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Evolution of a cultural brand 

Gethin Jones – Marketing Lead, Amgueddfa Cymru 



Who we are



Where we came from 



Brand Objectives   

• To dispel the brand confusion between Amgueddfa Cymru and the 

individual sites 

• Drive positive organisational change 

• Commercially competitive

• Digitally effective and engaging  



From Descriptor to Symbol 



Touchpoints







So, what happened next….?



Brand Awareness 
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Brand Awareness
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Loss of 
“National?” 



Brand Awareness Comparisons

90%
82%

66% 67% 66%

56%
50%

22%
15%

10%
4%

National
Trust

Natural
History

Museum

English
Heritage

Cadw Wales
Millenium

Centre

Tate V&A Amgueddfa
Cymru

National
Museums
Liverpool

National
Museums
Scotland

None of
these

Brand Awareness Comparisons [logo prompted]



Awareness of sites
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Brand Familiarity and advocacy – despite plateau, for those aware advocacy and familiarity 
increase suggesting we are reaching core audiences
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And then…



Adapting to a changing environment 



Looking to the future…. 



DIOLCH 
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