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Seminar: Don’t let your visitor down at the front door 

Lucy Holmes, Creative Director and Kirsty Morrison, Project 
Manager, The Holmes Wood Consultancy Ltd 

 
This seminar addressed how to ensure that your visitor’s experience lives up to 
everything you promise?  It explained how the effectiveness of your building’s 
branding, public areas, signage and visitor welcome can make or break a visit.  
The seminar was richly illustrated with extensive examples of the companies 
work – some of which are shown below but further examples can be found on 
their website. 
 
 
The Holmes Wood Consultancy Ltd. is a design company specialising in the 
implementation of comprehensive wayfinding, sign and design solutions.  We 
approach both 2D and 3D design from the point of view of the complete visitor 
experience.  Strategically, we cover every factor from legibility to disability.  
Practically, we manage every stage from initial brief to installation. 
 
Our clients include: 
• Baltic 
• Historic Royal Palaces 
• Manchester Art Gallery 
• National Galleries of Scotland 
• Tate 
• The National Gallery 
• The Photographers’ Gallery 
• The Wallace Collection 
• V&A 
 
A key question to address is how you can ensure that your visitor’s experience 
lives up to everything you promise.  Once you’ve brought them through the front 
door their visit should be an experience that converts them into your next piece of 
marketing.  We believe that the way you communicate with them should be 
consistent on every level.  The effectiveness of your building’s branding, public 
areas, signage and visitor welcome can make or break their visit.  This process of 
communication with the visitor starts before they arrive.  We work with our clients 
to ensure that this is reinforced at every level during their visit. 
 
This complete visitor’s experience is illustrated below and we expect to address 
each element. 
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The Visitor Experience 
The key issues to address before a visitor arrives at the venue include: 

• Finding the venue 
• Signs from transport links 
• Street signs 
• Maps 

 
On arriving outside the venue, the following issues need to be considered: 

• Reassurance of arrival 
• Reinforce the brand 
• Which entrance 
• Opening times 
• What’s on / what’s coming 
• What’s free and what’s not 
• Facilities – café / shop 
 

 
 
Examples were shown here of work with Tate Britain and Tate Modern.  This 
included clear branding of the buildings, banners to reaffirm to visitors where they 
were, and clear signage to indicate essential information such as access points, 
opening hours etc. 
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The following issues then need to be considered as visitors arrive inside the 
building: 

• Welcome  
• Information  
• Orientation 
• Staff 
• Daily events 
• Meeting point 
• Plan 
• Exhibitions 
 

This example illustrated the approach used in the V&A Museum to help visitors 
find out more: there is up-to-date information of the exhibitions open on that day 
plus a scrolling news flash placed beside a detailed orientation sign. 
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To ensure that the visit is a success, it is also essential to address other 
information that your visitor will need.  This might include: 

• Checking your coat 
• Having a coffee 
• Meeting a friend 
• Going to an exhibition or event 
• Visiting the collection or researching a project 
• Killing time 

 
Care must be taken to consider where signage is needed and how to integrate it 
with the architectural features of the building: 
 

 
 
Ensuring consistency in the design language used is critical.  

 
We also take time to consider where visitors might need to be reassured about 
their location in the building: 
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Visitors need to be reassured at each potential decision point: 
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It is also important to address how information explaining exhibitions is 
presented.  These weighted plinths were specially commissioned for  
the National Gallery:  
 

 
 
There were many other examples of how the consultancy has worked which can 
be seen on the website.  These include producing an orientation map for the V&A 
inspired by the Paris Metro, producing a floor plan for the National Gallery in 
seven languages with thirty highlights, and transforming the feel of education 
spaces at Tate Modern.  
 
Questions: 
How to you deal with putting signage onto listed building? 
We deal with this in a number of ways: 

- we start by emphasizing what is being removed  
- we often apply to put up a lot more than we want and negotiate 

from that point 
- we stress what an improvement these signs will be to the temporary 

signs that are often in place 
- we engage with lobbyists and relevant partners 

Patience and negotiating skills are key. 
 
How do you evaluate your work? 
We always keep a cross-section of visitors in mind when designing in order to 
ensure that the outcomes are flexible enough to deal with every need. At the V&A 
we prototyped a whole area, which an independent evaluator tested out for four 
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days alongside the general public.  
 
Further information: 
The Holmes Wood Consultancy 
4 Parkgate Road  
London 
SW11 4LL 
 
Telephone: 020 7326 9970 
Fax: 020 7228 3180 
 
http://www.holmes-wood.com 
 


