
 

 

MARKETING STRATEGY BRIEF 
 

Post: Freelance Marketing Consultant to develop a marketing strategy. 
 
Project 
Produce a marketing strategy for the Association for Art History which focuses on membership growth. 
 

Schedule 
Ideally we would like a marketing strategy drafted before March, for delivery throughout 2020. We will 
review at the end of the year and, if necessary, revise aspects of the strategy for 2021. Our plan for 
advertising and appointing is as follows (subject to some flexibility): 

December/January - Advertise project and invite proposals before 31 January 2020. 

Early February – shortlist, meet potential candidates, and appoint a person to take on project. 

February/March – work undertaken and presented to the project team (ideally by the end of February) 

March – strategy signed-off and implementation starts. 

Some additional work may be invited to help support implementation after March and throughout the year. 
 
Overview 
A core objective in our 2019 – 2021 organisational strategy is increasing membership growth. At present 
we have around 900 international members. Our members are comprised of individuals who are either 
standard, concession or loyalty (3 years) members, plus a handful of Institutional members. Our annual 
membership is open to all.  Membership rates will be increasing slightly in 2020 to £60 (individual 
standard), £30 (Individual Concession/Student) and £120 (Individual plus - 3 years). Our members currently 
receive a membership card, discounts for our events, discounted subscription to our journal and access to 
our member exclusive initiatives such as our grants programme, annual conference bursaries, and our pilot 
peer-to-peer mentoring scheme. We are looking to introduce more ‘member-only’ initiatives. 
 
Our current membership is slightly down on previous years, where we have tended to retain around 1200 
members. We attribute this downturn to the fact that since 2017 we have been unable to offer online 
membership sign-up, returning instead to over-the-phone member processing. This follows long and 
unforeseen challenges with transitioning to a new CRM system that integrates with our website. During this 
period it has been difficult to market membership, however, online membership sign-up will be back in 
place in 2020. 

• What – we are looking to develop a marketing strategy that will help us increase our membership, 
over a two year period, from 2020 - 2021. We are looking, initially, for a one-year strategy that 
enables us to focus and measure membership growth throughout 2020 and review and revise 
where necessary for 2021. We hope/anticipate that the membership strategy will also deliver some 



linked, secondary outcomes such as more members attending our events (at a member rate) and 
increase applications for our grants for art history (which are only available to members). 
 

• Why – traditionally the Association for Art History has relied heavily on a singular income stream, 
which has come from subscriptions to our leading academic journal. We recognise that relying on a 
single income has financial risks associated with it, so we are now looking to diversify and grow 
other potential income generators, such as our membership scheme and events programme. We 
would like to grow our membership by 30% in 2020.  
 

• Why now – since 2012 we have been focusing more on communications and marketing, which has 
included a Communications Strategy, a re-brand and more recently setting out our organisational 
vision and mission within a three year target-focused strategy. This strategy has informed recent 
consultation work we’ve undertaken around growing and broadening our audiences, particularly our 
membership and event attendees (more details about these are included below). We are keen to 
build and expand upon the consultancy work that we have done towards improving our membership 
offers, and our engagement with members, alongside encouraging more audience growth and 
diversity through our programming and events. In order to do this successfully we recognise the 
need for a marketing strategy, which (unlike the previous comms strategy) can help us deliver on 
enhancing our offers, and in turn, increasing income. 

Background 
We are the UK Association for Art History. Since 1974 the Association has championed art history and 
visual culture, and supported those engaged with it. It was set up by a group of people passionate about art 
history who recognised the social value and importance of art history. The ethos of the organisation is 
founded on a broad and inclusive art history, regardless of background or schooling. Much has changed 
since 1974 but our commitment to ensuring that art history is a broad and inclusive subject remains as 
strong as ever. We are a charity and subject association. Through our advocacy work, events, networks, 
membership, grants and publications, we celebrate and promote the value of art history today. The 
Association is based in London and run by a small team of staff, supported by various groups of volunteers 
and stakeholders, and governed board of trustees. 

Existing marketing and related work 
Although the Association has been going for over forty years, attention to a more strategic focused 
approach is a relatively recent shift. Over the last ten years the Association has being moving towards 
adopting a more ‘outward-facing’ position with regard to activities and audiences. This started some years 
ago with centralising many activities (and moving away from volunteer dependency) and investing in more 
staff and professional services around our membership, policy/campaigning work and communications. 
Moving from a communications strategy, to a marketing strategy is further development along this 
trajectory. Whilst we don’t currently have a marketing strategy, here is a summary of what we have done 
around marketing, comms and member engagement. More, and detailed, information about all of these 
things can and would be provided.  
 
2019 – Annual Conference Review, including some event marketing advice 
The Association’s three-day Annual Conference has been running for 45 years. This international academic 
event attracts between 400 – 700 delegates and hosts over 200 research papers. It takes place around the 
UK and is an opportunity for people to present and listen to original research, hear leading keynote 
speakers, share knowledge, exchange ideas and network. We organise this event in partnership with a 
university or cultural institution. In 2019 we worked with an external events consultant to review and revise 
the conference in terms of audience expectations and experience, and towards the conference generating 
more income. Outcomes from this consultation work have included introducing new ticket options, re-
introducing complimentary lunch, reducing printed materials in favour of digital, and investing in a new 
booking and information platform. It also included some marketing advice for how to present and sell the 
conference to new audiences such as being more explicit about what attendees can expect and gain from 
attending and why the event was unique and value for money. 
 
2019 – Member and Audience Engagement 
In 2019 we worked with cultural consultants, Morris Hargreaves McIntyre (MHM), who carried out survey 



and analysis work around our membership and audiences, particularly in relation to how we might attract 
new members and retain existing ones. The MHM feedback recommended that we segment our existing 
and target audiences, and deliver membership and programme offers that are more specifically suited to 
our different audiences. For instance, established members are keen to ‘give back’, professionals are 
looking for CPD and networking opportunities, A Level students and undergraduates are looking for careers 
advice, teachers and educators want teaching resources. The MHM research also highlighted that many 
members and non-members associate our work with just the Annual Conference and journal and that we 
need to do much more work around publicising and marketing our other programmes. 
 
2018 – 3 year strategy and framework in place 
In 2018 our newly appointed CEO worked with staff and Trustees to establish a three year organisational 
strategy and framework for 2019 – 2021. The over-arching aim of the three-year plan is to promote and 
contribute to the subject and practice of art history, and to further the vision and mission of the Association 
to support a broad and inclusive art history for all. Over the three years we will focus on scholarship & 
research, advocacy and teaching & learning.  A version of this strategy is available on our website 
https://forarthistory.org.uk/about/our-vision/  
 
2017 – Re-brand and new website 
Following a brief consultation process with Brunswick Arts in 2016, who suggested we take a more 
‘outward-facing’ and audience focused approach, we decided to re-brand/re-position ourselves with a more 
audience-led focus. This included changing our name from the Association of Art Historians, to the 
Association for Art History where emphasis was put on the subject (art history) rather than the individual 
(art historian) with a view to attracting a broader audience for our membership and events. During the year-
long re-brand process we worked with marketing and design agency Spencer du Bois on tone, language 
and messaging, a new logo and visual identity, and a new website. We updated our membership material 
and introduced a blog page, and two monthly e-newsletters. We also focused more on our social media – 
drawing greater attention to our own programmes, driving people to our website and encouraging e-
newsletters sign-up. Since these changes in 2017 we have gained 6000 new Twitter followers, 3000 more 
Facebook followers, we have around 4000 e-newsletter subscribers. Our monthly website visits average 
around 2,500 (but it varies month to month). We will focus more on Instagram in 2020. 

2012 – Communications Strategy 
In 2012 we work with Communications Consultants, RandallFox, to produce the Association’s first 
Communications Strategy. Whilst this was a useful and thorough exercise, at the time it was a new concept 
for the organisation and wasn’t fully embraced by stakeholders at the time. However it has proved to be a 
useful foundation that has informed subsequent work in this area. 
 
Other marketing, press and publicity 
Our primary publicity and marketing channels are, on the digital side, our website, Twitter, Facebook, e-
newsletters and regular email. The Annual Conference also has its own booking and info platform (on 
Aventri) and the journal, Art History, has its own web platform, which is supported on the Wiley Publishing 
site. The journal also has its own Twitter and Instagram accounts. On the print side, we occasionally 
publicise in our journal and have some remaining exchange advertising arrangements, but rarely pay for 
advertising (besides recruitment ads), or include inserts for other events or publications. Apart from our 
involvement in saving the History of Art A level campaign in 2016, we currently have low press coverage. 
 
Our partnership events are ways in which we can raise our profile and reach audiences around the UK. 
Many of these events are quite small scale (50-100 attendees) but they can have a lasting impact (quite 
often new and renewing members will cite an event they attended).  
In 2018 we re-thought our long-standing member groups and created new member committees and 
networks instead. We currently have an active Doctoral and Early Career Research (DECR) committee of 
14 people based in Universities around the UK, with whom we organise our DECR events and initiatives 
with – these include our Summer Symposium for Phd and Early Career Research, our New Voices 
conference for post-grad and early Phd research, our Careers Day for undergraduate and masters 
students, along with our Dissertation Prizes, our DECR conference bursaries and our new Peer-to-Peer 
mentoring scheme. Our DECR committee also has a dedicated Twitter account. The Doctoral and Early 



Career Researchers are one of our biggest and most active communities. 
We also have an Higher Education Committee of members, and a newly established committee for curators 
and museum and gallery professionals. 
We are affiliated with the College Arts Association in the US and the Scottish Society for Art History with 
whom which we offer mutual 20% discounts on membership. We also have good and long-standing 
relationships with art history departments and teams in universities and art colleges throughout the UK, with 
whom we partner with on our events. 
 
Our Audiences and Programmes 
The Association for Art History has several key offers, including a number of long-standing, well-respected 
areas of activity – these are membership, a leading academic journal, a renowned academic annual 
conference, advocacy and policy work within education and academic publishing (such as initiating the 
campaign to save the History of Art A level in 2016, and the recent introduction of a new online History of 
Art A level in partnership with the National Extension College) and a recently re-launched grants scheme.  

We also run events throughout the UK for members and non-members at all stages of their education and 
careers. These include conferences for A-level students and teachers, Careers Days for undergraduates, 
research symposia for post-graduate, doctoral, post-docs, as well as conferences and professional 
development opportunities for early career researchers and mid and senior scholars and educators. We 
also plan to supplement our broad events programme with digital participation and engagement offers, 
such as webinars, livestreaming and podcasts, and growing our online resources. We actively seek to 
support a broad and inclusive community of people who are engaged with art history. Most of what we do 
as an organisation is currently open to members and non-members who share an interest and commitment 
to art history. 

Our existing member audience currently comprises academics, doctoral students, museum and gallery 
professionals, freelancers and educators from around the world. The two largest constituencies of 
members are academics at universities and colleges, and doctoral students. We don’t offer membership to 
under 18s. Around 80% of our members are UK-based, with around 15% in the US and 5% in Europe. Our 
biggest membership drivers are event delegates and grant/bursary applicants.  A third of our membership 
comes through people joining to take advantage of discounts for Annual Conference member tickets, 
however many of these members don’t renew, creating an annual membership churn. We offer a 10% 
Direct Debit sign-up discount, and a 20% discount for those who are members of affiliated art history 
organisations, the College Art Association and the Scottish Society for Art History. 
Our key areas for audience growth in 2019 – 2021 are to build upon our existing audiences (mainly within 
education) and attract related audiences (in museums, galleries, other cultural and commercial sectors). 
For instance: 

Education 

• Higher Education (academics, post-docs, doctoral, post-grads, under-grads in art history and 
related subjects such as Art, History, Visual Cultures, Curating, Museum Studies, English, Social 
Sciences, Languages). 

• Further Education (academics, post-docs, doctoral, post-grads, under-grads in art history and 
related subjects) 

• Secondary Education (Teachers and students) 
• Primary Education (Teachers) 

Professional 

• Museums and Galleries (Curators, Researchers, Educators, Conservators) 
• Commercial Galleries and art fairs (Directors, Curators, producers) 
• Auction Houses 
• Artist Foundations 
• Catalogues Raisonné 
• Practitioners (artists, curators, designers, architects) 

Life-long learners and Interested Public 



 

Budget and resources 
We estimate this piece of work to be approximately 5 – 10 days, with a budget of £2000 - £3000. 

Project Team 
The Association for Art History is a small, but dedicated, office team of 5.5 people. Members of staff who 
will be involved in this marketing strategy project are 
Project Sponsor: Gregory Perry, CEO, Association for Art History 
Project Lead: Claire Davies, Deputy CEO, who is responsible for Communications and Events. 
Contributing participants: Kathryn Havelock is a Trustee of the Association and Head of Communications 
as The Wallace Collection. Other members of staff may also be invited to contribute and participate in 
aspects of the project. However, please note that staff numbers and resources are small, and therefore a 
proposed marketing strategy would need to be realistic and reflect available staffing resources. 

Expressions of Interest 
Along with a CV, we invite proposals (max 2 sides of A4) outlining why you would be interested in this 
project. Including how you might approach this work, and what useful and relevant insight and experience 
you would bring to this project. Shortlisted candidates will be invited to meet for an informal chat with the 
project team. We hope to  
 
Please send expressions of interest to Claire Davies, claire@forarthistory.org.uk by 31 January 2020. 

 

You can find out more about the Association for Art History at https://forarthistory.org.uk/about/  


