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WHY THIS MATTERS
Tighter municipal budgets
Smaller teams
Service consolidation
Culture is seen as discretionary

We must rethink how we plan and
report and be “strategic” about how we
make our value legible to our non-
museum decision makers.
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PLANNING FOR
STORYTELLING 
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✕   Buzzwords
✕   Theoretical or aspirational
✕   Lives at the management level 
          and trickles down

✓    Built for everyday use
✓    Staff-driven: embedded in 
          workplans
✓    Designed for impact reporting 



ACTION
AREAS
Our new plan is built around four
functional areas:

On-site experience
Community belonging
Reach and visibility
Sustainability and
stewardship

Each area answers a concrete
operational challenge. 
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STRATEGIC
ACTIONS
Every action must be:

1.Specific
2.Measurable
3.Time-bound

If it doesn’t meet all three, it doesn’t
go in the plan.

Each action is supported by several
initiatives. The initiatives double as
reporting metrics and are how we
demonstrate success in our annual
report. 
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THE PLAN = OUR
JOB DESCRIPTION

Every task maps to a strategic action
           Strategic Action → Staff Goal → Calendar

Nothing abstract, nothing extra
We measure outcomes, not activity

The plan isn’t abstract, it’s literally our job
description.
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PRIORITIZATION 
AND “SAYING NO”

Every idea sounds good
We can’t do everything
Ask: Does this align with a strategic
action?

Yes → prioritize
Not yet → next cycle
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TELLING
YOUR STORY
Measurable actions = simple
reporting

Annual report presented
directly to Council
Plan sets commitments,
and the report shows
results

What does Council’s
investment in us mean for
the community?
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REFRAMING THE
MUSEUM
This approach works because decision
makers see:

More Clarity
Visible impact
Accountable reporting

It reframes the museum from “a nice
cultural amenity “ to “active community
infrastructure” like a road or an arena. 
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THE CULTURAL
ECOSYSTEM

$27B annual contribution to Ontario’s
economy
~3.4% of provincial GDP
Supports more jobs than several
major industries combined
Cultural tourists spend ~3× more

Local investment aligns with provincial
impact
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TAKEAWAYS
Build plans around functions, not
aspirations
Make every action measurable and dated
Tie staff work directly to actions
Report on your outcomes, and make your
work visible
Treat planning and reporting as
marketing tools

For municipal museums especially, these
documents may be the only time decision-
makers truly see your work.
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