[image: image1.jpg]%0 INSTITUTE of
Museum...Library
2 SERVICES














Developed with funding from:









[image: image2.jpg]4
MERICAN Asw"\'ﬂe

ong
L
ocaL nisTORY





 

	Course Outline
	Understanding Audiences and Visitors

	SUMMARY
	This workshop helps participants understand how to collect visitor information, locate demographic research and overall trends, and explore how to use that information to make their history organization more relevant to their visitors and audiences.


	TARGET AUDIENCE
	Paid and unpaid staff with responsibility for interaction with visitors and audiences including board members, directors, educators, marketing and development staff, and exhibit developers will find this workshop helpful. 


	StEPs STANDARDS AND PERFORMANCE INDICATORS
	This workshop curriculum supports the following standards and performance indicators from the AASLH StEPs program (www.aaslh.org/steps):
Section Three: Audience (AUD)
· Standard 1: “The institution identifies current and potential audiences it serves, and makes appropriate decisions in how it serves them.”

· Standard 2: “Regardless of its self-identified communities, the institution strives to be a good neighbor in its geographic area.”

· Standard 3: “The institution demonstrates a commitment to providing the public with physical and intellectual access to the institution and its resources.”
 
Basic Level Performance Indicators
· The institution collects basic numeric information about current visitors. (AUD 1A)
· The institution has identified its geographic neighbors. (AUD 2A)
· The Institution is aware of major changes in its community or region. (AUD 2B)

· The institution sometimes provides the public with different opportunities for physical and intellectual access. (AUD 3A)

Good Level Performance Indicators

· The institution collects demographic information about current visitors. (AUD 1A)
· It analyzes visitor information. (AUD 1A)
· The institution uses already published resources to create profiles of its neighbors, in geographic, demographic behavioral terms every five years or so. (AUD 2A)

· The institution actively provides different opportunities for physical and intellectual access (AUD 3A)


Better Level Performance Indicators

· The institution has identified the audiences it feels it can best serve and potential audiences it is currently undeserving. (AUD 1A)
· Providing a variety of opportunities for physical and intellectual access is an integral part of program planning. (AUD 3A)


	OUTCOMES
	After completing the workshop, participants will have gained an understanding of ways to measure their own audiences; identify future audiences based on an understanding of their own community; and locate free/low-cost resources for continual market scanning. By the conclusion of the workshop, they will have completed:

· Attendance sheet draft for who does count

· Simple spreadsheet design for tabulating data

· Audience profile(s) of who does come

· Identification of most valuable audiences

· Community research via census

· Identification of desired audiences not effectively reaching

	WORKSHOP LENGTH
	This workshop is designed to be presented as a 6.5-hour session in a single day.



	EQUIPMENT NEEDED
	1. LCD projector and computer for PowerPoint slides

2. Flip chart, easel, and markers



	WORKSHOP LOGISTICS 
	Room Setup
Meeting rooms often have seating arranged in rows with a podium or table in the front of the room. This type of setup is the least favorable for adult learners. It encourages passive behavior on the part of participants and makes it very difficult for people to engage in dialogue. 

Your workshop will be much more successful if you arrange to have the room set either with one large conference table (for small groups) or with a U-shaped configuration of tables and chairs with participants facing each other and the instructor up front (works particularly well with groups of less than 20); small groupings of round tables with 4 to 8 people per table works for larger groups. 

Facilities
To increase engagement and participation, answer logistical questions at the beginning of the workshop. It’s possible that many of the workshop participants have not been in the facility before. Explain the location of restrooms, fire exits and procedures, and room security during breaks. These are issues that may distract people if they are not taken care of at the beginning of the day. Once people feel their basic needs have been acknowledged, they are free to give you their full attention. 

Schedule
Adult learners like to know right up front what is planned for the day. Spend two to three minutes at the beginning of the workshop reviewing the agenda including approximate times for breaks and lunch. Again, once people feel their basic needs have been acknowledged, they are more apt to give their full attention to the workshop which means both they and you will have a more successful learning experience.

Adjusting workshop activities to the size, interests, and needs of your group is another great way to create a successful learning experience. For example, depending on the size of the group and the degree to which people engage in dialogue, it may be necessary to adjust the schedule as you go. Plan ahead which activities you could delete if time runs short. 


	ADULT LEARNING PRINCIPLES
	Adults have a different learning process than children. Typically, adults like to have “voice and choice” about their experiences and they like to have some control over the learning process. 
The research on adult learning suggests that retention of learning is a key challenge for mature learners. Adults remember only 10% of what they read and 50% of what they see and hear. But they retain around 70% of what they say themselves and about 90% of what they do. This gives you some good hints about how to structure your sessions. To ensure a successful workshop, give participants plenty of opportunity to make comments, share experiences, ask questions, and when possible, engage in activities where they are doing hands-on tasks that relate to the workshop topic. 
Learning Styles
Participants will have a variety of learning styles so it’s very important to present your information via several modes including visual, thinking, discussion, and hands-on activities.

Visual Learners – Vsual learners may say things like, “I see,” “Show me,” or “I need to read the instructions myself.” Visual learners benefit from overheads, handouts, graphics, websites, and readings. The room setup is important to visual learners. They need to see what is happening, as well as who is talking. 

Oral Learners – Oral learners are likely to say things like, ”I understand what you are saying” or “This sounds great.” They need to hear discussion and express their questions, thoughts, and conclusions out loud. They may seem to be distracted, offering little eye contact when in fact they are often taking notes and working through what is being said. 

Kinesthetic Learners – You can lose kinesthetic learners if you do not have enough breaks and activities. They prefer actively interacting with people and objects to support their learning. 

Managing Challenging Participants
One of the most challenging aspects of training or group facilitation is effectively handling difficult group members. Here are a few typical behaviors along with suggestions to help you deal with each. These situations will require your best communication and facilitation skills. 

The Non-Participant – Engage these people by calling the person by name, directing an easy, non-threatening question to them, or responding to negative body language by asking if there is something they are unclear about or not complete with. Check in with them on breaks to see what’s going on. 

The Monopolizer – This person attempts to control groups by talking, interrupting, and answering all of your questions. If you do not get this person under control you will lose the others’ attention and interest. Summarize the monopolizer’s comments quickly and move on. Use hand signals and body language to recognize others. Interrupt if this person’s behavior continues. Ask for input from those who have not been heard from. 

The Challenger – Generalize. Remind the group that there is no “one way” but that you are providing information on proven practices and solutions. Cite sources when appropriate. Use “I”statements such as “I recommend.”
The Inquisitor – Generalize. State that there may be many answers. Invite others to express opinions. Remind the group that facilitators are not experts. Ask for input from others in the group.
The Distracter – You may encounter a person who is intent on distracting others during the workshop. Side jokes, talking while you are presenting, and pulling you and others off focus are typical behaviors. Remind people that others are very interested in getting as much out of the course as possible and refer to the time schedule as a way of bringing them back. Sometimes simply standing silent and waiting for them to stop has a big affect. 
The Wanderer (going off on tangents) – Ask if you may put this topic on an issues list that the group will come back to, if time permits. Return to the scheduled topic. You might also suggest that participants who would like to continue this discussion can do so during a break or over lunch.


	MATERIALS
	Participants should bring:

1. Printouts from the US Census Bureau on their communities. Instructor: see the “Pre-Workshop Assignment for Participants” information sheet that should be given to everyone who registers for the workshop with their confirmation, via email, or other method. 

2. Audience data they have accumulated in the past year (if any). 

Instructor should bring:

1. Newsprint or additional flip chart sheets for collage activity

2. Magazines and newspapers that can be cut up representing diverse activities and audiences

3. Enough glue sticks and scissors for a group activity 
4. Copies of the following four workshop handouts for all participants: 

· Handout A1 – Sample Daily Log

· Handout A2 – Sample Spreadsheet for Tabulating Visitation data

· Handout B – What Does Current Audience research Tell Us About Museum Audiences?

Handout C – Market Scanning


	INSTRUCTOR  PREPARATION
	Be sure to review the Notes Section of the PowerPoint slides as there is additional information there for instructors (the Notes Section is located underneath each PowerPoint slide). 

Instructors are encouraged to adapt the curriculum to meet their audience’s needs by adding activities, examples from local organizations, additional handouts, etc. They may want to also add their organization’s logo to workshop handouts and other materials. The PowerPoint slides were created using PowerPoint version 2007. Instructors are advised to carefully check the slides for any image or text shifts or other changes that may have occurred when the file was downloaded to their computer. 

Reminder: By using these curriculum materials, instructors agree to credit AASLH and StEPs during the workshop. 
Instructors may want to consult the following materials as part of their preparation for teaching the workshop:
Graft, Conny. “Listen, Evaluate, Respond! The Colonial Williamsburg Visitor Research Story.” History News, 62(2), 2007, pp. 12-16.

“Museum Audience Insight,” blog by Reach Advisors. http://reachadvisors.typepad.com/
Rand, Anne Grimes, Robert Kiihne, and Sarah Watkins. “Families First! Rethinking Exhibits to Engage All Ages.” Technical Leaflet 245. Nashville: AASLH, 2009. Available for download purchase from AASLH at http://bit.ly/bL053I
Stein, Jill, Marianna Adams, and Jessica Luke. “Thinking Evaluatively: A Practical Guide to Integrating the Visitor Voice.” Technical Leaflet 238. Nashville: AASLH, 2007. Available for download purchase from AASLH at http://bit.ly/bL053I
Wilkening, Susie and James Chung. Life Stages of the Museum Visitor: Building Engagement Over a Lifetime. Washington, DC: AAM, 2009.
Note to instructors: AASLH grants you permission to photocopy and distribute copies of the above technical bulletins to workshop participants at no additional charge.



	EVALUATION
	This curriculum was developed by AASLH with funding from the Institute of Museum and Library Services. AASLH needs your help in gathering data for grant reporting requirements and to make sure this curriculum meets project outcomes. AASLH may ask you to complete a brief, online survey about your experience using this curriculum. Please complete the survey at your earliest convenience after presenting the workshop. 

You may also receive a request to collect your workshop participants’ email addresses so that AASLH can send them a link to a brief online survey. The purpose of the participant survey is to evaluate the curriculum, not the instructor’s performance. There are no questions that ask when or where the person participated in a workshop or who the instructor was. If you are asked to include your workshop participants in the survey, AASLH will request that you provide it with your participants’ email addresses. AASLH will then send them a link to the online survey. Also, be assured that AASLH will not use instructors’ or participants’ email addresses for any purpose other than to send a link to the one-time survey. AASLH is willing to share the survey questions and all survey results with workshop instructors and service organizations.
Instructors and their organizations or agencies may want to distribute their own survey to workshop participants at the conclusion of the workshop. 



Workshop Curriculum (during preparation, be sure to review additional notes located in the notes section of the PowerPoint slides)
30 minutes

Welcome, Introductions, and the StEPs Program




Introduce yourself and thank host institution. Ask participants 


to briefly introduce themselves, including the organization each


 
represents. 




Review location of restrooms and give estimated times for 



breaks and lunch. 

  

Slides 1- 13 

StEPs is a voluntary, self-study program developed by the
 


American Association for State and Local History for small- and
 


mid-sized history organizations. The program uses standards, 


assessment questions, and performance indicators to help 



organizations rate their policies and practices in six 
standards 


sections. 




AASLH developed StEPs with help from more than 130 volunteers 



from across the country. It was piloted at 47 sites located in 14 states 


from Maine to Alaska, California to Maryland, and Mississippi to 



Minnesota (plus Connecticut, Delaware, Massachusetts, New 



Hampshire, Ohio, Rhode Island, Texas, and Vermont). The pilots 



included all-volunteer organizations, historic houses, private 



nonprofit, government-affiliated, and tribal sites.




StEPs is the perfect entry level program for organizations that do not 



feel ready for other assessment programs like AAM’s Museum
 


Assessment (MAP) or Accreditation programs. With StEPs, the history 


museum community now has a set of specific recommendations for 



what an organization needs to be doing in order to meet national 



standards. The recommendations are divided into three levels (Basic, 


Good, and Better) which allows for incremental improvement. 



Many of the recommendations StEPs presents can be achieved 




without large sums of money. New or revised policies and practices, 


such as drafting a collections management policy or training people in

 


proper collections housekeeping, require more time than money. 







StEPs rewards an organization’s progress with certificates each time 


it reports back to AASLH that it has achieved Basic, Good, or Better 


performance indicators in a section of the program. This is a great way 


for an organization to highlight its accomplishments and be 



rewarded for its work. Each participating organization is eligible for a 


total of 18 certificates (6 sections multiplied by 3 certificate levels – 


Bronze, Silver, and Gold). Organizations interested in learning more 


about the StEPs program can go online to www.aaslh.org/steps.

15 minutes

Understanding Audiences and Visitors
Slide 14   

Why we are here? What will we learn today?


Slide 15

What is an Audience? What is a Visitor?




Ideally, all institutional visitors are part of your audience, but



that is not always true. Consider: 

· Individuals on bus tours that visit, but have no interest in your institution

· Kids who just are not interested (such as teenagers on family trips, school programs – though not all by any means!)


That is, just because they are in your building or on your site, 
does not mean they are interested or engaged.

Ideally, all audiences are also visitors, but that is not always 

true. Consider: 

· People who are homebound due to illness or other reasons
· People on tight budgets or time constraints

· Parents who may not perceive your institution to be age appropriate for their children


That is, there are individuals who are interested and engaged 
with your content, they may even be members or donors, but 

they may not actually visit or directly participate in a program.
Slides 16-17

Share the two definitions. Lead a BRIEF discussion on the 



differences between audiences and visitors. No more than 5 


minutes. Suggest they begin thinking about who visits their 


institution and participates in its programs, and compare that 


with those who are interested in their work and support their 


institution. Some people will disagree with these definitions 


and that is ok. If they disagree, just emphasize that, for the 


purpose of this workshop, these are the definitions in use so 


that they follow everything ok. 

Slide 18

You might have people actually draw diagrams representing 
how much of their visitor base overlaps with their audience 
base. 

Slides 19-20

Profiling Exercise
40 minutes

Rationale: To better understand the different audience
 


segments that visit a museum, it helps to get inside the head of 


our visitors. Some companies do an exercise called profiling to 


help them with this. 


Goal: For participants to better understand the audience 
segment they are assigned, understand what is going on in the 
lives of those individuals, plan program concepts that will 
engage them, and plan promotion to reach them in the places 
they look for information.  

MATERIALS NEEDED:  Large pieces of flip chart paper, glue 
sticks, scissors, markers, and magazines


HOW TO LEAD: Divide participants into small groups of 4 to 7 
people each. Assign each group an audience segment to profile 
from the following list (feel free to add additional categories if 
they are appropriate).  
1. Men age 60 or older

2. Women age 60 or older

3. Women in late 40s – early 60s, children grown up/childless

4. Men in 50s

5. Moms in 30s

6. Dads in 30s – 40s

7. Women in 20s, not parents

8. Men in 20s, not parents

9. Teenage boys

10. Teenage girls


In some workshop situations, it may be more appropriate for 
all of the groups to address the same audience segment. If 
that’s the case, you can still mix things up a bit by assigning 
different details, such as race and ethnicity, to each group.

As the exercise takes place, it is the instructor’s job to 
encourage, ask questions, and ask groups to explain their 
decisions. Also, it is your job to (nicely) second-guess. For 
example, “This single 
20-something gets the daily newspaper? 
Are you sure that’s where he/she finds information?”
Typically, participants will look bewildered for a moment or 
two as they wrap their minds around this project. And while 
most people enjoy being creative and working with glue and 
scissors, there will always be someone who dislikes this 
exercise. Give everyone a few minutes to get settled. Once 
they get started, things will go just fine. The main point is to 
help participants understand that they know more about their 
audiences than they think, and to use that information to 
create 
mission-based, audience-driven programming.
FOR THE FIRST 20 MINUTES of the Exercise: Ask each group to create what is 
basically a fictional character, created to embody the typical attributes of that audience segment. They should consider the following questions, posed as if that character:

1. What is my name?

2. How old am I?

3. Do I have children?

4. If so, how old are they? 
5. Am I married?

6. Am I employed? If so, what do I do? Or, what did I do?

7. What are my hobbies?

8. What are my obligations?

9. Where do I live?

10. Am I religious?

11. How much education do I have?

12. What do I enjoy?

13. What stresses me out?

14. What do I eat?

15. What do I do for fun?

16. What do I worry about?

17. What drains my time?

18. Where do I shop?

19. What is my race or ethnicity?

20. Do I visit museums & historic sites?

21. When do I visit museums & historic sites?

22. What types of museums and historic sites do I visit?

23. Why do I visit museums and historic sites?

24. And so on.

Participants should use the materials provided to illustrate this fictional character, and that character's life, by creating a collage profile. No detail is too small, but the larger details queried above should be covered as possible. If an image is not found in the materials provided, participants are welcome to draw or list additional details.  



FOR THE NEXT 10 MINUTES: Once the collages are complete,  


groups should then discuss what types of museum activities 


that individual person would be attracted to, attend, and why. 


Ask them to actually make a list of these activities, and provide 


why they think these activities will be attractive. Activities can 


include exhibits, educational programs, special events, 



fundraisers . . . anything that a museum might do to attract 


visitors. For each activity, groups should ask “Will Michelle (or 


Linda, or Helen) want to come?” Programs should, however, be
 


within the mission of a typical museum. These suggested 



activities should accompany the collage. They should come up 


with 4-5 programs, minimum. The point here is to get them 


thinking about where the interests of this segment intersect 


with the institution. So the programs will be mission-based, 


yet audience-driven. The programs can be ideas for the 



institutions of the individuals actually involved. In fact, they 


should be. 



FOR THE NEXT 10 MINUTES: Finally, the groups should make a 


list of the places their profile might look for information. Do 


they read the daily paper? The weekly local paper? Are they


on specific list servs? What about social networking sites like 


Facebook? What groups are they members of that might be an 


important source of information for them (such as moms’ 



groups). Each group should then list at least two or three  



ideas of how they would use this information to promote their 


museum and its activities. 



If there’s time, you can ask a few groups to describe their 



fictional profile.
45 minutes

Visitors Count

Slide 21

Today, we’ll be focusing mostly on visitors, as they can be 
measured and described much more easily than audiences.

Remember:  MOST of your visitors are part of your audience, 
so there is much overlap anyway.
Slide 22

Why can visitors be measured? They visit physically, so you can 
actually count them when they come in the door, attend a 
program, or visit digitally. Audiences are harder to measure.   
Yes, they include some members and donors, but you may not 
know if they actually visit or not. And they include neighbors 
and many residents of a community. How do you count them? 
This is hard to do so we are not going to try it in this workshop.   
Slides 23-25

Inaccurate methods of counting

Slide 26

WITH PARTICIPANTS, MAKE A FLIP CHART LIST of who is 



counted at participants’ organizations. Some things to remind 


participants to consider:

· Is anyone who walks in your door a visitor?

· What about virtual visitors? People you see in outreach programs?

· Are there different kinds of visitors?

· That is, who counts? Who doesn’t count? Who sort-of counts?


The point here is to get people thinking about who is a visitor, 
and who isn’t. That is, do some visitors count more than 
others? Do some visitors not count at all? You want 
participants to think about how to accurately count their 
visitors, think about who comes for mission-based purposes, 
and that they should not over-inflate their numbers by 

counting visitors who may not come for similar reasons (like 
the UPS guy). You can ask if any of these count:
· School children?

· Regular visitors to exhibits?

· Members?

· Local residents?

· Tourists?

· Adults without young children?

· Families?

· Volunteers?

· Board members?

· Staff?

· Outreach program participants?

· Visitors to your website?

· People who “like” you on Facebook?

· The UPS guy who delivers packages inside?

· People who walk by your booth at the county fair?
· 6 a.m. dog walkers on your grounds?

· Participants of a wedding shower held in your community room?

· Your website hits?

SMALL GROUP CONVERSATION - So Who Does Count? 

Split the participants into groups of 2 or 3. Take 10 minutes and discuss who does and does not count for their institutions’ attendance. Instruct them to develop a rationale for their decisions. Remind them to consider what makes sense for their organization, their donors, and their funders. Bring the group back together and ask a few groups to share their decisions. 
Ask if everyone reached the same general conclusions? Where does it get hazy? Why?

Slides 27-28

Create a Daily Log
Ask each person to take 10 minutes to design a daily log for attendance for their institution (if they already do this, then ask them to think about if there are ways to improve it). Suggest they design a basic table (that they can then create in Excel) for recording attendance based on the sample in HANDOUT A1. 
Discuss categories they may want to include:

· Regular visitors
· Separate adults vs. children? 
· Members? 
· School visitors? 
· Special events participants? 
· Volunteers? 
· All those other people who you decided will count?
Is there anything else you want to record on daily log?

· Occurrence of a special event, inclement weather or something else worthy of a special note?
· Volunteer hours?

· Anything else?

Should include daily attendance categories from daily log. Should also regularly include:

· Outreach participants

· Virtual visitors

Slides 29-32

Recording Virtual Visitors

Slide 33

Recording Table



HANDOUT A2 
To record information on a weekly or monthly 




basis.

45 minutes

Who Comes to Your Museum Now?

Slide 34

Think about who comes to your institution now. Who is a 




typical visitor? Who rarely comes?


If participants have existing data on their visitors, ask them to 


pull it out now. If they don’t have data, tell them to “go with 


their gut.” They know your organization . . . . who do they 



typically see there?

MAKE A FLIP CHART LIST WITH PARTICIPANTS asking, “If you had to describe your typical visitor, what would you say? (e.g., a children’s museum might say: “Our typical visitor is a white woman in her 30s who visits with her pre-school children. She 
is affluent, has a college education, and works outside the home, but appears to have a somewhat flexible schedule.”) 

INSTRUCT EACH PARTICIPANT to take a minute or two to write 


a description of their typical visitor.

Slide 35

Say, “Using your existing data (or your gut, if applicable), write  



profiles for your most typical visitors (3-5 types); you can start 



with the one you did a few minutes ago.” Ask “Who else 




typically visits? What is their life stage (e.g., not a parent yet, a 



parent, kids out of the house, retirement years, etc.)

Slides 36-43

Say, “Once you have created your institution’s visitor profiles, 



break it down by percentages (estimates are fine if you don’t 



have the data). Consider, age, gender, race and/or ethnicity, 
family units, purpose of visit, and life stage. You can add other categories that make sense for your institution. Putting all of this data on one sheet, with your descriptions, encapsulates 
your visitors into an overall profile that is useful for planning 
programs and exhibits.”
Slide 44
INSTRUCT PARTICIPANTS to take about 10 minutes to sketch out their institution’s visitor profile, and break it down by approximate percentages.
Slide 45
INSTRUCT PARTICIPANTS to draw a circle around the categories or segment profiles that are most valuable to them, even if they are small, and note why. This helps them focus their efforts on the visitors and audiences they need most.”
60 minutes

Lunch Break
30 minutes

Who Doesn’t Come to Your Institution?

Slide 46

Using US Census data to understand your community

NOTE:  even if the bulk of your visitors are tourists, 
understanding your community is terribly important as your audience base, which includes your donors and supporters, 
trustees, neighbors, school program participants, etc., is still likely to be primarily local in nature. That is, local audiences are still crucial to institutions that serve many tourists.

Slide 47

Researching Census data 

INSTRUCT PARTICIPANTS to work with the US Census data 

they gathered in their pre-workshop assignment.
Slides 48-57

Overview for a community, in this case, Quincy, Massachusetts.   
Each participant has been asked to bring their own census data. For their community, they should look at the lines circled here, and pull out their institutional visitor profile. Then compare. If they have a lot more women visiting than there are in their community, that tells them they have a gap with men. Same thing with race and/or ethnicity. They should be spending several minutes on this slide and the next one, making comparisons and noting who they are serving well, and where they are falling short.

30 minutes

So What?

Slide 58

Why does it matter? What did we learn from this exercise?

Slides 59-61

Who are you serving well? 
Slide 62

Turning Research into Action



SMALL GROUP DISCUSSION 
Discuss NEW audiences that could be reached and what would be needed to reach them.
30 minutes

What Does Current Research about Museum Visitors Tell Us?

Slides 63-94
This is designed to be a rapid-review of current research. HANDOUT B contains the same information.
30 minutes

Learning More

Slides 95-97

Market Scanning



Introduce reasons for and provide HANDOUT C
Slides 98-102

Using What You Learn: Examples from the Field
These are just meant to stimulate ideas for ways to engage new audiences based on what participants learn about their visitors and community.

20 minutes

Review of What Has Been Covered in the Workshop



Q&A
Slide 103
Reinforce that this workshop gives the TOOLS to achieve standards but now requires work back at each participant’s own organization to accomplish.

Slide 104

End
Instructor’S gUIDE
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