AUDIENCE DEVELOPMENT RESOURCES & RESEARCH

Denise Montgomery (CultureTHRIVE)
In her introduction to the following annotated research bibliography, written for the National Arts Marketing Project of Americans for the Arts, the author writes:
Like many arts marketers and leaders, as Director of Marketing and Communications at the Museum of Contemporary Art San Diego, I had the best of intentions to read all of the books and articles that might apply to my work. I longed for more hours in the day.

So I am glad to share this annotated bibliography as the outcome of my immersion into all manner of recent publications in audience development.
AUDIENCE DEVELOPMENT, GENERAL

 

England. Arts Council England. (2009). Beyond Their Walls: Ten major London arts and cultural organizations share experience of working in the public realm.
Born of a desire to increase societal engagement in the arts and in anticipation of the 2012 Olympics in London and related cultural programming, Arts Council England launched an initiative for high-quality outdoor cultural programming in 2008. This publication profiles ten London projects, including several taking place within parks and some that are multi-organization collaborations, and examines the benefits, opportunities, and challenges of such work.

This quick read presents an overwhelmingly positive view of the possibilities for audience development through outdoor/public space cultural programming, while honestly presenting some of the challenges, including lack of infrastructure in outdoor spaces. Among the myriad benefits experienced by the participating organizations were repositioning organizations as more dynamic, connecting with broader and more diverse audiences, animating spaces, building relationships with community, creating a sense of place, becoming a source of civic pride, conveying a sense of freshness and energy around programming, generating significant buzz, and encouraging crossover attendance among organizations.

 

Hood, Marilyn. (1983). Staying Away: Why People Choose Not to Visit Museums. In Anderson, G. (Ed.). (2004) Reinventing the Museum: Historical and Contemporary Perspectives on the Paradigm Shift. (Essay 12, pp. 150-157). Lanham, MD: AltaMira Press.
The author asserts through her research that demographics are not adequate to understand who visits museums and who does not. Rather, Hood demonstrates how psychographics—individuals’ values, attitudes, perceptions, satisfactions, interests, and expectations—determine how the make decisions about their leisure time, including whether or not to visit museums.

The essay includes some interesting findings about occasional visitors and the need to help them feel comfortable and to orient them to what they might expect from their experience as well as the importance they tend to place on family experiences. Hood recommends that all museums conduct qualitative, psychographic research on their audiences to best understand and communicate with them.

 

Museum Audience Insight: Audience research, trends, observations from Reach Advisors and friends. [Web blog]. http://reachadvisors.typepad.com/museum_audience_insight/
This well-organized blog from Reach Advisors delivers on the term Insightincluded in its title. Rather than just “riffing” on subjects as some bloggers do, the team at Reach shares research findings in thoughtful posts that often include practical, actionable information. The tone and content of some posts is lighter than others, offering some entertaining reads, while consistently providing content relevant to audience development.

A sample post addresses museum visitation in a difficult economy and contrasts Reach’s research findings among core museum visitors with a recent report from the American Association of Museums. The information and accompanying analysis are credible, clear, and useful. Users can subscribe to a listserv to receive announcements of new blog postings.

 

Taylor, A. (2007) Cultural Organizations and Changing Leisure Trends: A National Convening, Online Discussion, and White Paper from National Arts Strategies and the Getty Leadership Institute. J. Paul Getty Trust.

This 13-page report from a 2007 convening of 34 thought leaders by the Getty Leadership Institute and National Arts Strategies does an excellent job of summarizing and considering leisure trends affecting cultural organizations in a concise format. The participants identified three key clusters of opportunity for cultural organizations: culture as respite—to provide an immersive environment different from daily life, culture as connector—to connect our individual experiences to a wider range of individuals, and culture as continuum—“to encourage a more seamless connection between expression and daily life.”

The white paper adds value and opportunity for deeper understanding and exploration of ideas through specific scenario exercises, and the resulting ideas represent some truly fresh thinking about ways that these organizations might serve and build audiences. While this paper was published in 2007, the content and concepts remain relevant to cultural organizations in 2011 and beyond.

 

Audience Engagement
Museum 2.0.  Simon, Nina. [Web blog].http://www.museumtwo.blogspot.com/
Exhibit designer, museum consultant, museum director, and writer Nina Simon’s noteworthy blog—online since 2006—examines participation in museums, particularly through design. The blog also appears as a column inMuseum magazine. Smart, sassy, and a challenge to the status quo, Simon’s posts are thoughtful and often provoke extensive comments from readers.

Topics range from museum photography policies, museum studies graduate programs, museums on Twitter, and lots more on technology and participation. Widely discussed among museum professionals, Simon is on top of many of the issues that museums are considering and grappling with today.

 

MuseumsEtc. (2009). Inclusion and Engagement. [DVD]. Available from MuseumsEtc, Edinburgh, UK.

This multimedia DVD from a December 2009 MuseumsEtc. conference in the United Kingdom includes nine MP3’s of conference presentations, accompanying Power Point slide presentations for a number of the presentations, and three films. Users can view slides in conjunction with MP3’s for a virtual conference experience. The content addresses engagement and inclusive arts practice in museums, including for individuals with learning disabilities, multicultural audiences, and various age segments. The DVD also includes an academic paper on the long-term impact of museum social inclusion initiatives on individual participants.

Much of the content profiles model projects. One particularly well-produced film from The Manchester Museum features Gurdeep Thiara, Curator for Community Engagement, discussing the Collective Conversations initiative that provides access to artifacts in storage. The program involves outreach and securing content about the objects, often from people who are able to provide cultural perspectives relevant to the objects and are making real contributions to the Museum’s work. Additionally, Tate Britain’s successful program for 13-25 year olds is profiled, as well as intergenerational projects, volunteer engagement programs, oral history projects, and more.

 

Simon, N. (2010) The Participatory Museum. Santa Cruz: Museum 2.0. (Self-published).

This smart book from noted Museum 2.0 blogger Nina Simon amasses her vast knowledge on engaging audiences through participatory approaches by cultural organizations. Simon wrote the book on a wiki site and solicited peer feedback and examples, resulting in a solid contribution to the field replete with case studies and examples of participatory techniques in practice.

The book makes a compelling case for why museums need to become more participatory to attract and retain visitors. Simon delineates the various types of participation and makes the important point that many museums aiming to increase participation focus on enabling people to create content, yet generating content represents a form of participation that is of interest to a very small percentage of museum visitors. Simon asserts that the best participatory experiences in museums are “scaffolded”, which helps people to feel more comfortable and therefore grows overall participation. Throughout the book Simon demonstrates genuine respect for museum visitors—something she deems essential for success in implementing the book’s ideas. Nuanced, thoughtful and comprehensive, this book is an important resource for museums that are serious about audience engagement.

 

Sherwood, K. E. (2009) Engaging Audiences. New York: The Wallace Foundation.

This report is from a conference convened by The Wallace Foundation of grantees awarded grants for audience development and engagement initiatives. Key points and observations from conference speakers such as Alan Brown are perhaps more compelling and insightful than the specific grantee examples woven throughout the report. Succinct treatment of subjects like long-term seismic shifts challenging arts organizations, constructive ideas for turning challenges into opportunities, and the new realities of cultural participation are useful and thought-provoking.

 

Tepper, S. J. & Ivey, B. (2008) Engaging Art: The Next Great Transformation of America’s Cultural Life. New York: Routledge.

This seminal book examines trends and patterns in cultural participation and engagement in the United States and analyzes how participation is changing. As compared with Center for the Future of Museums’ report Museums & Society 2034: Trends and Potential Futures, which examines broad trends such as changing demographics, the long-term threat of recession, and energy price volatility, Engaging Art is more sharply focused on specific trends in cultural engagement and participation, such as amateur art making and related Pro-Am revolution, among many others. Both resources discuss a creative renaissance.

Engaging Art serves as a call for organizations and policymakers to be more deliberate about cultural engagement and for cultural policy to focus on supporting the creative and expressive potential of all citizens. The contributing authors and editors discuss expanding and facilitating choice and nurturing and enabling critique, connoisseurship, and connection.

At times the text can be dense and perhaps less relevant to non-policymakers, delving into topics such as National Endowment for the Arts funding models and history. The book’s 24-page conclusion serves as a useful summary of the ideas presented throughout the book, and it references specific chapters should a reader want to refer to the chapter for more detailed analysis.

 

United States. Institute of Museum and Library Services. (2009). Museums, Libraries, and 21st Century Skills. Washington, D.C.

This report, part of an IMLS project also called Museums, Libraries, and 21stCentury Skills, is an excellent resource about the role and opportunity of museums and libraries to help citizens build the skills they need to be competitive in the workforce. These skills—which are outlined in a useful 21stCentury Skills Framework that has been adapted from Partnership for 21stCentury Skills (P21) for museums and libraries—include critical thinking; creativity and innovation; and information, communications, and technology literacy. Audience engagement is central to museums and libraries fulfilling this need and opportunity for 21st Century skills building, as is the concept of being truly embedded in community.

The report is a call-to-action with a comprehensive assessment tool for organizations to determine what stages they are in for the various components of a 21st Century Skills initiative. An online self-assessment tool is also available.

The publication includes case studies demonstrating effective audience engagement and audience development strategies. Highly recommended.

 

Wilkening, S. & Chung, J. (2009). Life Stages of the Museum Visitor: Building Engagement Over a Lifetime. Washington, D.C.: The AAM Press.

Museum researchers Susie Wilkening and James Chung of Reach Advisors examine audience research, consumer behavior research, demographic analysis, generational research, and societal trends in this book that addresses how to build engagement throughout various life stages. The book could be a particularly useful reference for organizations targeting one or more of the life stage groups discussed—moms, Generation Y, teens, and more—through the life stage/cohort-specific information and recommendations grounded in Reach Advisors’ research. The information is applicable to exhibition and program development as well as communications and marketing strategy.

Reach has examined what they call “core visitors” of museums, so their primary research is not on the general public but focused on museum visitors. Insightful findings on how the majority of adult “Museum Advocates” experienced seminal museums visits as children, as well as what comprised those visits, are the foundation for recommendations about fostering such memorable experiences for children and creating future Museum Advocates. The authors also identify six trends relevant to the future of museums.

 

Family audience development
Dierking, L.D., Luke, J.J., Foat, & Adelman, L. (2001, November/December).The Family and Free-Choice Learning. Museum News.

This research-based article is an excellent resource about attracting, engaging, and influencing families for free-choice (self-directed, voluntary) learning experiences in museums. The concise, insightful piece includes helpful research findings about such subjects as how narrative communication approaches can influence the effectiveness of programs and the use of broad-themed messaging over more narrowly focused themes in attracting participation.

 

England. Arts Council England. (2007). Family Friendly Toolkit.

This practical resource, developed by Arts Council England in partnership with Network, a consortium of regional audience development agencies in the United Kingdom, draws on extensive research and interviews in shaping this resource to help cultural organizations better serve families of all kinds and build family audiences.

The toolkit provides guiding principles, an audit to help organizations determine how family friendly they are in access and facilities, programming, marketing and communication, and customer care, and to identify opportunities for positive change. The toolkit includes valuable advice on writing a family friendly organizational policy; an action plan rationale, template, and suggestions for the process of developing the action plan; and additional resources for further exploration.

 

Family Learning Forum. USS Constitution Museum. [Web site].http://www.familylearningforum.org/index.htm
This well-organized resource—a project of the USS Constitution Museum—addresses numerous facets of family learning in museums via concise, Web-scaled essays. The site provides a strong case for why museums should prioritize becoming family friendly in a Benefits and Convincing Others section and in three short introductory essays on family learning by noted museum researcher Lynn Dierking.

The subject of Engaging Text is deemed so important to family learning that it has its own section on the site with such topics as Layering Information andUsing Questions and Quotes. The site’s Family Programming Success Storiesare mini case studies with useful “tangible take-aways”. Additional sections and resources include Rethinking Exhibitions and a very doable Ten Steps to Encourage Family Learning. Some of Evaluation section of site is forthcoming, but project is active and the expectation is that this section of the site will be fully built out. This evolving Web-based resource aggregates knowledge that heretofore has not been presented in one resource, making it both unique and valuable.

 
Ideas and Trends
Conley, Chip. (2007). Peak: How Great Companies Get Their Mojo from Maslow. San Francisco: Jossey-Bass.

Boutique hotelier, entrepreneur, and Stanford MBA Chip Conley shares his experiences building his successful business as CEO and founder of Joie de Vivre Hospitality. The company managed to survive and thrive in the post dot.com bust, post 9/11 crash in the hospitality industry. Conley ascribes this success to his application of Abraham Maslow’s theory of human motivation and hierarchy of needs.

An engaging read, Conley details with examples how he has applied Maslow’s thinking to employees, customers, and investors. In Conley’s adaptation of Maslow’s hierarchy of needs as applied to customers, he discusses how meeting expectation generates satisfaction, meeting desires creates commitment, and meeting unrecognized needs creates evangelism. There is some crossover in Conley’s ideas with those of John Falk around visitors’ identity-based needs and motivations link to individuals’ satisfaction and engagement in museum-going experiences.

 

Chung, J., Wilkening, S. & Johnstone, S. (2008). Museums & Society 2034: Trends and Potential Futures. Center for the Future of Museums, an initiative of the American Association of Museums.

This thought-provoking report identifies a number of key trends that represent opportunities and threats to museums in the future. The format looks back 25 years from the publication date of the report to 1984 to identify some of the major shifts that affect the world today, presents current trends, and discusses potential futures for museums 25 years from the publication of the report in 2034. This is an important read for both museum professionals and trustees.

 
Glasser, S. (2008). The Forgotten Audience. Museum Magazine.
Winner of the American Association of Museums’ 2008 Brooking Paper on Creativity in Museums competition, this article profiles an innovative staff education program within the North Carolina Museum of Art (NCMA) known as Education University—Ed. U. The program was inspired by Pixar Animation Studio’s Pixar University, through which Pixar endeavors to create an organization “filled with interested [sic] people”.
The first element of the NCMA program is about creating a culture of learning within an organization and demonstrates how this Museum’s commitment to do so has been a fruitful endeavor for the organization. This is a model program that could be replicated at other museums and organizations. The second element of the North Carolina Museum of Art’s internal education program is specific to the visual arts, using visual literacy learning approaches to attempt to put art into the forefront of the staff’s thinking through a variety of exercises.
 
Heath, C. (2003, Winter). Loud and Clear: Crafting Messages that Stick—What Nonprofits Can Learn from Urban Legends. Stanford Social Innovation Review.

Stanford Professor of Organizational Behavior Chip Heath has pursued an intriguing line of research in his work exploring what makes ideas stick and how the “stickiness” of urban legends can be instructive in this arena. This article targeting nonprofits is a companion piece to Heath’s book Made to Stick, co-authored with his brother Dan Heath. The article distills the Heaths’ findings on the characteristics of urban legends that help them endure to six key concepts: Simple, including use of analogies [example provided is how The Center for Science in the Public Interest dubbed fettuccine alfredo “a heart attack on a plate.”]; Unexpected; Concrete—using specific details; Credentialed; Emotional—be it positive or negative emotions; and Storied, perhaps the most important aspect of all.


Nonprofits and individuals seeking to be more effective in their communications – whether for advocating for a change within an organization, marketing and public relations purposes, didactic materials, internal or external presentations, and more—will find the ideas in this article to be useful. A related piece, Making Your Presentation Stick, is a concise reference that is also useful.

 
Multicultural audience development
Walker-Kuhne, D. (2005). Invitation to the Party: Building Bridges to the Arts, Culture and Community. New York: Theatre Communications Group.

This book is an essential text by a national authority on multicultural audience development. Donna Walker-Kuhne’s years of successful—at times groundbreaking—audience development work are evident throughout the pages of the book. She provides strategies for engaging, educating, and activating (primarily, but not exclusively) audiences of color. Simultaneously inspiring and demonstrative of the major commitment and comprehensive effort needed for effective, long term audience development, the book includes numerous case studies. While the case studies primarily focus on the performing arts, the major tenets of the profiled audience development efforts – relationship building, sincerity, necessity of audience development being an institutional priority, et al. are transferable and relevant to other types of cultural organizations. The book also includes a chapter on work in museums.

 

Australia. Australia Council on the Arts. (2009) Kapetopoulos, F. Adjust Your View: Developing Multicultural Audiences for the Arts—A Toolkit.

A publication of the Australia Council for the Arts, this toolkit outlines clear steps and potential strategies for developing a multicultural marketing strategy. Case studies are included to illustrate specific examples and cite key challenges and lessons learned. The case studies are useful in terms of sharing strategy and in demonstrating that multicultural audience development is a long term process requiring serious commitment and a comprehensive approach.

The contextual information in the first section of the toolkit is specific to Australia, so reader awareness of the demographics and psychographics of the community and target audiences for their own organization(s) is necessary or would need to be secured from another source to provide similar context.

 

Visitor Experience, general
Bell, P. Lewenstein, B. Shouse, A.W. & Feder, M. A. (Editors). (2009)Learning Science in Informal Environments: People, Places, and Pursuits. Washington, D.C.: The National Academies Press.

A major contribution to the field. This ambitious, heavily researched and documented book synthesizes current knowledge from the research findings, visitor studies, and evaluation studies now shaping the field; articulates a common framework for future research; and provides guidance for practice in the areas of exhibition design, program development, and front line education. Among many useful topics, the book addresses appropriate learning goals for informal science learning, diversity and equity and how to broaden participation, assessment issues, and how to get the most positive impact from field trips.

Clearly written, this anticipated book is the product of the National Research Council’s Committee on Learning Science in Informal Environments, which was established to examine the potential for science learning in nonschool settings. Comprised of 14 experts in science, education, psychology, media, and informal education, the group represents a broad range of expertise and diversity of perspectives. Accessible for free online in its entirety and in summary format, this is an essential read for those in the field of informal science education.

 

Falk, J. H. (2009). Identity and the Museum Visitor Experience. Walnut Creek, California: Left Coast Press.

The thesis of this useful and thought-provoking book is that the key to understanding the museum visitor experience lies within the construct of identity. The book provides a descriptive model of the visitor experience and the first predictive model of the museum visitor experience. Leading museum researcher and author Falk describes this model as the product of his evolution of understanding from over 30 years of work attempting to arrive at such a model.

The book synthesizes museum visitor studies, research in the leisure sciences, psychology, neurobiology, and marketing research and arrives at five identity-need related categories/roles for museum visitors: Explorer, Facilitator, Experience Seeker, Professional/Hobbyist, and Recharger. Falk challenges commonly held views, such as the pervasive belief in the museum world that it is “all about the content” in attracting visitors, shaping their experience, and determining whether there will be a repeat visit, which he characterizes as incomplete. Rather, Falk asserts that most visitor experiences are a mix of content and non content focused events. Going beyond theory, the second section of the book addresses practice and includes specific tips for marketing to and meeting the needs of Falk’s 5 identity-related categories of museum visitors.

 

Pine, J. & Gilmore, J. H. (1999). The Experience Economy: Work Is Theatre & Every Business a Stage. Boston, Massachusetts: Harvard Business School Press.

An instant business classic when first published in 1999, this book attracted the attention of nonprofit cultural organizations by heightening awareness of the various aspects of the visitor experience (going beyond mere goods and services) with the promise of success through unique and satisfying experience offerings.

The authors attribute the demand for rich experiences to rising consumer affluence and trace the evolution of the economy from agrarian to industrial to services to experiences. They offer a post-experience economy prediction of a transformation economy, whereby aspiring individuals will seek personal change as guided by transformation providers.

More nuanced and specific understanding of what attracts and motivates cultural participation through various research studies and publications is available and has taken the field of cultural audience development beyond this text, however The Experience Economy holds a place in the literature as a breakthrough publication.

 

Rand, Judy. (2000). The Visitors’ Bill of Rights. In Anderson, G. (Ed.). (2004) Reinventing the Museum: Historical and Contemporary Perspectives on the Paradigm Shift. (Essay 13, pp. 158-159). Lanham, MD: AltaMira Press.
Leading consultant and exhibit developer Judy Rand developed this list of rights from museum visitors’ point of view. A useful checklist and springboard for discussion for organizations, the list is comprehensive and not all elements will be relevant for all visitors. However, museums that are serious about creating positive visitor experiences and serving all of their visitors will want to accommodate these various needs or rights, as characterized by Rand.

The list includes: comfort for basic needs; orientation / wayfinding; welcome; enjoyment; socializing; respect for audience; communication; learning for different styles of learners; choice and control; appropriate challenges; and revitalization.

 

Weaver, S. (2007). Creating Great Visitor Experiences. Walnut Creek, California: Left Coast Press.

A primer on various aspects of visitor experiences for museums, attractions, and retailers including welcome, orientation (i.e. wayfinding signage, etc.), comfort, and more. Uses a mix of examples from for-profit businesses and non-profit cultural organizations.

The book has a series of exercises for organizations to conduct self-examination of various aspects of their visitor experience. The book also provides a number of referrals to other resources for deeper exploration.

(Don't see a favorite audience development resource here? Email Denise Montgomery at culturethrive@gmail.org.)
