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Executive Summary
This consultancy project is important for the Glynn Vivian Art Gallery, providing research into growing a potential corporate business that could contribute to making the attraction more competitive in gaining economic business. The overall aim of the project is to identify potential corporate packages through analysing what competitors are doing, whilst considering resources needed for the different packages and identifying which marketing strategies should be implemented to increase the awareness of the offerings. 
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PID Project Initiation Document 
1. Background Information
The Glynn Vivian Art Gallery is a free entry visitor attraction located in the heart of the city and county of Swansea. The Gallery is a vibrant and inspiring free art space providing a place for historical, modern and contemporary art exhibitions, lectures and conferences, live music and monthly events (Visit Swansea Bay, 2019).
In 1905, Richard Glynn Vivian offered to leave his art collection to Swansea, and wanted to build a gallery to house it. The offer was not immediately accepted as there were concerns about the costs of maintenance, however Glynn Vivian renewed his offer in 1908 and after a poll of ratepayers, the plan was accepted. The Gallery was opened in July 1911, but sadly Richard Glynn Vivian did not live to take part in the ceremony, which was performed by his brother Graham (Swansea Council, 2019).
100 years on from the opening of the art gallery, there was a £6m restoration and redevelopment project put in place to make the attraction more of a 21st century visitor experience. Following the redevelopment, conservation for the original 1911 Grade II* listed building was made, alongside that new galleries of art were added to preserve the artist’s work, as well as expert conservation studios, a dedicated 80 seater lecture theatre, a library and archive center, full Wi-Fi access, a café, souvenir shop and a fully accessible visitor experience with access to all exhibits throughout the attraction (Swansea Council, 2019).

1.1 Internal & External Stakeholders
The Glynn Vivian Art Gallery have defined a stakeholder matrix which identifies key organisations that the Gallery has or needs to have a positive relationship.
Stakeholder communications are managed by the Gallery staff and co-ordinated by the Gallery’s Marketing Officer through meetings, publications, press releases, internal (local authority) communications, digital profile and social media. This work is supported by the City and County of Swansea’s marketing and tourism teams and corporate communications team.




1.2 Stakeholder Matrix - Marketing Communications
	Keep Satisfied
	Manage Closely

	· Artists – National/ International
· Local / Welsh / UK Galleries
· Specialist trade (visual arts) media and press
· Western Mail
· Contemporary Arts Society
· British Council 
· Wales Arts International
· City and County of Swansea Leisure and Corporate Communications teams

	· Welsh Government
· Culture & Tourism Central Management Team 
· All Councillors 
· Glynn Vivian engagement and participation groups incl. targeted audiences
· Artists that work with GVAG
· Schools, Colleges
· Friends of the GVAG
· South Wales Evening Post
· CADW
· CyMAL/  Federation of Museums, Galleries Wales
· Heads of Service and all staff (City and County of Swansea)
· CCS Switchboard


	Monitor
	Keep Informed

	· ITV Wales
· BBC Wales
· Local TV
· Local Radio
· Swansea Civic Society

	· Traders / residents in the area
· Tourism partners / Visit Wales 
· Swansea Universities
· Swansea Arts and Cultural Organisations / Artists / Galleries
· Plus Tate Partners
· Arts Council of Wales
· Heritage Lottery Fund
· Local Historical Societies 
· Swansea Arts Community Organisations – Taliesin / Volcano /  Elysium studios
· Swansea Development Workers,  Volunteer organisations


2. Project Definition
2.1 Project Aim
Research ways in which the Glynn Vivian Art Gallery could grow their corporate business to increase visitor numbers and as a result benefit economically.        

2.2 Project Objectives
1. To identify corporate packages that would benefit the attraction whilst analysing the corporate approach from competitors.
2. To identify resources that would be needed for those corporate packages and where to get those resources from.
3. To generate marketing campaign ideas to attract corporate business. 


3. Project justification
After arranging a meeting with the client at the Glynn Vivian Art Gallery, they made it clear from the outset that the galleries main issue is attracting more visitor numbers as well as trying to add economic value at the same time. This problem had potential to be amended with the right ideas in place, and after the client provided a tour of the whole attraction, discussions were made about a possible corporate approach, and with the sufficient space available after the redevelopment in 2016, it was an opportunity that the client and the consultant agreed on.


3.1 Potential Benefits 
1. Increased awareness as a venue for corporate clients 
2. Making full use of the attraction, utilising all areas of the attraction
3. Promoting Richard Glynn Vivian’s Art during corporate events
4. The opportunity to boost economic value for the business


3.2 Potential project costs
There are no costs likely to occur during this project as the aim is to research into the potential of having a corporate business at the gallery. If the project was to advance into practice then costs would occur for resources such as hospitality equipment, catering (food and beverage), staff & security, entertainment and decorations. However once the corporate package has been purchased this would cover parts of the overall cost to run an event. 

4. Research Methodology                                                                                                          The term methodology is an “approach to the research process encompassing a framework of methods” (Collis & Hussey, 2009, P.11). Saunders et al (2015) developed the research onion to describe the stages through which a researcher must consider when formulating effective methodology. 
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4.1 The approach moving forward
The research onion has been utilised by the consultant to show the best research approach that will fulfil the aims and objectives. The identified research philosophy would be epistemology as it is the theory of knowledge, placing strong emphasis on research methods when studying to gather evidence and data for the chosen project.
The approach of this project will be a positivism and deductive one as it starts on the basis of limited evidence resulting in the researcher developing a theory and testing it with a structured approach as well as a quantitative & qualitative research strategies with the desired outcome of collecting specific and reliable data.  

4.2 Quantitative Research
The quantitative data that the researcher intends to collect include:
· Questionnaires / Survey
· Structured Interviews
Questionnaires / surveys have been identified as a data collection method because the method will provide the opportunity to ask questions to different market segments, gathering large quantities of data which will support the objective of identifying the right corporate packages to offer people.

Structured Interviews is another research method that will contribute to the analysis of competitors corporate approach. The interviews will conduct the same questions to gather consistent, relevant and reliable data needed for the Glynn Vivian to move forward with the project. Possible interviews will be undertaken with a fellow museum going well in the corporate environment which is the National Waterfront Museum as well as hotels in and around Swansea with examples discussed with the client such as Morgan’s and the Marriot.







4.3 Qualitative Research 
The qualitative data that the researcher intends to collect include:
· Content Analysis   
Content analysis enables the researcher to evaluate large amounts of textual information. This method has been chosen because it will allow the opportunity to address the Glynn Vivian’s corporate competitors through looking at not just businesses corporate packages on their websites but also analyse their marketing strategies to see if they work and whether or not the Glynn Vivian should consider a similar approach for their business.

4.4 Possible Challenges
The challenges that could arise during this project could include: 
· Gathering a sufficient amount of questionnaire responses
· Access to interviewing competitors
· Other assignments may take the focus away from the project at times

5. Project Plan 
5.1 Project Management Team Structure
· The Consultant – Thomas Fowler Student at UWTSD

· Laura Gill: Marketing Officer – Audience Development

· Charlotte Thomas – Exhibitions Assistant

5.2 Communication Management strategy 
During this consultancy process so far, there have been two main communication methods that have taken place and they include face to face where meetings have been arranged via the other method of email.  
Communication so far has taken place with just the marketing officer of the Glynn Vivian Art Gallery however recent communication has involved the exhibitions assistant who has experience in the project area.

5.3 Key Dates and Discussions
	Date
	Discussion 


	21st February
	First meeting with the client discussing possible project to move forward with.


	27th February
	Bid Presentation initial ideas about the project moving forward.


	7th March
	Second meeting with client, refining the aim and objectives was the first discussion then establishing the right research methods moving forward and for the second stage of the process.


	13th March
	Email, the client emailed the consultant sharing news about the gallery being asked to look into the costs of hiring the Gallery for a wedding in 2020, and the client stated that this proposed project is a timely one and will support the business for their market research.


	18th March
	Project Initiation Document (PID)


	21st March
	Next meeting with client to discuss details about hiring the venue for corporate events.


	TBD
	Communication will be continued after this date via face to face meetings arranged via an email message.


	13th May
	Final Consultancy report
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