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Worldcup celebration Museumsquare 2010 



 

 

Rijksmuseum 

The museum of Netherlands 



Our Values 

Authenticity 

Quality 

Personal 

Innovative 

Simplicity 















New Presentation 



Umfelt 

Louvre  

 9.720.260 

British Museum 

 5.575.946 

Metropolitain Museum of Art 

6.115.881 

Hermitage   

2.880.000 
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Trailer 2013 



Objective for 2013 

Qualitative 

To position the 
Rijksmuseum as  

the museum of the 
Netherlands 
and “one of the great of 
the world” 

 

Quantitatively 

2 million visitors  

 
50% Dutch  Proud of ‘their’ 
museum 
50% International  A reason 
to travel 

 



Visitors 

Cultural 
tourist 

 

Art lover Families 
Professio

nal 
Schools Potentials 

900.000 

780.000 

200.000 

280.000 

50.000 

83.000 

100.000 

140.000 

350.000 

360.000 

400.000 
1.150.00

0 

   Total 2,8 mil visitors 

 

Realit

y 



3 Phases 

Phase 1   Involvement 

Phase 2    Build up suspence 

Phase 3    Start campaign 

 



Involvement  

 

http://www.youtube.com/watch?v=FC1b6Ylu5eE&feature=share&list=PL7F9EFD2E7B605F08


Visual Identity 



Rijksstudio 







Christian Borstlap for the Rijksmuseum 



Dairy packaging  



La Dress 



National News 13 april 2013  



Aftelklok 





Tv Commercial 



Outdoor Campagne 





International Press & Ambassadors 

Simon Schama /  Financial Times 

‘What has been 

done with the 

museum is less 

a restoration 

with some fancy 

contemporary 

design than the 

inauguration of 

a curatorial 

revolution.’ 



 

Sponsor model: Partnerships 

with strong brands 
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ING 



Heineken 





Philips & Rijksmuseum – 

Masters of Light 



D.E & Rijksmuseum- Dutch Master Blend 



KLM & Rijksmuseum - world tour  



AkzoNobel & Rijksmuseum – 

Sikkens RIJKS kleuren 



 Opening 



Continuous media presence 

• Media strategy 

 

• Free Publicity 

• Advertisement 

• Online 

• Partnerships with 

sponsors 

• Events with opinion 

leaders per target 

group 

 

 

 

 



 Advertisement 



24 March 2014 



24 March 2014 



RIJKSMUSEUM 

 

Key Results  



Economic Impact Analysis by BOOZ & 

Company 

“The new Rijksmuseum boosts the Dutch Economy” 



Key Results first year 

2,8 million visitors  

- 25% never visits a museum 

 

+ 200,000 friends op Facebook 

 

€13.000.000 of Free publicity 

 

235 million Euro GPD 

+7,5% Tourists 



Key Facts Development 

 

• 16 A brand company 

sponsors 

• >90 private funds 

• >5.000 friends 

 



Key Learnings 

• Dream 

• Direct 

• Do 



Philips Exhibition Wing 



Philips Exhibition Wing 



Modern Times 



Modern Times 



Late Rembrandt 





 

 

 

Brand development 



New TV campaign: The Magic 



Design 

 

• Rijksstudio 

Award 

• Salone de Mobile 

 

 



History 

• History teacher 

of the year 

• Events 

• Media presence 

 



Key Learnings 

 

• Fellowship Program 

• PR & events 

• Online 



Key Learnings 

 

• All ages 

 

• > 30 courses & 

workshops 

 

• Drawing, painting, 

photography 



Key Learnings 

 

Fashion is the 

new Art 

 

Historical 

collection 



A reason to travel 






