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IWM is a global authority on conflict and its impact on people’s 
lives. 2017 marks our centenary and over the 100 years since our 
foundation, we have continued to lead on our mission of developing 
and communicating a deeper understanding of the causes, course 
and consequences of war. 

Our vision is to help people, as global citizens, make sense of an 
increasingly unpredictable world. We do this, in part, by helping 
people have a deeper understanding of the connections between 
past conflict and the contemporary world. This is about exploring 
the way war has shaped the local and the global, about appreciating 
diverse views, and about challenging our audiences to become ready 
to engage in difficult decisions for themselves, their communities and 
their world.

Our Corporate Plan 2017–2020 sets out our strategic direction. 
Everything we do is framed by our three strategic objectives, which 
are to:

 ■ Prioritise our audiences – we will create excellent, inspiring and 
relevant visitor experiences. As a result, people will have a deeper 
understanding of the causes, course and consequences of war 
and its impact on all of our lives

 ■ Deliver effective stewardship of our collection – we 
will develop and care for our collection through effective 
management, building expertise, maximising access and 
improving storage 

 ■ Increase our financial sustainability – we will secure our long-
term financial viability and create an entrepreneurial and dynamic 
working culture so that we can continue to invest in our offer.  
We will build our resilience and strengthen IWM as a result

1
WHO WE ARE

2
OUR STRATEGIC 
AMBITION
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People connect with us in a wide variety of ways; through visiting 
one of our five branches (IWM London, IWM Duxford, IWM North, 
Churchill War Rooms and HMS Belfast), through online engagement, 
volunteering, becoming a member, in supporting us by making a 
donation or perhaps by participating in a learning session. 

Critical to our future success will be our capacity to innovate, to 
continue to reach beyond the boundaries of the museum and our 
website through partnerships and collaboration, and to build a resilient 
organisational culture that is increasingly confident and dynamic. 
These are the ways in which IWM will remain relevant and impactful 
now and for generations to come. 

Over the next three years we will develop and deliver strategies that 
support our partnerships and the way that we work with stakeholders, 
our programming (including the introduction to a seasonal approach 
to our new exhibitions, digital content, learning programmes and 
events) and the development and diversification of our audiences.  
We will deliver a contemporary collecting strategy and introduce a  
new HR strategy with an emphasis on training and development.  
This will link to the launch of our digital transformation strategy. 

Underpinning all of this, we will improve the way that we evaluate our 
activity and impact and thus the evidence we use to inform forward 
planning. This will include a particular focus on audience research. 
In 2017, we will launch the IWM Institute for War and Conflict Studies 
bringing together our research, expertise and public programming so 
that we are able to demonstrate our impact in the broadest sense and 
on an international platform. 

Our financial strategy will ensure that we build our financial 
sustainability over the long term, through generating more self-
generated income, while continuing to make further efficiencies 
and carefully managing our fixed cost base. Our fundraising strategy 
ensures that we can support ongoing masterplanning and business 
transformation projects that drive IWM forward. Income from trading 
activities will increase by 7 per cent over the three-year plan period, 
while total contingency funds of £3 million will provide a buffer against 
future financial uncertainty and challenges. 

The projects outlined below illustrate our commitment to achieving 
these objectives. This will include a particular focus on our impact as  
a learning organisation and audience research. 

3
OUR ACTIVITY
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These are the major projects we are working on over the next  
three years:

 ■ Transforming IWM London phase two (TIWML2) 
We will deliver the second phase of our long-term masterplan for 
IWM London by creating new Second World War and Holocaust 
galleries, due to open in 2020, as well as new learning and 
conferencing spaces. 

 ■ Collections storage masterplan at IWM Duxford  
Our phased collections storage project will ensure that we 
provide the correct environment for our collections objects. 
This will enable the TIWML2 project to progress and facilitate the 
implementation of the IWM Duxford masterplan.

 ■ Accommodation Strategy at All Saints, London  
Our staff accommodation project ensures that while we create 
a high quality public offer, our back of house spaces remain 
efficient and effective. We will provide facilities that support 
collaborative ways of working in terms of their physical build  
and digitally. 

 ■ Implementing our Customer Relationship Management 
system 
Our commercial ambition is substantial and our strategy is 
designed to ensure that we are financially sustainable over the 
long term. We will continue to embed a CRM system that enables 
us to build greater understanding of our audiences, foster 
deep audience loyalty and support, as well as achieve greater 
efficiencies and income gains.

 ■ Public engagement and learning 
We will implement the outcomes of our public engagement and 
learning review (undertaken in 2016) so that we use a global 
citizenship lens to achieve greater impact with our audiences and 
embed learning in all that we do. We will adopt a truly audience-
focused approach, delivering programmes and activities that are 
innovative, sector-leading, impactful and sustainable. Over the 
coming years, we will focus on becoming a learning organisation 
with clearly defined audiences and high quality, targeted and 
innovative learning programmes.

4
OUR HIGHEST 
PRIORITY PROJECTS
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Looking ahead, this Plan lays the foundations for us to achieve our 
long term strategic goals. By 2030 we will have:

 ■ fully embedded our brand values (to be courageous, authoritative, 
relevant and empathetic) in all that we do

 ■ built exceptional, audience-focused, targeted, multi-channel  
and seasonal public programming and learning experiences 

 ■ a strong, influencing voice that invites and leads debate on  
our subject matter

 ■ completed masterplanning exercises to upgrade each of  
our branches

 ■ maintained and strengthened our network of partnerships  
nationally and internationally

 ■ established a clear evidence base that demonstrates our impact

 ■ delivered the storage masterplan for our collection so that the 
objects in our care are held in the right environmental conditions

 ■ made significant progress in generating digital content for access 
and preservation, linking to our ambitions for holistic, innovative  
and fully embedded digital ways of working

 ■ built up our net profit levels through the successful delivery of  
our commercial strategy

 ■ addressed the backlog in maintenance issues across our  
substantial estate

 ■ highly skilled, fully flexible, confident and engaged teams across  
our operation

5
FORWARD LOOK
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6.1 
WHERE OUR MONEY 
COMES FROM 
AND WHAT IT WILL 
SUPPORT

INCOME 

  Trading income
  Fundraising*
  Government funding

2017–2018 

£23.9m (45%)
£8.1m (15%)
£21.3m (40%)

2018–2019 

£26.0m (47%)
£8.6m (15%)
£20.8m (38%)

2019–2020

£25.6m (39%)
£20.3m (31%)
£19.8m (30%)

£53.3m £174.3m£55.4m £65.6m

£51.7m £174.3m£56.0m £66.6m

EXPENDITURE 

  Running costs
  Priority projects
  Salaries 
  Apprenticeship levy
  Contingency

£22.8m (44%)
£10.0m (19%)
£17.9m (35%)
£0.07m (<1%)
£1.0m (2%)

£22.4m (40%)
£14.9m (27%)
£17.6m (31%)
£0.07m (<1%)
£1.0m (2%)

£21.9m (33%)
£26.0m (39%)
£17.6m (26%)
£0.07m (<1%)
£1.0m (2%)
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22%

17%

6.2 
HOW WE HAVE 
ALLOCATED 
PRIORITY PROJECT 
INVESTMENT

  Prioritise our audiences
 Major project funding supports the delivery of Transforming 

IWM London phase 2 and further development of IWM Duxford 
masterplanning. Priority investment is directed towards the 
provision of excellent public programmes and customer 
service across our branches. It also supports our stakeholder 
relationships and the delivery of IWM’s Digital Strategy.

  Deliver effective stewardship of our collection
 We are investing in a major collection storage project at IWM Duxford 

north side, which includes a store for the large objects in our care. 
Funding is also directed towards our collections management strategy.

  Increase our financial sustainability
 We continue to fund our phased Customer Relationship 

Management (CRM) programme. We are prioritising investment 
towards facilities management and security, IT infrastructure 
development and cyber security. The Plan supports a staff 
accommodation project at London (All Saints) and the 
development of commercial projects so that we increase net 
profit and the level of funds available to invest back into IWM.

2017–2018 

£4.0m

£4.0m

£1.9m

£10.0m

2018–2019 

£7.4m

£4.1m

£3.3m

£14.9m

2019–2020

£19.8m
 

£3.0m

£3.2m

£26.0m

61%
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Number of web visitsNumber of visitors

80% 

77%

22%

7
OUR  
PERFORMANCE

 Exceptional performance 
in 2018–2019 reflects the 
anticipated impact of our 
Remembrance and Renewal 
season, where we will mark 
the close of the First World War 
Centenary. Our programme 
across our branches will 
include exhibitions and events 
to engage our audiences.

Proportion of collection stored in  
appropriate environmental conditions

  2017–2018 
  2018–2019
  2019–2020

Admissions income (gross)  

6.5m 7.0m 7.5m

Commercial net profit 

 
 £4.6m 

£4.8m 

£5.2m

£11.3m 

£11.8m 

£12.2m

2.4m

2.7m

2.6m


