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IWM is a global authority on conflict and its impact on people’s lives 
– from 1914 through to the present day and beyond. We continue 
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 2018–2021 sets out our strategic direction. 
Everything we do is framed by our four strategic objectives,  
which are to:

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

 ■ Prioritise our audiences – we will create excellent, inspiring 
and relevant visitor and learning 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. We pride 
ourselves on the excellent customer service we will provide across 
all of our work 

 ■ Deliver effective stewardship of our collection – we 
will develop and care for our collection through effective 
management, building expertise, maximising access and 
improving storage. As a result we will ensure our collections and 
knowledge remain relevant and accessible for audiences now and 
for generations to come, not least, by maintaining the momentum 
around reviewing and developing our collection  

 ■ Build our brand – we will build our reputation as a global 
authority and our ability to deliver our purpose and vision by 
providing high quality products, services and experiences and 
communicating consistently in everything that we do. The 
strength of our brand is directly related to the scale of impact we 
are able to achieve 

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, 
how we ensure IWM is accessible and inclusive to both customers and 
staff.

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 and 
social impact, as well as recognising the importance of our staff and 
the incredible support of our volunteers, who have dedicated 25,994 
hours in additional resource to the museum over the past year.  In 
Spring 2018, we will launch the IWM Institute for Public Understanding 
of War and Conflict pilot 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 –  by making more self-generated 
income 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 11 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 our back of  
house spaces remain efficient and effective while we optimise  
the spaces for a high quality public offer. We will provide facilities 
that support collaborative ways of working, both physically and 
digitally. 

 ■ Digital Transformation 
Our Digital Transformation Strategy sets out ambitious plans to 
widen access to our collection, deliver curation and interpretation 
through new channels and fully embed digital ways of working. 
Our Customer Relationship Management system has been 
integrated with the Digital Transformation roadmap and will 
enable us to better engage with our audiences. Through creating 
immersive and joined-up digital enhancements of our objects, 
events and other activity, we will elevate visitor experiences 
placing IWM in the top tier of British cultural organisations.

 ■ Building a successful membership scheme 
We will build on the successful launch of our Membership scheme 
in November 2017 to foster relationships with audiences and to 
meet ambitious plans for growth.

 ■ Implementing the Public Engagement and Learning Strategy 
We will implement our new Public Engagement and Learning 
Strategy, framed by the notion of Global Citizenship, to build loyal 
and highly engaged audiences.

 ■ Launching the IWM Institute 
We will launch the IWM Institute for the Public Understanding of 
War and Conflict which will channel our research activities into our 
public offer, further creating and nurturing sustainable partners 
and audiences for IWM.

 ■ Developing our staff and supporting new ways of working 
We will implement  a new training and development programme 
and continue to identify new ways of working through our Culture 
Change Ambassadors Network to support culture change within 
the organisation. The delivery of our new staff accommodation at 
IWM London will provide an opportunity to establish new working 
practices to be replicated across the sites.

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

2018–2019 

£26.3m (48%)
£7.9m (14%)
£20.6m (38%)

2019–2020 

£26.8m (41%)
£18.6m (28%)
£20.0m (31%)

2020–2021

£29.2m (49%)
£10.4m (17%)
£20.0m (34%)

£54.8m £179.8m£65.4m £59.6m

£62.2m £65.9m £62.0m£54.4m

EXPENDITURE 

  Running costs
  Priority projects
  Salaries 
  Contingency

£26.0m (42%)
£16.0m (26%)
£19.1m (30%)
£1.0m (2%)

£23.5m (36%)
£22.7m (34%)
£18.6m (28%)
£1.0m (2%)

£24.1m (44%)
£10.6m (20%)
£18.6m (34%)
£1.0m (2%)

  Loan to facilitate 
cashflow (in/repayment)

£4.50m £0.50m -£5.0m

£182.4m
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23%

17%

6.2 
HOW WE HAVE 
ALLOCATED 
PRIORITY PROJECT 
INVESTMENT

2018–2019 

£7.1m

£5.4m

£3.4m

£15.9m

2019–2020 

£16.4m

£4.2m

£2.2m

£22.8m

2020–2021

£5.7m
 

£2.0m

£3.0m

£10.7m

60%  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.

  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.

  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.
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Number of web visitsNumber of visitors

7
OUR  
PERFORMANCE

 Exceptional performance 
in 2018–2019 reflects the 
anticipated impact of our 
Making a New World 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

  2018–2019 
  2019–2020
  2020–2021

Admissions income (gross)  

7.0m 7.5m 8.0m

Commercial net profit 

 
 £4.3m 

£4.5m 

£4.7m

£12.4m 

£12.5m 

£13.0m

2.6m

2.3m

2.6m
78.5% 

55%

23%


