


Where in the World is the
Hampton Roads Naval Museum?

The Director’s Column
by Becky Poulliot

e recently embarked on an

ambitious public relations

and marketing plan to
make residents of Hampton Roads
aware of our existence. In June, the
first phase of the plan was
implemented. A local research firm
conducted a phone survey of 325
respondents to determine aided and
unaided awareness of our museum.
We fared poorly on unaided
awareness; no one listed us
independently when asked to name
museums in south Hampton Roads.
However, when prompted, or aided,
58% knew about us. The military and
civilian population were evenly split
along awareness lines.

The findings, which are 90%
statistically accurate, contain a wealth
of useful information to guide us in
future marketing efforts. It is a
benchmark to measure against, and a
foundation to build upon. Work is
certainly needed in the area of
military awareness, which we had
hoped would be much higher. It is
our goal to imbue a sense of
ownership for the region’s only

museum operated by the Navy.

We start by targeting interested
segments of the audience. Military
personnel  will soon find
advertisements in their bags when
shopping at the Exchange or
Commissary. These advertisements
will double as coupons and allow
those who validate them at the
museum to get discounts at local
restaurants and entertainment

Work is certainly needed
in the area of military
awareness, which we had
hopedwould be much higher.
1t is our goal to imbue a sense
of ownership for the region’s
only museum operated by the
Navy.

facilities. These coupons will also be
inserted into the Flagship, the Naval
Base’s official newspaper.

We also began the distribution of
informational videos, mentioned in
the last issue, to target military
organizations, both active duty and

name from a 19th century Norfolk newspaper.

circulation of 1,000.

About The Day Book

The Day Book is an authorized publication of the Hampton
Roads Naval Museum (HRNM). Its contents do not necessarily
reflect the official view of the U.S. Govemment, the Department
of Defense, the U.S. Navy or the U.S. Marine Corps and do not
imply endorsement thereof. The HRNM is a museum dedicated
to the study of 200 years of naval history in the Hampton Roads
region. The museum is open daily from {0am.to 5 p.m.

The Day Book’s purpose is to educate and inform readers on
historical topics and museum related events. It is written by the
staff and volunteers of the museum. The newsletter takes its

Questions or comments can be directed to the Hampton
Roads Naval Museum editor. The Day Book can be reached at
(757) 444-8971, by fax at (757) 445-1867, or write The Day
Book, Hampton Roads Naval Museum, One Waterside Drive,
Suite 248, Norfolk, VA 23510-1607. The museum can be found
on the World Wide Web at hitp:/xroads.virginia.edw/~VAM/
vamhome html. The Day Book is published bi-monthly with a
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retired. Modified videos will go to
schools, civic groups, corporations
and individual sponsors. The new
Speaker’s Bureau brochures should
be mass mailed to area civic groups
by the year’s end.

Look for an advertisement
campaign in the local newspaper in
the upcoming weeks, which will
make good use of a crisper logo and
tag line. We are keeping the sloop-
of-war USS Cumberland as the
museum’s logo because of its
significance to our mission. For those
of you who are not aware of it,
Cumberland fought in the Civil
War’s Battle of Hampton Roads and
was rammed by the ironclad CSS
Virginia. The museum is the only
repository of its artifacts, which were
uncovered through an underwater
archaeology excavation.

To ensure the professionalism of
our product, the museum is seeking
the help of the American Association
of Museums through their Museum
Assessment Program. Peers from the
field will examine how we discover,
interest and evaluate our audience.
Before their visit, we are conducting
an in-house survey to determine
visitor response to the permanent
exhibits. That effort is being assisted
by docent Harold Anten and summer
interns Josh Brown and Matt
Burchfield.

With all these efforts, we should
see an improved awareness level
when a second telephone survey is
conducted next year. We’ll keep you
informed of how these projects go.
Please drop in and examine the
written reports concerning the survey
and the marketing and public
relations plan. £&
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