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A PRACTICAL WORKBOOK TO HELP YOU DEFINE YOUR
MUSEUM BRAND’S PURPOSE TO PROPEL YOUR REPUTATION

Name Museum

Define the purpose, identity, values, and narrative of your museum brand, ensuring
coherence, appeal, and a compelling story, while preparing to present it confidently
to potential funders, collaborators, or institutional partners.

STEP 1+« WHAT WE DO AND WHY WE DO IT

What does your museum want to achieve?
What cultural or social change does your museum aim to create?




Describe the future you envision for your museum success if it fulfills its goals.
What will your museum be known for? What experiences, emotions, and
relationships will people associate with it? Designing a future-oriented
museum requires imagination — the more vivid your vision, the better.

How your museum’s brand can drive the ambitions you’re aiming for. How can it
inspire action, build trust, and deepen connection with audiences and partners?

The purpose of a museum brand defines its deepest reason for being: the why
behind what it does and how it contributes to something bigger — the impact
you want to create in the world.

Use this formula for inspiration:
We exist to... [main intention — what you want to contribute]
Through... [how you do it — your approach or unigue way]
So that... [the change or impact you want to create in people’s lives]

Inspired by “Find your why” Simon Sinek




Summarise your museum brand and essence in one sentence.

LESSONS FROM INSPIRING
CULTURAL BRANDS

We champion design and creativity
in all its forms, promoting cultural
knowledge and inspiring creators
and innovators around the world.

KEY INSPIRATION
Educational purpose and focus
on creativity as a cultural value.

We foster a deeper and more
critical relationship with art
through “look again, think again”.

KEY INSPIRATION
Critical thinking and cultural
provocation.

We create advocates for the planet.

For a planet where people and
nature thrive.

KEY INSPIRATION
Transformative action and
environmental purpose.

LESSONS FROM INSPIRING
COMMERCIAL BRANDS

We inspire and develop the builders
of tomorrow.

KEY INSPIRATION
Creative learning and future
potential.

We are in business to save our
home, planet Earth.

KEY INSPIRATION
Activism and transformative
purpose.

To bring inspiration and innovation
to every athlete in the world. (If you
have a body, you are an athlete)

KEY INSPIRATION
Inclusion, empowerment,
and energy.

ICONIC SLOGAN
Just do it — an invitation to action,
self-confidence, and achievement.



STEP 2+« HOW TO DO IT AND WHAT MAKES IT DIFFERENT

Values define your museum modus operandi; they are the guiding principles that
ensure the museum’s purpose translates into behavior and aligns with its beliefs.
Choose a word and give it meaning. The words can be the same — courage,
boldness, collaboration, etc. — but you can give it a distinctive meaning.

Meaning
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Think about the place you want your museum to occupy in people’s minds and the
type of connection you want to create based on the value your museum provides
and its purpose. Consider the perception you want your museum to be recognized
for — what you want people to say about it when you’re not there.

This is about clearly defining what your museum does — the actions, programs,
and experiences that bring your purpose and values to life.




STEP 3+« HOW DO | COMMUNICATE IT?

Is your way your museum speaks adventurous, energetic, calm, exciting, humble,
meticulous, inquisitive, empathetic, exuberant, friendly, precise, optimistic, fun,
confident, kind, trustworthy, sensitive, emotional, impartial, persistent...?

Star concepts — the words that best define your museum ideas, your
museum’s “mood words”

Tell the story that gives meaning to your museum. What need did you identify?
What story or vision inspires it? What transformation does it bring about? (max 6 lines)

Describe any elements you've identified to define the image you want to project.
You can include: color palettes, types of images, the “look and feel” of your
aesthetic, typography. What concepts or feelings do they convey?




STEP 4 « WHO IS IT FOR?

Think about who your main audiences are. From your key audiences, develop
two of them — the priority groups — and explore them in depth.

Name Profession

Create a catchy label that combines their name and key function
or characteristic, e.g., the insatiable researcher.

Define their dreams, interests, ambitions, and needs.

What do you want to convey to them, and how can you connect?

What do they say.



Name Profession

Create a catchy label that combines their name and key function
or characteristic, e.g., the insatiable researcher.

Define their dreams, interests, ambitions, and needs.

What do you want to convey to them, and how can you connect?

What do they say.

You’ve completed this worksheet, which serves as your roadmap. A guide to help
define your museum’s identity and communication based on its purpose, values,
and narrative. This document shows who you are, why you exist, how you are
unique, and how you communicate. Review your proposal to ensure that your
values, narrative, tone, and visual identity are aligned and clearly reflect the
museum’s purpose. Coherent, engaging, and relevant communication will

help you build a strong reputation and meaningful museum brand.
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