deliver	a	
first	class	experience	for	visitors.’	

Although	the	Business	Plan	was	produced	during	the	Accreditation	cycle,	the	Director	of	the	
museum	emphasises	that	this	was	an	adjunct	to	the	museum’s	planning	cycle.	He	accepts	
that	the	minimum	aspiration	of	a	Forward	Plan	might	be	to	meet	the	Accreditation	standard,	
however,	considers	it	essential	that	planning	activity	is	used	to	provide	a	‘jumping	off	point’	
from	which	to	drive	and	sustain	new	services	which	may	go	beyond	the	minimum.		

‘We	wrote	our	Business	Plan	for	our	Business,	not	to	achieve	Accreditation.	
Although	we	always	had	Accreditation	at	the	back	of	our	minds’	

The	SMM	Business	Plan	has	several	key	elements	to	it,	which	are	integral	to	the	planning	
process	and	the	museum’s	objective	to	transform	its	services.	The	key	elements	are	to:	

•	 Link	the	museums	aspiration	to	national	and	local	initiatives	

•	 Articulate	a	way	forward	for	the	museum	in	changing	times	

The	Scottish	Maritime	Museum	is	a	‘nationally	styled	
independent’	museum,	in	that	it	owns	a	‘recognised’	
collection	of	national	significance,	and	is	funded	
through	its	own	activities	and	support	from	a	variety	of	
organisations	including	local	and	central	government.	
The	collections	tell	the	story	of	Scotland’s	shipbuilding	
and	seafaring	history,	and	include	vessels,	ship	
models,	engines,	ship	fitting	tools,	dock	and	harbour	
equipment,	archives,	photographs,	film	and	paintings	
as	well	as	the	buildings	themselves.	Key	objects	from	
the	collection	include	the	Spartan	and	MV	Kyles,	both	
restored	examples	of	the	Clyde	puffer	cargo	boats	
which	worked	the	Scottish	west	coast.	Although	the	
collection	is	a	technical	one,	it	also	seeks	to	interpret	
maritime	social	history,	through	personal	memorabilia	

and	a	reconstructed	1920s	Shipyard	Workers’	Tenement	Flat	at	Dumbarton.	

The	museum	has	active	exhibition	and	education	programmes.	Within	the	local	communities	the	
Museum	has	a	key	role	to	play	in	the	teaching	of	traditional	skills	to	a	new	generation	and	in	providing	
training,	volunteering	and	employment	opportunities,	particularly	for	young	people,	as	part	of	
regeneration	activities	designed	to	build	stronger,	more	inclusive	communities.

©2014	Scottish	Maritime	Museum-	all	rights	reserved
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•	 Ensure	that	the	plan	is	a	living	and	continuously	reviewed	document,	owned	by	all	stakeholders	

•	 Achieve	planning	continuity

Linking	aspiration	to	national	and	local	initiatives

The	SMM	Business	Plan	was	written	in	response	to	a	changing	economic	environment.	It	reflects	a	
recognition	by	the	governing	body	that	in	order	to	sustain	the	museum	and	its	collections,	changes	
will	need	to	be	made	to	the	museum’s	services	and	funding	model.	It	is	significant	that	the	term	used	
to	describe	this	document	is	‘Business	Plan’	–	which	reflects	a	deliberate	move	on	the	part	of	the	
museum	to	focus	on	new	business	models	which	will	present	the	museum	as	an	enterprise,	with	
income	generating	potential,	a	decreasing	reliance	on	grant	funding	and	a	strong	contribution	to	make	
both	locally	and	nationally.

The	Business	Plan	emphasises	the	role	that	the	museum	can	play	in	supporting	the	delivery	of	local	
and	national	strategies	for	economic	regeneration,	employment,	and	sustainable	cultural	heritage.			
At	a	local	level	the	plan	refers	to	the	Ayrshire	and	Arran	Tourism	Strategy,	highlighting	the	role	of	the	
museum	as	an	Ayrshire	and	Arran	Economic	Partner	which	can	support	and	increase	tourism	in	the	
area	as	well	as	contribute	to	the	sustainability	of	the	region’s	cultural	heritage.	At	a	national	level	
the	SMM	Business	Plan	ties	into	two	national	initiatives,	the	first	being	the	findings	of	the	Scottish	
Government	Think	Tank	in	2010,	and	the	second	the	Museum’s	Galleries	Scotland	national	strategy	
for	the	sector,	Going	Further:	the	National	Strategy	for	Scotland’s	Museums	and	Galleries.		This	
synchronicity	with	wider	strategies,	emphasises	the	museum	as	a	key	player	in	the	contribution	it	
has	to	make	to	the	Scottish	economy	by	encouraging	tourism,	developing	the	skills	base	of	the	local	
communities	and	supporting	regeneration	which	will	attract	inward	investment.	In	addition	a	2011	
Review	of	the	Scottish	Maritime	Museum,	was	commissioned	from	Jura	Consultants,	by	Museums	
Galleries	Scotland,	on	behalf	of	the	Scottish	Government.	As	a	result	the	museum	was	able	to	work	
with	stakeholders	to	create	a	Business	Plan	against	a	background	of	strategic	changes	which	will	
contribute	to	the	sustainability	of	its	services.	The	Jura	report	identified	that	by	2015	the	SMM	will	be	
different	in	the	following	ways:-

•	 Clear	strategic	role	for	the	Museum	at	Irvine	and	Dumbarton

•	 Clear	policies	for	the	maintenance	and	use/role	of	the	vessels	

•	 Clear	policies	for	the	rationalisation	of	the	collection	and	for	future	collecting	through	
acquisitions	and	disposal

•	 Greater	emphasis	on	working	with	the	community	including	the	use	of	volunteers

•	 Improved	interpretation	and	visitor	experience	at	both	locations

•	 Enhanced	marketing	and	increased	marketing	spend

•	 Improved	product	offer	in	the	shops

•	 Improved	events	programme

http://www.scotland.gov.uk/Publications/2010/12/06145220/0
http://www.scotland.gov.uk/Publications/2010/12/06145220/0
http://www.museumsgalleriesscotland.org.uk/research-and-resources/resources/publications/publication/460/going-further-the-national-strategy-for-scotlands-museums-and
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•	 Commercial	activities	in	Linthouse,	the	Denny	Experimental	Tank	and	on	the	vessels

•	 Fewer	staff	–	particularly	in	visitor	services	and	technical	services.

Articulating	a	Way	Forward

Because	the	plan	is	aiming	to	effect	a	profound	organisational	change	within	the	museum,	it	needed	
wide	ranging	contribution	and	the	support	from	all	museum	stakeholders.			It	was	decided	that	the	
consultation	process	should	be	driven	primarily	by	someone	in	a	neutral	role	within	the	museum	–	
the	Company	Secretary	–	and	that	it	would	be	built	around	discussion	with	all	stakeholders.	Working	
groups	would	help	to	create	the	new	plan,	which	would	go	through	several	drafts,	each	of	which	
would	be	open	for	comment.	In	practice	the	consultation	process	became	one	where	stakeholders	
were	able	to	articulate	goals	for	the	museum.	A	significant	outcome	of	this	process	was	the	shifting	
of	the	museum’s	mission	which	was	redefined	to	focus	more	clearly	on	the	profile	and	role	of	the	
museum,	the	sustainability	of	the	museum	services,	and	a	new	business	model.	

	‘When	you	are	going	through	the	business	planning	process,	one	of	the	things	that	hits	
you	towards	the	end	of	the	process	is	the	vision	and	mission	for	the	museum.	They	are	
the	last	pieces	to	be	written	because	they	are	a	synthesis	of	all	your	planning	work.	In	our	
case	our	vision	remained	the	same,	but	our	mission	changed	to	a	statement	which	spoke	
our	priorities	back	to	us’	

Ensuring	that	the	plan	is	a	live	document,	owned	by	stakeholders	

The	governing	body	and	the	Director	were	keenly	aware	at	the	beginning	of	the	planning	process	that	
the	Business	Plan	needed	to	be	a	document	which	became	part	of	the	working	life	of	the	museum,	
and	evidenced	the	connection	between	strategic	aims	and	the	operational	activity	of	museum	staff	
and	volunteers.	This	was	achieved	partly	by	the	consultation	method,	and	also	through	the	format	
of	the	plan	which	maintains	a	link	from	vision	and	mission	through	to	a	set	of	SMART	‘outcome	
measures’	or	objectives,	which	are	underpinned	by	a	set	of	Key	Performance	Indicators.	In	turn	
these	objectives	are	linked	through	to	a	section	in	the	Plan	titled	‘Measurable	Tasks	to	Deliver	Plan	
Objectives,’	which	defines	very	specific	prioritised	actions,	including	responsibilities	for	actions	and	
deadlines.		

‘The	Business	Plan	is	used,	it’s	a	working	document.	It’s	a	Business	Plan	and	an	Action	
Plan’	

Achieving	planning	continuity

The	2012	-	2015	Business	Plan	was	built	from	the	foundation	of	the	museum’s	previous	Forward	
Plan,	which	at	the	beginning	of	the	planning	process	was	reviewed	to	acknowledge	achievement,	
and	also	to	question	priorities	in	the	light	of	changing	circumstances.	The	museum	allowed	6	months	
for	the	planning	process,	and	in	retrospect	what	seemed	like	a	long	lead	in	at	the	time,	was	in	fact	
necessary	to	allow	for	meeting	with	all	stakeholder	groups,	and	to	review	drafts.	Although	necessary,	
the	time	commitment	was	a	challenge	–	and	the	governing	body	were	keenly	aware	of	the	need	to	

‘We	need	to	be	more	business-like	and	show	that	what	we	do	returns	a	value’
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References:	Arts	Council	England,	201,	Accreditation	Standard,	1.	Organisational	Health,	1.4	
Effective	Forward	Planning

Acknowledgements: Arts	Council	England	and	the	Collections	Trust	would	like	to	thank	the	staff	
at	Scottish	Maritime	Museum	for	their	assistance	in	creating	this	Case	Study.

Find out More: Accreditation	Guidance,	Section	One:	Organisational	Health;	Requirement	1.4	
Effective	forward	planning,	pages	12	–	16	contains	detailed	guidance	about	the	creation	and	
contents	of	the	Forward	Plan.

Following	pages:	Scottish	Maritime	Museum	Business	Plan	2012	to	2015

balance	the	time	needed	to	consult	and	review,	with	the	need	to	maintain	momentum.		

The	concept	of	review	and	improvement	is	now	embedded	into	the	way	the	SMM	Business	Plan	
is	produced	–	the	current	plan	is	in	effect	part	of	a	rolling	planning	process	with	an	updated	plan	
being	re-issued	every	year.	This	provides	continuity	in	that	there	is	a	continuous	narrative	threading	
throughout	all	plans,	which	accommodates	change	and	improvement.	The	Working	Groups	from	the	
current	plan	will	be	continued	and	outcomes	will	be	incorporated	into	the	rolled-on	Business	Plan	for	
2013-16.	

‘Our	Business	Plan	is	a	working	document,	which	is	part	of	a	cycle	of	review	and	
amendment.’	

Lookin	Forward	

The	experience	of	the	revised	forward	planning	process	at	the	SMM	has	been	a	positive	one.		
Although	it	is	early	days	in	the	life	of	the	new	business	model,	there	is	already	a	greater	awareness	
of	issues	surrounding	the	sustainability	of	the	museum’s	collections	and	services	amongst	both	board	
and	staff.	The	Director	reports	the	beginnings	of	a	culture	shift	within	the	museum;	whereas	previously	
an	exhibition	may	have	been	proposed	solely	with	reference	to	the	collection,	it	is	now	considered	
within	the	wider	context	of	income	generation	opportunities,	partnerships	and	stakeholders.	

The	museum	has	a	refocused	mission,	re-framing	its	activity	within	a	business	model	that	will	
sustain	services	for	the	future	and	support	the	transformational	change	that	the	museum	is	seeking.	
A	clear	and	continuous	planning	cycle	is	understood	by	staff	and	governing	body,	and	the	resulting	
SMART	plans	are	now	part	of	the	working	life	of	the	museum.	Most	importantly,	the	new	Business	
Plan	evidences	a	very	clear	‘chain	of	command’	through	from	aspiration	to	activity;	a	concept	
which	supports	the	museum	to	manage	its	resources	efficiently,	and	deliver	relevant	services	to	the	
communities	who	have	a	stake	in	the	story	that	the	museum	tells.	

http://www.collectionslink.org.uk/programmes/museum-accreditation/1663-accreditation-guidance-organisational-health
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18th May, 2012 (Final) 
 
  EXECUTIVE SUMMARY 
 
1. This 3-year Business Plan for the Scottish Maritime Museum (SMM) for the 

period 2012-15 sets out the strategic and operational steps necessary for the 
Museum to develop its visitor experience, develop and maximise its income 
from sources other than the Scottish Government and to further develop the 
efficiency of its operating model.    

 
2. In common with many other organisations and as a consequence of the 

challenging financial climate, the SMM is taking the steps necessary to 
protect and sustain its important national collection by refocusing its operating 
model, placing greater emphasis on commercial income generation, its local 
market and by developing its facilities and services to deliver a first class 
experience for visitors. 

 
3. As a catalyst for this transformational change, SMM has benefited from a 

report commissioned in 2011 by Museums Galleries Scotland (MGS) on 
behalf of the Scottish Government from Jura Consultants. 

 
4. In this new business planning period the Scottish Maritime Museum has 

established its mission as being:  
 

 ‘To better interpret, link and promote our existing assets and to   
 support this with a varied activities programme designed to improve  
 our visitor offer; raise our profile, nationally and amongst local   
 communities; and secure the future of our collection and Scotland’s  
 Maritime Heritage through resultant increases in revenue funding from  
 all sources.’ 

 
5. The Directors/Trustees recognise the important national role that the 

Museum has in interpreting and telling the story of Scotland’s proud 
shipbuilding and seafaring past within the context of an enjoyable and 
stimulating experience for visitors, for those who wish to learn about these 
traditions as part of their knowledge and skills development and for future 
generations. 

 
6. Within the local communities the Museum has a key role to play in the 

teaching of traditional skills to a new generation and in providing training, 
volunteering and employment opportunities, particularly for young people, as 
part of regeneration activities designed to build stronger, more inclusive 
communities. These aspirations are consistent with the key messages 
contained in the National Youth Employment Strategy published by the 
Scottish Government in February, 2012. SMM will work with partners across 
sectors to deliver on this aspiration. 

7. The transformational change required within the SMM will be informed in the 
coming year through the work of three short-life Working Groups comprising 
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members of its Board, Executive Team and Workforce. These Groups which 
will report by 31st December, 2012 will:  

 (1) Create a Vision and Development Plan for SMM Dumbarton: Denny Test 
Tank;  

 (2) Establish a strategy for the utilisation of the vessels and prepare an 
implementation delivery plan; and  

 (3) Develop a commercial strategy and delivery plan for the Museum covering 
marketing, publicity, advertising, visitors, retail, opening hours, length of 
season and customer income. 

8. The thrust of the proposed tasks in the plan and of the work of the Working 
Groups is to:  

• Develop a commercial strategy to increase self-generated income. 
• Ensure that the visitor is central in all the Museum does, improving the 

visitor experience. 
• Increase trading and events activity to diversify income streams. 
• Focus on what the Museums at Irvine and Dumbarton can offer local 

people and communities as part their economic and social development. 
• Increase visitor numbers at the twin locations as a result of improved 

marketing and brand recognition. 
• Do more to become a 'virtual museum' and have more collections 

information available on-line, enhancing and developing the Museum’s 
national remit. 

• Maintain and expand the on-going curatorial and education work 
recognising the Scottish Maritime Museum’s role as an Accredited 
museum with a nationally recognised collection. 

• Be realistic about the financial and capacity issues facing the Museum 
while ensuring efficient and effective delivery within existing resources.  

9. The outcomes from the Working Groups will be incorporated into the rolled-
on Business Plan for 2013-16 and, taken with the present plan, will ensure 
that, by the end of this 3-year Business Planning Period, as Jura stated, the 
SMM will be different in the following ways:- 

• Clear strategic role for the Museum at Irvine and Dumbarton 

• Clear policies for the maintenance and use/role of the vessels  

• Clear policies for the rationalisation of the collection and for future 
collecting through acquisitions and disposal 

• Greater emphasis on working with the community including the use of 
volunteers 

• Improved interpretation and visitor experience at both locations 

• Enhanced marketing and increased marketing spend 

• Improved product offer in the shops 

• Improved events programme 
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• Commercial activities in Linthouse, the Denny Experimental Tank and 
on the vessels 

• Fewer staff – particularly in visitor services and technical services. 

 
1. INTRODUCTION 
 
1.1 This Business Plan has been written for the three-year period from 1st April, 

2012 until 31st March, 2015 and has been designed to provide a strategic and 
operational framework for the development and management of the Scottish 
Maritime Museum (SMM) during this period. 

 
1.2 The difficult economic climate is currently challenging organisations across all 

sectors and reductions in grant funding and financial support from public and 
private sector funders have contributed to an uncertain financial outlook for 
the Scottish Maritime Museum. SMM has taken a number of actions including 
the reduction of core costs to secure its future and that of its important 
national collection. 

 
1.3 The Directors and the Staff of the Museum recognise that this operating 

environment, whilst unquestionably difficult, presents them with opportunities 
to refocus activities including rebranding to raise the profile of the 
Organisation, seek new markets and increased customer income and 
develop an effective commercial strategy which - with the support of key 
partners such as the Scottish Government, Local Authorities and Museums 
Galleries Scotland - will sustain the Scottish Maritime Museum in the long-
term and allow it to develop and grow while preserving an important part of 
Scotland’s heritage.  

 
1.4 To aid them in this task a report was commissioned in 2011 by Museums 

Galleries Scotland on behalf of the Scottish Government from Jura 
Consultants that provided a route to a sustainable future. Much of the 
direction of travel and the development agenda set out in this Business Plan 
has been drawn from this source. The recommendations from the Jura 
Report are contained in Appendix 5.  

 
1.5 This Plan has also been framed within the context of changes that are taking 

place within the Museums and Galleries Sector in Scotland following the 
publication of “Going Further – The National Strategy for Scotland’s 
Museums and Galleries” published on 30th March, 2012 by Museums 
Galleries Scotland. Through this Business Plan the Scottish Maritime 
Museum will seek to make an effective contribution to the six key aims and 
objectives set out in the document and to the Vision for the Sector which is 
stated as “Scotland’s Museums and Galleries will be ambitious, 
sustainable and dynamic enterprises: connecting people, places and 
collections; inspiring, delighting and creating public value.” 

 
1.6 Success in this regard and the success, generally, on the part of the Scottish 

Maritime Museum will be judged at the end of this Business Plan period by its 
ability to evidence delivery of the outcomes stated in Section 7. 
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2. BACKGROUND 
 
2.1 The Scottish Maritime Museum is based on two sites in Irvine and in 

Dumbarton. The Museum is headquartered in Irvine which is its primary 
operating centre. The two sites contain exhibitions and collections that tell the 
story of Scotland’s maritime tradition. The collections are designated as 
‘recognised’ collections, which means they are identified as collections of 
national significance. At both sites, the Category A listed buildings are 
themselves significant and are complemented by the collection of vessels 
that represent 150 years of maritime heritage.  

 
2.2 The Scottish Maritime Museum is run by an Independent Charitable Trust – a 

Company Limited by Guarantee and a Registered Charity governed by its 
Memorandum and Articles of Association. It is funded directly by the Scottish 
Government. See Appendix 1.  

 
2.3 The Museum was established in Irvine in 1983 by Irvine Development 

Corporation and subsequently acquired the Denny Ship Model Experiment 
Tank in Dumbarton which it has continued to operate with funding from West 
Dunbartonshire Council. 

 
2.4 The merits of Irvine as a site for a maritime museum are notable. Its historic 

maritime connections are considerable and wide-ranging. The Town was an 
important trading centre before the navigation of the Clyde was improved in 
the late 18th and early 19th centuries. It developed significant maritime related 
industries. These included anchor-forging and ship building and repairing, 
which continued until the 1960s. Other local industries dependent on shipping 
were heavy chemical manufacture, the making of explosives and saw milling. 

 
2.5 Irvine Development Corporation provided a setting for the Museum. The 

Museum acquired the cast-iron and timber frame of the pioneering marine 
engine works of Alexander Stephen and Sons at Linthouse, west of Govan. 
The Linthouse Engine Works was re-erected and is now the principal 
Category A listed building of the Museum in Irvine. 

 
2.6  The Denny Ship Model Experiment Tank is from the world of the Victorian 

ship designer and is the oldest surviving model test tank in the world. Built in 
1882 as part of the famous Denny of Dumbarton Shipyard, it retains many 
original features including the 300 foot long test tank – a Category A listed 
structure - and is an important symbol of Dumbarton’s proud past and, more 
recently, its development as a tourist and commerce centre at the gateway to 
the Loch Lomond National Park. 
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3.  PROGRESS REPORT: ACHIEVEMENTS IN PREVIOUS PLAN PERIOD 

2008-11 
 
 
3.1 The following is a representative summary of the achievements of the 

Museum during the period of its last Business Plan and also, more recently: 
 
  1. GOVERNANCE 

• New Articles of Association & Amended Memorandum of 
Association adopted in 2009.  

• Museum achieved ‘Accredited’ status in 2008. 
• New Director appointed in April, 2011. 
• The Directors agreed a strategy for acquisitions, a new 

Interpretation Strategy, and a Child Protection Policy on which 
training has been delivered. 

 
2. SERVICE IMPROVEMENTS 

• New Puffers Cafe opened in September, 2009. 
• The SMM appointed its first Education Officer in 2010 with a 

corresponding increase in the number of education and learning 
groups visiting the Museum. 

 
3. ASSETS UPGRADED 

• Phase 1 renovation of Denny Ship Model Experiment Tank 
completed with £249,000 funding from Scottish Government. 

• Creation of an environmentally controlled exhibition gallery at the 
Linthouse, Irvine. 

• New mezzanine storage area created at the Linthouse, Irvine. 
• Renovation of the vessel Kyles completed in June, 2009 with its 

re-launch. 
• Repair and refurbishment of the roof of the Linthouse Building, 

Irvine, with £1m with funding from Scottish Government, is 
currently in progress. 

• Refurbishment of derelict premises at Gottries Road, Irvine as an 
office base for the Museum with funding from North Ayrshire 
Council currently underway. 

 
4. COMMERCIAL SERVICES 

• An increase in visitor numbers at Irvine & Dumbarton during the 
Plan period has been achieved by the Museum. 

 
5. PARTNERSHIP WORKING 

• The National Federation of Industrial Museums, ‘Industrial 
Museums Scotland’, established. 

 
6. BUSINESS MODEL IMPROVEMENTS 

• The number of volunteers working in the Museum has increased. 
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• SMM has been successful in attracting external grant funding 
during the Plan period from a variety of sources. See paragraph 
3.3 below. 

• Staff restructuring exercise completed.  
 

3.2 The Directors of the Museum were delighted to achieve ‘Accredited’ status in 
2008 as a non-nationally funded nationally-named Museum. The Museum’s 
policies and procedures are all in line with this nationally recognised standard 
and it continues to strive to exceed the Accreditation criteria.  

 
3.3 Since 2008 the Museum has been successful in applying for grant funding to 

move forward with its organisational plans from a range of sources including 
Museums Galleries Scotland, North Ayrshire Council and Irvine Bay 
Regeneration Company. During the period, staff secured over £300,000 in 
grant funding for projects from a variety of sources. Successfully funded 
projects included the PS Lochlomond Display Gallery, the construction of an 
environmentally-controlled archive store, two temporary year-long Collection 
Assistant posts, the ‘Link to the Past’ outdoor exhibits trail, the development 
of a series of interactives and funding for re-interpretation at the Museum’s 
Irvine and Dumbarton sites. Object conservation funding was secured from 
the Association for Industrial Archaeology and the Association for Industrial 
Museums.  The latter also funded the fittings for a new commercial unit in the 
Boatshop. SMM will continue to build upon this success in the coming years.    

 
3.4  A summary of policy statements developed by the Museum prior to the 

commencement of this Business Planning period are set out in Appendix 8. 
 
3.5 Other aspirations contained within the previous Business Plan have not been 

delivered, or progress has been less than originally intended, primarily 
because of the financial climate and a lack of resources.  

 
3.6 Areas where developments envisaged have not taken place, or have been 

delayed, include progress on the documentation backlog in the collection. 
Similarly, research is difficult for curatorial staff to prioritise and to produce 
publications as a result of workload and the resourcing difficulties. These 
issues have also impacted adversely on the large scale digitisation of the 
collection, on the maintenance and conservation of the vessels and on 
improving accessibility at the Denny Ship Model Experiment Tank. The stated 
intention of recruiting a new Technical Manager has been overtaken by the 
recent restructuring exercise within the Museum with priority now being given 
to the recruitment of a Volunteer Manager and a Commercial Manager which, 
as detailed within this Plan, are seen as key to the future sustainability of the 
SMM and its new operating model. Contemporary collecting is also 
something which needs to be addressed and a contemporary collecting 
strategy requires to be produced.  
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4.  NATIONAL & LOCAL POLICY CONTEXT 
 
 National Context 
4.1 In recognising the uncertainty within the Sector following the 2008 Financial 

Crisis, the Scottish Government established a “Think Tank” whose role was 
to work with Government to develop a new Museum’s Policy Statement. In its 
report published in 2010, the Think Tank recognised that the Sector would 
have to anticipate a bleaker financial environment in future while emphasising 
the inherent strengths of museums and galleries. 

 
4.2 It recognised that the museums and galleries sector is fragmented and needs 

unity, clarity, direction and support for its development. The Think Tank 
recommended a that strategy for supporting the sector needs to be clearly 
developed, communicated and implemented by a single body – a National 
Development Body (NDB). In addition, it recognised the need for a national 
coherent strategy for museums and galleries. 

 
4.3 The Scottish Government accepted the Think Tank’s recommendation that 

Museums Galleries Scotland (MGS) should be reconstituted as the NDB and 
at the time of writing this Plan the transformation of MGS to its new role is 
underway. 

 
4.4 Similarly, on 1st April, 2012, a national strategy for the sector was published 

by MGS entitled: “Going Further: The National Strategy for Scotland’s 
Museums and Galleries.” This outlines the primary aims of the sector as 
being to:- 

 
1. Maximise the potential of our collections and culture. 
2. Strengthen connections between museums, people and places to 

inspire greater public participation, learning and well-being. 
3. Empower a diverse workforce to increase their potential for the 

benefit of the sector and beyond. 
4. Forge a sustainable future for sector organisations and encourage 

a culture of enterprise. 
5. Foster a culture of collaboration, innovation and ambition. 
6. Develop a global perspective using Scotland’s collections and 

culture. 
 
4.5 In outlining the context for the sector, the Think Tank recognised that 

museum and gallery collections are a natural asset of incalculable worth and 
are essential for education, health and wellbeing, for inspiring creativity and 
talent, as well as for boosting tourism, economic regeneration and inward 
investment. Museums and galleries are at the heart of the development and 
transformation of society. A vibrant museums and galleries sector, they 
stated, can be part of the solution to many of the pressing social and 
economic challenges facing Scotland. Museums and galleries contribute 
greatly and in many ways to the Scottish Government’s stated National 
Outcomes and the overarching stated purpose of “creating a more 
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successful Country with opportunities for all of Scotland to flourish 
through increasing sustainable economic growth.” 

 
4.6 The SMM in developing its Business Plan has retained the essence of the 

findings of the Think Tank, the Scottish Government’s National Outcomes 
and other key local and national strategies in shaping its vision for the future, 
ensuring that its strategic role is met and articulated 

 
4.7 Developing the economy and creating employment, volunteering and 

sustainable traditional skills are key stated priorities for the Scottish 
Government. SMM has recognised the crucial role that it will play in the local 
economies in Ayrshire and Dunbartonshire, encouraging tourism, developing 
the skills base of the local communities and supporting regeneration which 
will attract inward investment. SMM has set ambitious objectives for the 
translation of the aspirations locally.  

 
 Local Context  
4.8 The key driver for this Business Plan will be for it to set out the strategic and 

operational steps necessary over the next three years to enable the SMM to 
develop its visitor experience, develop and maximise its income from 
sources other than the Scottish Government and that it will continue to 
develop the efficiency of its operating model.  

 
4.9 At its primary operating centre of Irvine in Ayrshire it has the opportunity to 

do this within the strategic context of the new 2012-17 Ayrshire & Arran 
Tourism Strategy develoreferences 2 key ninitiaitves ped by the Ayrshire 
Economic Partnership. This key local document has as its vision: “Ayrshire & 
Arran will be a premier destination of choice, where visitors will receive a 
fantastic welcome and enjoy outstanding experiences of our coastline, 
countryside, culture and hospitality.”   

 
4.10 The agreed aims are to:-  

• Secure industry leadership that guides strategic direction. 
• Proactively market Ayrshire and Arran as a destination of choice. 
• Maximise quality and focus on excellent service for our visitors. 
• Enhance our tourism offers and capitalise on opportunities. 
• Improve the basic facilities that underpin fantastic visitor 

experiences. 
 

4.11 By the end of 2017 the Partnership are focused on achieving the following: 
• Increase annual number of visitors to Ayrshire and Arran by 10%. 
• Increase annual spend by visitors by 20%. 
• Increase employment supported by the sector by 10%. 
• Enhance and conserve the region’s natural heritage and cultural 

assets. 
 
4.12 The SMM is a cultural asset of national significance being Scotland’s 

National Maritime Museum making it a key contributor to the attainment of 
these aims and objectives, which are, of course, complementary and entirely 
consistent with its own need and desire to develop its visitor experience and 
maximise income from increased visitor numbers and from commercial 
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activities. The SMM is represented on the Tourism Leadership Group for the 
Strategy.  

5.  VISION, MISSION & VALUES 
 
5.1 The Directors in conjunction with their Executive Team and wider Staff Group 

have developed and agreed the Vision, Mission and Values set out below 
which underpin all aspects of this Business Plan. 

 

5.2  VISION  

The following vision statement represents the Museum’s aspiration for the 
future: 

 
To be a dynamic, world-class, national maritime museum that informs, 
educates and inspires. 

 
 
5.3 MISSION FOR BUSINESS PLAN PERIOD 

 
To better interpret, link and promote our existing assets and to support this 
with a varied activities programme designed to improve our visitor offer; raise 
our profile, nationally and amongst local communities; and secure the future 
of our collection and Scotland’s Maritime Heritage through resultant increases 
in revenue funding from all sources.    

 
 
5.4  VALUES 
 

• Contribute – play our full part, in partnership with others, in the 
development of the sector and in the development and regeneration of 
our local communities. 

 
• Educate – provide opportunities for all to learn and gain skills from our 

activities.   
 

• Excellence – strive for excellence in all that we do.  
 

• Integrity – be honest, true and diligent in our management of the 
Museum’s assets and resources. 

 
• Listen – take account of the advice of partners, colleagues and visitors. 

 
• Responsible – preserve and protect the nationally important artefacts 

and assets for which the Museum is responsible. 
 

• Service – be welcoming and provide a quality experience for visitors. 
 

• Value – value our people and invest in their training, development and 
wellbeing. 
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6.  OVERALL OBJECTIVES FOR THE PLAN PERIOD 

 

6.1  Key Objectives 

The following key objectives for the Plan period, which have been informed 
by the Jura Report and developed in consultation with Directors and Staff, are 
designed to deliver the Outcomes detailed in Section 7:- 
 
 

(1) Visitors: To provide high quality facilities, resources and services that will 
deliver accessible and enjoyable experiences to visitors.  

 

(2) Resources & Enterprise: To secure, sustain and develop the staff and 
volunteers necessary to deliver the Mission of the Museum, while seeking to 
work and efficiently use all of the Assets available and generate the revenues 
necessary from all sources to sustain the Museum – public, private and 
voluntary, but primarily, with a greater commercial focus. 

  

(3) Communication: To raise awareness of the Museum – its purpose, its 
collection and its activities in a way that encourages increased participation 
by all. 

 

(4) Learning: To support education, life-long learning and skills development so 
as to inform, educate and inspire and contribute to the development of 
stronger communities. 

 

(5) Partnerships: To develop and improve the facilities, services and activities of 
the Museum through effective partnership working with a range of bodies 
including other museums, national and local government, private business 
and further education institutions, in a way that generates mutual benefits and 
optimal operating efficiencies for all concerned. 

 

(6) Collections: To develop, interpret and manage the Museum's collection and 
documentation to ensure long-term preservation and to fulfill its national 
remit. 

 

(7) Research: To increase knowledge and understanding of the collection and 
provide accurate information and interesting interpretation. 
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7. ORGANISATIONAL OUTCOMES 
 
7.1 The Directors of the SMM at the Executive Committee Meeting held on 25th 

May, 2012, agreed the following outcome measures based on SMART 
objectives for the Business Planning period 2012-15:-   

 
 

1. ACCESSIBILITY – where appropriate, SMM assets and the 
collection are accessible and compliant with legislation. This not 
only includes compliance with the Disability Discrimination Act, but 
also includes access to the collection through a range of media 
 

2. BRAND – the SMM brand is clearly recognisable and has been 
communicated successfully throughout Scotland resulting 
increased visitor numbers and access to grant funding. 

 
3. COMMERCIAL ACTIVITY – the SMM will develop and implement 

a comprehensive commercial strategy which will allow it to obtain 
a greater part of its operating income from visitors, sales, 
sponsorship, fundraising, events and promotions, thus reducing its 
reliance on Scottish Government Funding. 
 

4. DEVELOPMENT – the SMM has developed its collection during 
the Plan period in a way that generates interest from international, 
national and local audiences. 

 
5. EFFICIENCY – the SMM produces regular performance 

information that evidences improved efficiency and effectiveness 
to all stakeholders. 

 
6. EQUALITY – the SMM has adopted an equalities strategy and is 

able to demonstrate equality of opportunity for all. 
 

7. INTERPRETATION – the SMM better tells the story of its 
collection and exhibits. 

 
8. LEARNING – the SMM has been effective in communicating 

information on Scotland’s Maritime Heritage to a range of target 
groups; in teaching traditional skills to a new generation; and in 
developing the knowledge and skills of its workforce.  

 
9. PARTNERSHIPS – the SMM has developed a range of strategic 

partnerships and alliances that support the business objectives of 
both the SMM and the other organisations concerned.    

 
10. REGENERATION – the SMM can demonstrate that it has played 

its part in social and economic regeneration locally and nationally. 
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11. VISITOR EXPERIENCE – the SMM can show through improved 
visitor numbers and by means of customer feedback that it has 
improved its overall visitor experience. 

 
12. STRATEGIC ROLE – the SMM has demonstrated a clear 

strategic impact in terms of national outcomes, the National 
Strategy for Museums and Galleries, the Ayrshire & Arran Tourism 
Strategy 2012-17 and the National Youth Employment Strategy.  

 
7.2 Key performance indicators designed to measure progress towards the 

delivery of these outcomes are detailed in Appendix 6. 
 
 

8.  MEASURABLE TASKS TO DELIVER PLAN OBJECTIVES 
 
 
8.1 The Outcomes for the Museum for the Plan period detailed in Section 7, and 

the Key Objectives detailed in Section 6 will be delivered through the 
completion of the following measurable tasks: 

 
 NOTE: 
 
 Tasks in this Section of the Plan, set out in the tables below, have, firstly, 

been grouped and colour coded by “Likelihood of Completion.” They have 
then been further sorted within each of these categories by “Completion 
Date”. 

 
 The column in the tables below headed “Likelihood of Completion,” provides 

an assessment of risk relating to likely completion based on how matters 
currently stand by way of an assessment of the availability of all resources – 
human, financial and other, as appropriate: 

 
High All necessary resources in place. 
Medium Reallocation of resources likely to be 

required from within existing, or grant 
funding likely to be available. 

Low Resources required currently 
unavailable. Will require case to be 
made to a funding body, or fund 
raising to provide necessary resource. 
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8.2 One-off Strategic Level Review Exercises to be completed through three 
separate Joint Working Groups of Directors, Senior Staff, a cross 
section of Museum staff and Council and co-opted members: 

 
 Note: it is expected that the work of the three Review Groups detailed in the 

table below will contribute to the Museum’s outcomes for the Plan period as 
described below and as shown in the column headed ”Outcome Delivered.”  

 
 

Task Officer Completion 
Date(s) 

Likelihood 
of 
Completion   

Outcomes 
Delivered 

Establish 
Review 
Groups 

Secretary 25/05/12 High N/A 

Review Group 
1–establish 
Vision and 
Development 
Plan for SMM 
Dumbarton: 
Denny Ship 
Model 
Experiment 
Tank 

Director  31/12/12 High 1, 2, 3, 4, 5, 6,  
7, 8, 9, 10, 11 
& 12  

Review Group 
2-establish 
strategy for 
utilisation of 
vessels and 
prepare 
delivery plan  

Director 31/12/12 High 1, 4, 7, 8, 11 & 
12  

Review Group 
3- develop a 
commercial 
strategy and 
delivery plan 
for Museum 
covering 
marketing, 
publicity, 
advertising, 
visitors, retail, 
opening 
hours, length 
of season and 
customer 
income. 

Director  31/12/12 High 1, 2, 3, 5, 6, 7, 
8, 9, 11 & 12 
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ORGANISATIONAL OUTCOMES 
 

1. ACCESSIBILITY – where appropriate, SMM assets and the collection are accessible and 
compliant with legislation. This not only includes compliance with the Disability 
Discrimination Act, but also includes access to the collection through a range of media 

 
2. BRAND – the SMM brand is clearly recognisable and has been communicated successfully 

throughout Scotland resulting increased visitor numbers and access to grant funding. 
 
3. COMMERCIAL ACTIVITY – the SMM will develop and implement a comprehensive 

commercial strategy which will allow it to obtain a greater part of its operating income from 
visitors, sales, sponsorship, fundraising, events and promotions, thus reducing its reliance 
on Scottish Government Funding. 
 

4. DEVELOPMENT – the SMM has developed its collection during the Plan period in a way 
that generates interest from international, national and local audiences. 

 
5. EFFICIENCY – the SMM produces regular performance information that evidences 

improved efficiency and effectiveness to all stakeholders. 
 

6. EQUALITY – the SMM has adopted an equalities strategy and is able to demonstrate 
equality of opportunity for all. 

 
7. INTERPRETATION – the SMM better tells the story of its collection and exhibits. 

 
8. LEARNING – the SMM has been effective in communicating information on Scotland’s 

Maritime Heritage to a range of target groups; in teaching traditional skills to a new 
generation; and in developing the knowledge and skills of its workforce.  

 
9. PARTNERSHIPS – the SMM has developed a range of strategic partnerships and alliances 

that support the business objectives of both the SMM and the other organisations 
concerned.    

 
10. REGENERATION – the SMM can demonstrate that it has played its part in social and 

economic regeneration locally and nationally. 
 

11. VISITOR EXPERIENCE – the SMM can show through improved visitor numbers and by 
means of customer feedback that it has improved its overall visitor experience. 

 
12. STRATEGIC ROLE – the SMM has demonstrated a clear strategic impact in terms of 

national outcomes, the National Strategy for Museums and Galleries, the Ayrshire & Arran 
Tourism Strategy 2012-17 and the National Youth Employment Strategy.  

 
 

8.3 Completion of these strategic review exercises in three significant operational 
areas of the Museum will create a development agenda for the future which 
will be reflected in the updated Business Plan for 2013-16, which will be in 
place for 1st April, 2013. This agenda will create the new operating model for 
the Museum envisaged in the Jura Report. 

  
 
8.4 A list of short-term Immediate Priority Objectives designed to deliver the re-

opening of the Linthouse and the full Irvine site following the major renovation 
works is set out in Appendix 3. 
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8.5 Key Objective (1): Visitors- To provide high quality facilities, resources 
and services that will deliver accessible and enjoyable experiences to 
visitors. 

 

Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Explore 
potential of 
Commonwealth 
Games as a 
conduit for 
increasing 
visitor numbers 
and interest.  

Director 30/06/13 High 2, 3, 11 &12 

Develop an 
annual 
programme of 
exhibitions at 
Irvine and 
Denny Ship 
Model 
Experiment 
Tank 

Director & 
Curator  

31/03/13 

31/03/14 

31/03/15 

Medium 1, 2, 3, 7, 8, 11 
&12 

Develop annual 
events 
programme 
designed to 
maintain 
interest in 
Museum all 
year round 

Operations 
Manager, 
Commercial 
Manager and 
Assistant 
Curator 

31/03/13 

31/03/14 

31/03/15 

Medium 2, 3, 7, 8, 10, 11 
& 12 

Place more 
emphasis on 
displays that 
stress maritime 
aspects of 
Museum and 
less on 
engineering – 
rebalance 

Curator  01/04/13 Medium 4, 7 & 11 

Create informal 
seating and rest 
area for visitors 
in the Linthouse 

 

Operations 
Manager 

01/04/13 Medium 11 
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Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Improve 
facilities for 
Children at 
Irvine site 
including 
creation of a 
play area 

Director 30/06/13 Medium 3 & 11 

Create a 
working 
exhibition of 
engines in the 
current 
Finishing Shop 
at Irvine 

Operations 
Manager & 
Volunteer 
Manager 

30/06/13 Medium 1, 2, 3, 4, 7, 8, 
&11 

Centenary of 
WW1 – develop 
appropriate 
exhibition as 
part of national 
programme 

Curator  30/09/13 Medium 1, 2, 7, 8, 11 & 
12 

Grow Visitor 
Numbers in 
Line with Jura 
Report 
Recommendati
ons: 

2012-13 base= 
9,000 visitors. 

2013-14 target 
= 12,000 

2014-15 target 
= 14,000 

Director 31/03/13 

31/03/14 

31/03/15 

Low 2, 3, 5, 11 & 12 

Improve 
facilities, 
access and 
interpretation 
services for 
people with a 
disability at both 
sites 

 

 

Director Phased 
programme from 
01/01/13 

Low 1, 2, 6, 7, 8, 11 & 
12 



 19 

Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Relocate the 
vessel ‘Spartan’ 
to the Linthouse 
yard and 
convert to a 
land based 
exhibit and 
exhibition space 

Operations 
Manager 

31/03/14 Low 1, 3, 4, 7, 8, 11 
&12 

 
 
8.6 Key Objective (2): Resources & Enterprise - To secure, sustain and 

develop the staff and volunteers necessary to deliver the Mission of the 
Museum, while seeking to work and efficiently use all of the Assets 
available and generate the revenues necessary from all sources to 
sustain the Museum – public, private and voluntary, but primarily with a 
greater commercial focus. 

 
Task Responsible 

Officer 
Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

IMS (Computer 
Project) – Install 
new computers 
and new 
Collections 
Database 

Operations 
Manager & 
Curator  

30/06/12 High 1 & 5  

Produce 
performance 
indicator 
information on 
agreed 
frequency 

Administration 
Manager 

15/09/12 and as 
required per 
scheduled 
detailed in 
Appendix 4 

High 5 

Seek to develop 
incentives that 
would 
encourage two-
way flow of 
business 
between SMM 
and Puffers at 
Irvine 

 

 

Commercial 
Manager 

30/09/12 High 3 
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Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Review 
governance 
arrangements 
to ensure they 
remain 
appropriate to 
strategic and 
operational 
environment on 
a rolling three-
year basis 

Trustees & 
Director 

31/12/12 High 12 

Review & 
develop 
Marketing Plan 
for the Museum 
on an annual 
basis 

Operations 
Manager & 
Commercial 
Manager 

31.03.13 

31.03.14 

31.03.15 

High 2 & 3  

Commercial 
Manager to 
develop 
Commercial 
Strategy & Plan 
for Museum & 
review annually 

Commercial 
Manager 

 

31/03/13 

31/03/14 

31/03/15 

High 2, 3, 11 & 12 

Volunteer 
Manager to 
develop 
Volunteer 
Strategy and 
Plan for 
Museum and 
review annually  

Volunteer 
Manager 

31/03/13 

31/03/14 

31/03/15 

High 1, 8, 10, & 12 

Undertake 
performance 
development 
review (PDR) of 
Director 
annually and 
agree action 
plan 

 

 

 

Chairman 31/03/13 

31/03/14 

31/03/14 

High 5, 8 & 12 
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Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Undertake 
annual 
performance 
development 
reviews for all 
staff and agree 
action plans  

Director, 
Operations 
Manager & 
Curator 

31/03/13 

31/03/14 

31/03/15 

High 5, 8 & 12 

Equalities 
Strategy – The 
SMM will 
produce an 
equalities 
strategy 
covering all 
areas of its 
operation for 
agreement by 
the Board of 
Directors 

Director 31/12/13 High 6 

Review lack of 
staff capacity in 
critical areas 
and prepare 
proposals to 
address, 
including 
provision of 
shared services 
with other 
Industrials 

Director 30/09/12 Medium 5, 9 & 12 

Have presence 
in wider events 
market to 
promote 
museum  

Commercial 
Manager 

From 01/10/12 

Review: 

31/03/13 

31/03/14 

31/03/15 

Medium 2, 3, 9, & 12 

Let empty flat at 
Irvine to 
generate 
income 

 

 

Commercial 
Manager 

30/11/12 Medium 3 & 12 
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Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Consider 
commercial 
potential of 
wooden boat 
repair shop as a 
source of 
income 
generation for 
the Museum 

Commercial 
Manager 

31/03/13 Medium 3, 8, 9, 10, & 12 

Consider 
implementation 
of on-line sales 
through 
redeveloped 
website 

Operations 
Manager 

31/03/14 Medium 3 

Develop HLF 
application for 
redevelopment 
of Denny site 
following 
completion of 
work of Review 
Group 

Director 31/12/13 Low 1, 4, 7, 8, 9, 10, 
11 & 12 

Develop HLF 
application for 
further 
development of 
the Irvine site  

Director 31/12/14 Low 1, 4, 7, 8, 9, 10, 
11 & 12 

Reserves 
Policy- have in 
place financial 
reserves 
equivalent to a 
minimum of 3 
months 
operating 
expenditure by 
end of Plan 
Period 

Director 31/03/15 Low 5 & 12 

 
 

8.7 Key Objective (3): Communication- To raise awareness of the Museum 
– its purpose, its collection and its activities in a way that encourages 
increased participation by all. 
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Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Advertise 
Museum within 
appropriate 
publications in 
Ayrshire & 
Dunbartonshire 
and in 
appropriate 
exhibition and 
event 
programmes 

Commercial 
Manager 

From 01/09/12 
and on-going to 
31/03/15 

Review 
Progress: 

31/03/13 

31/03/14 

31/03/15 

High 2 & 3  

Deliver talks to 
local groups to 
raise 
awareness of 
Museum and its 
work 

Education Officer On-going to 
31/03/15 

Review: 

31/03/13 

31/03/14 

31/03/15 

High 1, 2, 3 & 8  

Utilise 
Facebook and 
Twitter on an 
on-going basis 
as a medium for 
raising profile of 
Museum 
particularly with 
younger 
audience 

Commercial 
Manager 

30/04/13 High 2 & 3 

SMM Brand to 
be clearly 
established and 
identifiable in all 
areas of 
operation  

Director 31/12/12 Medium 2 

Wholesale 
redesign and 
replacement of 
Museum 
Website 

Operations 
Manager 

31/03/13 Medium 1, 2, 3, 7, 8, 11 
& 12 
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8.8 Key Objective (4): Learning- To support education, life-long learning and 
skills development so as to inform, educate and inspire and contribute 
to the development of stronger communities. 

 

Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Develop on-
going links with 
Schools in 
Ayrshire & 
Dunbartonshire 

Education Officer On-going 

Review 
progress: 

31/03/13 

31/03/14 

31/03/15 

High 8 & 12 

Apprenticeships 
– work with 
West 
Dunbartonshire 
Council to 
access their 
new scheme 
and offer a 
place(s) to 
young people 

Operations 
Manager 

30/09/12 High  9, 10 & 12 

Develop 
community out-
reach 
programmes for 
all ages to 
engender 
greater interest 
in Scotland’s 
Maritime 
Heritage 

Education Officer 30/06/13 Medium 1, 2, 6, 8 & 12 

Develop an 
educational 
programme for 
people with 
special needs 
and implement 

 

 

 

 

Education Officer 30/09/13 Medium 1, 2, 6, 8 & 12 
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Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Develop an oral 
history 
programme 
focusing on the 
lives of those 
involved with 
maritime or 
shipbuilding 
heritage.  
Resulting 
product to feed 
into exhibition 
and education 
programmes 

Curator & 
Education Officer 

30/06/14 Medium 4, 7, 8, 11 & 12 

Participate in 
schemes 
promoted in 
partnerships 
with local 
authorities 
and/or voluntary 
sector partners 
to encourage 
economic and 
social 
regeneration 

Director On-going to 
31/03/15 

Review 
Progress: 

31/03/13 

31/03/14 

31/03/15 

Medium 8, 9, 10 & 12 

Develop 
Boatbuilding 
Workshop and 
Training 
Programme 
funded by 
Coastal 
Communities, 
NAC, MGS & 
Irvine Bay 
Regeneration 
Company 

Operations 
Manager 

31/08/13 Low 8, 9, 10 & 12 

 
 
8.9 Key Objective (5): Partnerships- To develop and improve the facilities, 

services and activities of the Museum through effective partnership 
working with a range of bodies including other museums, national and 
local government, private business and further education institutions, in 
a way that generates mutual benefits and optimal operating efficiencies 
and other benefits for all concerned. 
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Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion 

Outcomes 
Delivered 

Develop 
effective 
partnership 
links and 
delivery 
protocols for 
joint working 
and joint 
promotion with 
other museums 
in Ayrshire 

Operations 
Manager and 
Curator 

31/12/13 High 9 & 12 

Seek effective 
participation in 
the delivery of 
the Ayrshire 
Tourism 
Strategy that 
will see benefit 
for the Museum 
through 
increased 
Visitor Numbers 

Operations 
Manager 

31/12/13 High  2, 3, 9, 11 & 12 

Develop 
partnership 
links with other 
Industrial 
Museums and 
secure strategy 
and delivery 
plan for sharing 
of resources to 
improve 
efficiency and 
reduce 
operational risk 

 

 

 

 

 

 

Director 30/06/13 Medium 9 & 12 
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Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Develop 
partnership 
links with 
Aberdeen 
Maritime 
Museum and 
seek to develop 
protocol for 
sharing 
collections, 
developing joint 
exhibitions and 
for sharing 
resources 

Director 30/09/13 Medium 1, 2, 3, 9, 11 & 
12 

Develop 
partnership 
links with 
further 
education 
colleges and 
universities to 
provide 
practical 
support and 
experience for 
students in 
return for 
support for 
Museum  

Director 31/12/13 Medium 1, 4, 8, 9 & 12 

Seek to develop 
partnerships 
with Glasgow 
based shipping 
companies and 
with other 
operators such 
as CalMac and 
the Waverly 
Trust for mutual 
benefit  

Director 31/03/14 Medium 2, 3, 9, 11 & 12 

 
 
8.10 Key Objective (6): Collections- To develop, interpret and manage the 

Museum's collection and documentation to ensure long-term 
preservation and to fulfill its national remit. 
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Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion 

Outcomes 
Delivered 

Complete 
Denny 
Reinterpretation 

Curator 30/09/12 High 1, 4, 7, 11 & 12 

Complete 
Denny Oral 
History Project 
and Install 
Listening Posts 

Curator  30/09/12 High 4, 7, 8, 11 & 12 

Survey and 
remove 
asbestos from 
artefacts 

Curator  31/03/13 High 1 

Secure 
departure of 
City of Adelaide 
(Carrick) to 
Australia and to 
CSCOAL 

Operations 
Manager & Jim 
Tildesley 

30/06/12 Medium 12 

Seek 
reaccreditation 
of Museum 
through 
National 
Scheme 

Director & 
Curator 

31/10/12 Medium 1, 4, 6, 7, 11 & 
12 

Denny Test 
Tank: Exercise 
to sort and 
transfer item 
plans to 
controlled 
environment at 
Irvine 

Curator  30/06/13 Medium 1, 4, 7, 8, 11 & 
12 

Develop an 
Asset 
Management/ 

Conservation 
Plan for the 
Vessels and 
other major 
assets. 

 

Operations 
Manager & 
Curator  

31/12/13 Medium 1, 4, 7, 10 



 29 

Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Carry out large 
scale 
conservation of 
items on display 
in Linthouse – 
dependant on 
grant funding 

Curator  On-going to 
31/03/15 

Review 
Progress: 

31/03/13 

31/03/14 

31/03/15 

Medium 4 & 7 

Address gaps in 
collection and 
purchase 
contemporary 
artifacts 

Curator  On-going to 
31/03/15 

Review 
Progress: 

31/03/13 

31/03/14 

31/03/15 

Medium 4, 8 & 11 

Strive to 
improve 
interpretation of 
Museum 
exhibits and 
collection over 
course of Plan 
period 

Curator  31/03/13 

31/03/14 

31/03/15 

Medium 7 

Tackle the 
backlog of 
conservation 
works on land 
based and 
small vessels 
collection 

Curator  31/03/14 

Review 
progress: 

31/03/13 

Medium 1, 4 & 7 

Seek additional 
resources to 
facilitate the 
documentation 
of the collection 
and to make it 
available on-
line 

 

 

Curator  31/03/13 & on-
going to 
31/03/15 

Review 
Progress: 

31/03/13 

31/03/14 

31/03/15 

Low 1, 4 & 7 
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Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Develop use of 
electronic 
media including 
use of APPS 
and QR Codes 
for 
interpretation of 
collection and 
implement 

Curator  31/03/14 Low 1, 4, 7, 8, 11 & 
12 

Complete the 
accessions 
programme 

Curator  31/03/18 

50% 
Completion by 
31/03/15 

Review 
progress: 

31/03/13 

31/03/14 

31/03/15 

Low 1 & 4 

Complete the 
digitisation of 
the collection 

Curator  31/03/18 

50% 
Completion by 
31/03/15 

Review 
progress: 

31/03/13 

31/03/14 

31/03/15 

Low 1, 4, & 7 
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8.11 Key Objective (7): Research- To increase knowledge and understanding 
of the collection and provide accurate information and interesting 
interpretation. 
 

Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Outcomes 
Delivered 

Curatorial Team 
to provide 
appropriate 
publications 
from Museum 
records and 
through 
research 

Curator  From 01/04/14 Low 1, 7, & 8 

Provide greater 
access to 
collection for 
research 
purposes by the 
general public 
and academics 

Curator  From 01/04/14 Low 1, 4 & 8 
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9.  RESOURCE OVERVIEW 
 

9.1 The SMM has secured core funding from the Scottish Government of 
£405,000 in 2012-13 and has been provided with similar indicative grant 
amounts for 2013-14 and 2014-15. Transitional Government funding of 
£15,000 and £8,000 has been provided for 2012-13 and 2013-14, 
respectively. Other multi-year funding includes a contribution from West 
Dunbartonshire Council towards the operating costs of the Denny Ship Model 
Experiment Tank. Grants for specific purposes, including from MGS, are 
noted in Appendix 4. In line with the direction of travel set by the Jura Report 
and this Business Plan, the detailed budget figures show increasing income 
over the Plan period from Customer Income and from Other Sources through 
the setting of income targets for sponsorship income and fundraising. In 
2011-12, 92% of funding came from Government and other grants and 4% 
each from Customer Income and Income from Other Sources. By 2014-15 it 
is projected that this will change through management action to 82%, 7% and 
11%, respectively. 

 
9.2 As a result of action taken to downsize in 2011-12, on-going employee costs 

have reduced from £405,000 to around £350,000 on average in each of the 
three-years from 2012-13, a reduction of around 13.5% per annum. Provision 
has been made within these figures to fund a 1% pay increase in each of the 
first two years of the Plan and 2% in 2014-15. 

 
9.3 Costs budgeted for Property & Other Asset Costs, Services Costs and 

Administration Costs are budgeted to remain fairly static throughout the Plan 
period, although small amounts have been budgeted, as necessary, to allow 
for modest inflationary uplifts. 

 
9.4 As a result of expected increases in income over the three years of the 

Business Plan from customer and sales income and from sponsorship and 
fundraising, amounts of £25,800, £20,800, and £27,650 have been included 
in years 1 to 3, respectively, to fund, if realised, some unfunded development 
costs from medium, or high, risk tasks outlined in Section 8 of this Business 
Plan. 

 
9.5 The amounts included by way of increases in income from customers and 

from sales and also, from sponsorship and fundraising, are, as described in 
paragraph 9.1 above, relatively modest. However, it would be wrong until the 
Museum has developed its strategies in these areas and until the 
Commercial Manager has had an opportunity to plan and scope his/her work, 
to set overly ambitious targets at this time. It would be the Museum’s 
intention, though, to work to exceed these as SMM moves to a new funding 
model where it is less dependent on Government and other block-grant 
funding and becomes more self-sustaining.  

 
9.6 The core full time establishment of the Museum has been set at 13. This will 

be supplemented during the Plan period by a number of part-time and 
seasonal staff and by temporary grant funded posts. Two such positions have 
been identified in the structure set out in Appendix 2. The Museum enjoys the 
support of around 40 volunteers in different areas of its operations. It is 
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recognised that the new Operating Model will require an increase in this 
number and this will be the key task given to the new Volunteer Manager to 
be recruited in 2012-13.  

 
9.7 Other resources such as ICT equipment and programmes are in the process 

of being upgraded and should be in place during the summer of 2012. As 
described elsewhere in this Plan, investment is, or has, been made in the key 
buildings of the Museum and in the provision of services within, for example, 
the Boatshop in Irvine to improve facilities for customers and the overall 
visitor experience. 

 
 
10.  RISK ANALYSIS 

 
10.1 A list of risks that may impact on the delivery of objectives and tasks set out 

in this Business Plan and which, if not mitigated, may impact adversely on the 
delivery of the Outcomes specified in Section 2 is detailed in Appendix 7.  

 
 
11. BUSINESS PLAN REVIEW 
 
11.1 This Business Plan has been written for the three-year period from 1st April, 

2012 to 31st March, 2015. In order to ensure that it remains relevant and is 
updated regularly to take account of new, or amended, priorities and reflects 
the outcomes from Review Exercises by Working Groups of Directors and 
Staff into key areas of the Museum’s operations, it will be updated and rolled-
on each year. This review and updating exercise will take place in the period 
January to March every year and the updated and rolled-forward plan will be 
in place for the first of April each year. A full rewrite of the Business Plan will 
take place every three years, with the next new complete Business Plan due 
from 1st April, 2015. 

 
 
11.2 Reports on progress on the achievement of Business Plan Objectives and 

Tasks will be reported to the Board of Directors on a six-monthly basis each 
year in September and April.  
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Appendix 1 

 

Governance Arrangements and Details of Directors & Trustees of the Museum 

Constitution 

The Scottish Maritime Museum Trust is a company limited by guarantee and a registered 
charity governed by its Memorandum and Articles of Association. Charity number: 
SCO007133.  Company number: SC83702. 
 
Governance 
 
In 2009, the Trustees adopted new Articles of Association, with consequential changes 
made to the Memorandum of Association. The structure of the governance of the Trust is 
that of a company with the Members of the Council of the Trust appointing the Board of 
Directors, who are the Trustees. The Board is responsible for the Museum and the care 
of the collections. It has powers to set up committees with delegated powers and has 
established an Executive Committee. 
    
Members of the Council of the Trust 
 
Under the Articles of Association, the Members of the Council of the Trust are listed 
below and such other persons as the Board of Directors shall admit to membership from 
time to time. 
 
Peter Beagley 
Ian Downs 
Victor Emery 
Sam Galbraith (Chairman of Board of Directors) 
Gill Graham 
Muriel Gray 
Councillor  James Grieve 
John Hume  
Robert Hunter JP 
Councillor Ronnie McColl 
Councillor Patricia McPhee 
Harold Mills (Chairman of Executive Committee) 
Brigadier Anthony Rickets 
Councillor Iain Robertson 
Linda Ross 
W Lawrie Sinclair  
Richard Speight 
Peter Whale 
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Appendix 1 (Continued) 
 
Trustees 
 
The Board of the charitable company is its Trustees for the purposes of charity law and 
are directors for the purposes of company law.  At September 2011, the 
Trustees/Directors were:- 
 
Jane Edwards  
Victor Emery 
Sam Galbraith (Chairman) 
John Hume 
Robert Hunter  
Harold Mills (Chairman of Executive Committee) 
W  Lawrie Sinclair  
Peter Whale 
 
Jonathan Bryant was co-opted to serve as a Trustee of the Museum by the Board at its 
meeting on 24th January, 2012, to serve until the next Annual General Meeting when, 
with his agreement, it will be recommended that he be elected as Trustee to serve a 
three-year term.  
  
New Members and Trustees are briefed on their legal obligations under company and 
charity law and on the management and operation of the Museum.  To this end, they are 
given documents on the governance, management, finance and operation of the 
Museum and copies of recent general meetings and meetings of the Trustees and the 
Executive Committee as appropriate.  They also meet key staff and have the opportunity 
to visit the Museums and view the collections. 
 
The permanent Director of the Museum is a Trustee and member of the Board of 
Directors. 
  
Management 
 
The Members of the Council of the Trust meet at least once a year at general meetings 
as provided for in the Articles of Association. 
 
The Trustees/Directors meet at least twice a year and are responsible for the financial 
management of the Trust, including approval of the budget, the Annual Trustees’ Report 
and Financial Accounts, major policy issues arising from the Trust’s activities and senior 
appointments. 
  
The Executive Committee, which consists of all the Trustees/Directors, has delegated 
authority on most operational matters, including approval of contracts for projects. It 
meets 6 times per year.  An Advisory Committee for the Denny Tank has been in 
operation for many years and an Advisory Committee for the buildings and collection at 
Irvine was appointed in 2011. 
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Appendix 2 
 
 
Staffing Information 
 
Strategic and operational management of the Museum is the responsibility of the 
Museum Director, who took up her post in April, 2011.  She is assisted by an Operations 
Manager, a Curator and an Administration Manager.   
 
The staffing structure was reviewed in 2011 reflecting the recommendations in the 
report, “A Sustainable Future”, from Jura Consultants.  This Business Plan is the next 
step in the implementation of the recommendations of the Jura Report and contains new 
business objectives for implementation over the next three years within the financial 
resources likely to be available over that period. 
 
Current staffing arrangements and numbers are detailed in figure 1: 
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Appendix 3 
 
 
 Short-term Immediate Priority Tasks to be completed prior to 

Reopening of the Irvine Site in September, 2012 
 
 

Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Install, stock and 
implement new 
retail unit in 
Boatshop, Irvine 

Operations 
Manager 

30/04/12 High 

Recruit and train 
seasonal staff for 
Irvine Site 
Boatshop 

Operations 
Manager 

30/04/12 High 

Develop Plan for 
Reopening of 
Irvine Site 

Curator 25/05/12 High 

Tidy and clean 
quayside at area 
adjoining slipway 
and Boatshop 
and consider how 
best to utilise and 
implement 

Operations 
Manager 

30/06/12 High 

Develop and 
implement 
marketing 
campaign linked 
to reopening 

Operations 
Manager 

30/06/12 High 

Review pricing 
for Irvine site for 
2012-13, 
including 
discontinuation of 
1/3 off voucher 

Operations 
Manager 

30/06/12 High 

Deploy attention 
grabbling 
measures at 
quayside and 
Boatshop site 

 

 

Operations 
Manager 

30/06/12 High 
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Task Responsible 
Officer 

Completion 
Date(s) 

Likelihood 
of 
Completion  

Complete interim 
review and 
upgrade of 
website prior to 
reopening 

Operations 
Manager 

30/06/12 High 

Complete 
refurbishment of 
Gottries Road 
Office 
Refurbishment 
Project 

Operations 
Manager 

31/07/12 High 

Complete re-
signing of Irvine 
Site 

Operations 
Manager 

30/09/12 High 

Clean and 
reorganise 
exhibits in 
Linthouse in 
preparation for 
re-opening 

Curator 14/09/12 High 

Complete re-
interpretation of 
Linthouse and 
Boatshop 

Curator 14/09/12 High 

Complete 
Linthouse Re-
roofing Project 

Operations 
Manager 

24/08/12 Medium 

Complete 
additional works 
to Linthouse, 
including internal 
decoration and 
lighting in time for 
re-opening 

 

Operations 
Manager 

24/08/12 Medium 

Re-open Irvine 
Operation 

Operations 
Manager & 
Curator 

21/09/12 Medium 
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Appendix 4 
 

Scottish Maritime Museum 
Consolidated Budget 2012-2015 

 
 

ITEM/DESCRIPTION 2011-12 2012-13 2013-14 2014-15 
  PROJECTED BUDGET INDICATIVE INDICATIVE 
  OUT-TURN   BUDGET BUDGET 
INCOME        
Grant Funding        
Scottish Government Grant 405,000 405,000 405,000 405,000 
Scottish Government Transitional 
Funding 100,000 15,000 8,000 0 
Volunteer Manager & Collections 
Review 0 36,700 0 0 
West Dunbartonshire Council 55,650 55,650 56,650 57,650 
New Display Area 20,000 0 0 0 
Documentation Assistant 14,008 0 0 0 
Small Grants 22,305 10,000 10,000 20,000 
MGS Education 2,639 0 0 0 
New Retail Unit (Aims) 3,885 0 0 0 
Irvine Redisplay (Aims) 2,440 0 0 0 
Irvine Redisplay (MGS) 28,778 0 0 0 
Irvine Redisplay (Irvine Bay) 15,000 0 0 0 
Denny Redisplay 27,560 0 0 0 
Clydebuilt Closure 41,905 0 0 0 
Other Charitable Grants 3,500 3,500 3,500 3,500 
Sub-Total 742,670 525,850 483,150 486,150 
Customer Income        
Visitor Admissions 18,830 15,650 23,150 25,700 
Shop Sales 8,669 14,000 14,700 15,400 
Minor Donations 898 1,300 1,300 1,300 
Sub-Total 28,397 30,950 39,150 42,400 
Other Income        
New- Income from Commercial Activity 0 10,500 21,000 32,000 
Sundry Income 4,690 3,500 3,500 3,500 
Interest Received 97 4,000 4,000 4,000 
Rent Received 16,052 16,600 17,150 17,800 
John W Ross Bequest 9,166 9,200 9,200 9,200 
Sub-Total 30,005 43,800 54,850 66,500 
TOTAL 801,072 600,600 577,150 595,050 
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ITEM/DESCRIPTION 2011-12 2012-13 2013-14 2014-15 
  PROJECTED BUDGET INDICATIVE INDICATIVE 
  OUT-TURN   BUDGET BUDGET 
EXPENDITURE        
Employee Costs        
Core Salaries 375,318 304,400 328,350 334,950 
Redundancy Costs 25,513 0 0 0 
Grant Funded Salaries 0 36,700 0 0 
MGS Projects 0 10,000 10,000 10,000 
Travel Allowances 3,875 4,250 4,500 4,500 
Training 565 1,500 1,600 1,700 
Sub-Total 405,271 356,850 344,450 351,150 
Property & Other Asset Costs        
Rent & Rates 7,545 7,500 7,500 7,800 
Building Maintenance 17,365 14,600 14,600 14,800 
Electricity 19,818 20,000 20,350 20,700 
Gas & Other Heating 11,044 13,700 14,000 14,300 
Cleaning 1,361 2,100 2,100 2,100 
Health & Safety 0 500 500 600 
Security 5,694 12,500 12,600 12,700 
Insurance 39,983 37,050 37,050 37,050 
Sub-Total 102,810 107,950 108,700 110,050 
Services Costs        
Show Scotland 0 0 0 0 
Special Events 2,831 5,750 5,750 5,800 
Collections 51,000 40,000 41,000 42,000 
Irvine Redisplay 53,159 0 0 0 
Denny Redisplay 26,263 0 0 0 
Education 6,349 5,000 5,000 5,100 
Publicity 4,183 16,200 11,200 11,250 
Shop Purchases 5,307 7,000 7,350 7,700 
Additional Signage 0 5,000 0 0 
Sub-Total 149,092 78,950 70,300 71,850 
Administrative Costs        
Postage 1,275 1,250 1,250 1,350 
Telephone & Fax 6,173 5,700 5,700 5,850 
Office Stationery 906 1,350 1,600 1,600 
Subscriptions 208 1,250 1,250 1,250 
Audit Fees 2,458 2,500 2,600 2,700 
Office Equipment Hire 1,876 2,350 2,350 2,350 
Consulting 9,251 5,000 5,000 5,000 
Computers & Consumables 2,167 2,000 3,000 4,000 
Bank Charges 50 850 850 850 
IMS Computers 330 0 0 0 
Sub-Total 24,694 22,250 23,600 24,950 
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Other Costs 
Sundry Expenditure 6,609 7,800 8,300 8,400 
Retail Unit 11,862 0 0 0 
Clydebuilt Closure 41,905 0 0 0 
Transitional Development Costs Fund 0 25,800 20,800 27,650 
Sub-Total 60,376 33,600 29,100 36,050 
TOTAL 742,243 599,600 576,150 594,050 
TOTAL NET EXPENDITURE 58,829 1,000 1,000 1,000 
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Scottish Maritime Museum 

Denny Test Tank 
2012-2015 

 
 

ITEM/DESCRIPTION 2011-12 2012-13 2013-14 2014-15 
  PROJECTED BUDGET INDICATIVE INDICATIVE 
  OUT-TURN   BUDGET BUDGET 
INCOME         
Grant Funding         
West Dunbartonshire Council 55,650 55,650 56,650 57,650 
Denny Redisplay (MGS) 27,560 0 0 0 
Sub-Total 83,210 55,650 56,650 57,650 
Customer Income         
Visitor Admissions 4,494 5,000 5,250 5,500 
Shop Sales 3,533 4,000 4,200 4,400 
Minor Donations 257 300 300 300 
Sub-Total 8,284 9,300 9,750 10,200 
Other Income         
New- Income from Commercial 
Activity 0 500 1,000 2,000 
Sundry Income 1,900 500 500 500 
Rent Received 4,352 4,900 5,150 5,400 
Sub-Total 6,252 5,900 6,650 7,900 
TOTAL 97,746 70,850 73,050 75,750 
EXPENDITURE         
Employee Costs         
Core Salaries 46,398 47,400 48,350 49,350 
Travel Allowances 60 250 300 300 
Sub-Total 46,458 47,650 48,650 49,650 
Property & Other Asset Costs         
Rent & Rates 196 3,000 3,000 3,100 
Building Maintenance 4,819 3,200 3,200 3,300 
Electricity 5,457 5,000 5,100 5,200 
Gas & Other Heating 7,320 7,300 7,500 7,700 
Cleaning 315 500 500 500 
Insurance 7,502 6,750 6,750 6,750 
Sub-Total 25,609 25,750 26,050 26,550 
Services Costs         
Special Events 130 750 750 800 
Denny Redisplay (MGS) 26,263 0 0 0 
Publicity 101 1,200 1,200 1,250 
Shop Purchases 1,920 2,000 2,100 2,200 
Sub-Total 28,414 3,950 4,050 4,250 
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Administrative Costs 
Postage 28 50 50 50 
Telephone & Fax 1,841 1,400 1,400 1,450 
Office Stationery 81 100 100 100 
Subscriptions 2 250 250 250 
Office Equipment Hire 156 600 600 600 
Sub-Total 2,108 2,400 2,400 2,450 
Other Costs         
Sundry Expenditure 1,272 1,300 1,300 1,400 
Sub-Total 1,272 1,300 1,300 1,400 
TOTAL 103,861 81,050 82,450 84,300 
TOTAL NET EXPENDITURE -6,115 -10,200 -9,400 -8,550 
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Scottish Maritime Museum 

Irvine Operation & Headquarters Function 
2012-2015 

 
 

ITEM/DESCRIPTION 2011-12 2012-13 2013-14 2014-15 
  PROJECTED BUDGET INDICATIVE INDICATIVE 
  OUT-TURN   BUDGET BUDGET 
INCOME         
Grant Funding         
Scottish Government Grant 405,000 405,000 405,000 405,000 
Scottish Government Transitional 
Funding 100,000 15,000 8,000 0 
Volunteer Manager & Collections 
Review 0 36,700 0 0 
New Display Area 20,000 0 0 0 
Documentation Assistant 14,008 0 0 0 
Small Grants 22,305 10,000 10,000 20,000 
MGS Education 2,639 0 0 0 
New Retail Unit (Aims) 3,885 0 0 0 
Irvine Redisplay (Aims) 2,440 0 0 0 
Irvine Redisplay (MGS) 28,778 0 0 0 
Irvine Redisplay (Irvine Bay) 15,000 0 0 0 
Clydebuilt Closure 41,905 0 0 0 
Other Charitable Grants 3,500 3,500 3,500 3,500 
Sub-Total 659,460 470,200 426,500 428,500 
Customer Income         
Visitor Admissions 14,336 10,650 17,900 20,200 
Shop Sales 5,136 10,000 10,500 11,000 
Minor Donations 641 1,000 1,000 1,000 
Sub-Total 20,113 21,650 29,400 32,200 
Other Income         
New- Income from Commercial Activity 0 10,000 20,000 30,000 
Sundry Income 2,790 3,000 3,000 3,000 
Interest Received 97 4,000 4,000 4,000 
Rent Received 11,700 11,700 12,000 12,400 
John W Ross Bequest 9,166 9,200 9,200 9,200 
Sub-Total 23,753 37,900 48,200 58,600 
TOTAL 703,326 529,750 504,100 519,300 
EXPENDITURE         
Employee Costs         
Core Salaries 328,920 257,000 280,000 285,600 
Redundancy Costs 25,513 0 0 0 
Grant Funded Salaries 0 36,700 0 0 
MGS Project 0 10,000 10,000 10,000 
Travel Allowances 3,815 4,000 4,200 4,200 
Training 565 1,500 1,600 1,700 
Sub-Total 358,813 309,200 295,800 301,500 
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Property & Other Asset Costs         
Rent & Rates 7,349 4,500 4,500 4,700 
Building Maintenance 12,546 11,400 11,400 11,500 
Electricity 14,361 15,000 15,250 15,500 
Gas & Other Heating 3,724 6,400 6,500 6,600 
Cleaning 1,046 1,600 1,600 1,600 
Health & Safety 0 500 500 600 
Security 5,694 12,500 12,600 12,700 
Insurance 32,481 30,300 30,300 30,300 
Sub-Total 77,201 82,200 82,650 83,500 
Services Costs         
Show Scotland 0 0 0 0 
Special Events 2,701 5,000 5,000 5,000 
Collections 51,000 40,000 41,000 42,000 
Irvine Redisplay 53,159 0 0 0 
Education 6,349 5,000 5,000 5,100 
Publicity 4,082 15,000 10,000 10,000 
Shop Purchases 3,387 5,000 5,250 5,500 
Additional Signage 0 5,000 0 0 
Sub-Total 120,678 75,000 66,250 67,600 
Administrative Costs         
Postage 1,247 1,200 1,200 1,300 
Telephone & Fax 4,332 4,300 4,300 4,400 
Office Stationery 825 1,250 1,500 1,500 
Subscriptions 206 1,000 1,000 1,000 
Audit Fees 2,458 2,500 2,600 2,700 
Office Equipment Hire 1,720 1,750 1,750 1,750 
Consulting 9,251 5,000 5,000 5,000 
Computers & Consumables 2,167 2,000 3,000 4,000 
Bank Charges 50 850 850 850 
IMS Computers 330 0 0 0 
Sub-Total 22,586 19,850 21,200 22,500 
Other Costs         
Sundry Expenditure 5,337 6,500 7,000 7,000 
Retail Unit 11,862 0   0 
Clydebuilt Closure 41,905 0   0 
Transitional Development Costs Fund 0 25,800 20,800 27,650 
Sub-Total 59,104 32,300 7,000 34,650 
TOTAL 638,382 518,550 472,900 509,750 
TOTAL NET EXPENDITURE 64,944 11,200 31,200 9,550 
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Appendix 5 
 
 

Recommendations from Report by Jura Consultants 
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Appendix 6 
 

 
Key Performance Measures 
 
The Museum will set the following quantitative and qualitative performance measures to 
report on progress in relation to its agreed outcomes as detailed below: 
 
QUANTITATIVE MEASURES 

 
Business Area Measure Frequency Outcome(s) 
Visitor Numbers Actual against Jura 

target 
Monthly 3, 5 & 11 

Customer admission income Actual against target Monthly 3, 5 &11 
Retail sales income Actual against target Monthly 3, 5 & 11 
Sponsorship income Actual against target Quarterly 2, 3 & 5 
Fundraising income Actual against target Quarterly 2, 3 & 5 
Total revenue spend Actual against profile Monthly 5 
Total revenue income Actual against profile Monthly 5 
Education visits Actual against target Quarterly 1, 4, 7, 8, 

10 &11 
Events organised  Actual against target Half-yearly 1, 2, 3, 5, 9, 

10, 11 & 12 
Exhibitions staged Actual against target Half-yearly 1, 2, 3, 4, 5, 

7, 8, 9, 10, 
11 & 12 

Volunteer numbers total and 
by department 

Actual against target Half-yearly 5, 10, & 12 

Research visits Actual against previous 
year 

Annually 1, 4, 8 & 9 

Achievement of Business 
Plan Tasks 

Numbers completed on 
time per objective area 

Half-yearly 5 

    
 

 
 
 
QUALITATIVE MEASURES OUTCOME 

 
Undertake annual customer satisfaction survey during main season and 
report results to Directors. 

1, 4, 6, 7, 8 
& 11  

Undertake employee opinion survey every two years and report results 
to Directors. 

5, 8 & 12 

Annual report to Directors on on-going Accreditation Status of Museum.’ 1, 4, 5, 6, 7, 
8, 11 & 12 

Details of any awards won by the Museum in connection with its 
business. 

1, 2, 3, 4, 7, 
8, 10, 11 & 
12 
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ORGANISATIONAL OUTCOMES 
 
1. ACCESSIBILITY – where appropriate, SMM assets and the collection are accessible and 

compliant with legislation. This not only includes compliance with the Disability 
Discrimination Act, but also includes access to the collection through a range of media 

 
2. BRAND – the SMM brand is clearly recognisable and has been communicated successfully 

throughout Scotland resulting increased visitor numbers and access to grant funding. 
 
3. COMMERCIAL ACTIVITY – the SMM will develop and implement a comprehensive 

commercial strategy which will allow it to obtain a greater part of its operating income from 
visitors, sales, sponsorship, fundraising, events and promotions, thus reducing its reliance 
on Scottish Government Funding. 
 

4. DEVELOPENT – the SMM has developed its collection during the Plan period in a way that 
generates interest from international, national and local audiences. 

 
5. EFFICIENCY – the SMM produces regular performance information that evidences 

improved efficiency and effectiveness to all stakeholders. 
 

6. EQUALITY – the SMM has adopted an equalities strategy and is able to demonstrate 
equality of opportunity for all. 

 
7. INTERPRETATION – the SMM better tells the story of its collection and exhibits. 

 
8. LEARNING – the SMM has been effective in communicating information on Scotland’s 

Maritime Heritage to a range of target groups; in teaching traditional skills to a new 
generation; and in developing the knowledge and skills of its workforce.  

 
9. PARTNERSHIPS – the SMM has developed a range of strategic partnerships and alliances 

that support the business objectives of both the SMM and the other organisations 
concerned.    

 
10. REGENERATION – the SMM can demonstrate that it has played its part in social and 

economic regeneration locally and nationally. 
 

 
11. VISITOR EXPERIENCE – the SMM can show through improved visitor numbers and by 

means of customer feedback that it has improved its overall visitor experience. 
 
12. STRATEGIC ROLE – the SMM has demonstrated a clear strategic impact in terms of 

national outcomes, the National Strategy for Museums and Galleries, the Ayrshire & Arran 
Tourism Strategy 2012-17 and the National Youth Employment Strategy.  

 
 
 

 
• Museum Director to set targets in conjunction with Board of Directors. 

 
 

• Provision of the information to be the responsibility of the Administration 
Manager. 
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Appendix 7 
 
 

  RISK ANALYSIS 
 

 The following have been identified as risks that may impact on the delivery of 
objectives and tasks as set out in this Business Plan and which if not 
mitigated may impact adversely on the delivery of the Outcomes specified in 
Section 2 of the Business Plan. 

 
Also provided is an assessment the likelihood of the risk occurring (where 1 
= unlikely, 2 = possible, 3 = likely) and the severity of the consequent impact 
(1= low, 2 = medium, 3 = high). Thus the lowest possible score is 1 (1 x 1) 
and the highest 9 (3 x 3). 

 
 
  

No Risk Description Risk 
Assessment 

1 Capacity Clear capacity issues exist in terms of 
staffing within the Museum which present 
a real risk of it being unable to progress 
the tasks detailed in Section 8 above 
within the timescales indicated. This risk 
has largely come about as a result of 
budget constraints. A lack of capacity in 
some areas has also left the Museum at 
real risk of being unable to undertake key 
business processes necessary for the 
execution of routine operations. Capacity 
issues could also impact adversely on the 
Museum’s ability to apply for specific 
grants within the required timescale, 
which are central to its financial and 
business model. Other risks in this area 
relate to the documentation, etc of the 
collection where the lack of Collections 
Staff is an impediment to progress. To 
mitigate against this risk, in a challenging 
financial environment, the Director should 
seek to form effective working 
partnerships across a range of functions 
with the other Industrial Museums to 
provide mutual support and assistance, 
as required. 

3x2 = 6 

2 Financial 1 Reductions after 2015 in Government 
Core Funding of the Museum without the 
development of corresponding income 
streams represent a risk to future 
sustainability. 
 

2x2 = 4 
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No Risk Description Risk 
Assessment 

3 Financial 2 If visitor numbers do not grow as 
projected in the Jura Report as a result of 
continued uncertainty in the economy 
impacting on both the tourist sector and 
spend from the local community, this will 
represent a significant risk to the new 
operating model.  

2x3 = 6 

4 Financial 3 If sales of goods do not grow as projected 
in the Business Plan as a result of 
continued uncertainty in the economy 
impacting on both the tourist sector and 
spend from the local community this too 
will represent a risk to the operating 
model. 

2x3 = 6 

5 Financial 4 The Museum does not have an effective 
track record of securing on-going 
sponsorship or of securing a sizeable 
amount of income from fund-raising to 
secure its on-going operations. Taking 
effective action to mitigate against this 
risk and those detailed in Financial Risks 
2 & 3 above will be a key part of the role 
of the new Commercial Manager. 

3x3 = 9 

6 Financial 5 The Museum is not successful in 
applying for grant funding to increase its 
resource base and to assist with its on-
going development 

1x3 = 3 

7 Financial 6 The SMM does not build up its financial 
reserves over the Plan period to the 
equivalent of three months of operating 
costs.  

3x2 = 6 

8 Reputational The SMM must develop its brand in a 
clear and unambiguous way and be 
effective in communicating this nationally 
and locally within Scotland. This must 
communicate a quality visitor attraction 
and high standards of service linked to 
innovative events, exhibition and 
education programmes.   
 
 
 
 
 
 
 
 
 

2x3 = 6 
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No Risk Description Risk 
Assessment 

9 Partnerships The development of effective 
partnerships are essential to the success 
of the Museum’s operating model both in 
terms of developing mutually beneficial 
links with appropriate organisations, but 
also within the sector in terms of 
minimising resource demands and 
improving capacity. Progress in this area 
is essential to mitigate against some of 
the Museum’s current difficulties in terms 
of capacity. 
 
 
 

2x2 = 4 

10 Collection The documentation and digitisation of 
the collection and accession to it 
remains incomplete, therefore, restricting 
access to it and interest in it thus not 
allowing it to be exploited to its full 
potential as a result or resourcing and/or 
capacity issues.  

3x2 = 6 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 

 



 53 

Appendix 8 
 

List of Policy Statements 

 
 
 
 
 
 
 

Policy Index 
No. 

Written Reviewed Signed 

Emergency and 
Business 

Continuity Plan 

1 Spring 2008   

Museum Loss 
Policy 

2 July 2008   

Retrospective 
Documentation 

Policy 

3 July 2008   

Object Entry 
Policy 

4 July 2008   

Object Exit 
Policy 

5 July 2008   

Museum 
Location and 
Movement 

Control Policy 

6 July 2008   

Museum Loan in 
Policy 

7 July 2008   

Museum Loan 
out Policy 

8 July 2008   

Cataloguing 
Policy 

9 July 2008   

Sickness and 
Injury Absence 

Policy 

10 February 2008   

Health and 
Safety Policy 

11 January 2000   

Smoking Policy 12 April 2007   
Volunteers 

Policy 
13 January 2008   

Financial 
Management 

and Purchasing 
Policy 

14 January 2000   
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Appendix 9 
 
 
 

List of Reference Documents 
 
 
The Scottish Maritime Museum – a Sustainable Future – by Jura Consultants, published 
October, 2011. 
 
Scottish Maritime Museum: Forward and Business Plan 2008-2011, published July, 
2008. 
 
Going Further – The National Strategy for Scotland’s Museums and Galleries, published 
March, 2012 by Museums Galleries Scotland. 
 
Report by the Museums Think Tank – Scotland’s Museums and Galleries, published 
December, 2010. 
 
Ayrshire & Arran Tourism Strategy 2012-17.  
 
The Scottish Maritime Museum: Grant Offer 2012-13 – 2014-15, letter from the Scottish 
Government dated 21st March, 2012. 
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