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$ JHQGD

• Muse and our clients (briefly)

• Understanding audiences. Increasing attendance



$ JHQGD

· Muse and our clients (only 2 slides about us)

· Understanding audiences. Increasing attendance



: KDW�Z H�GR

Understand the attitudes of the people most interested in what you do

Define your appeal to those people

Develop communications plans that reach those people



Highly commercial
Very led by audience wants
Very high Marketing spend

Not for profit
Curatorial leadership
Smaller Marketing spends than would prefer

&OLHQWV�Z LWK�GLYHUVH�DSSURDFKHV



6LP LODULWLHV��������������������������������������������' LIIHUHQFHV

Audience views are relevant

Similar techniques available 
to gain those views

Audience views lead all actions versus do not

Big Marketing budgets versus limited budgets

Marketing is the lead function versus a support function



Approximate Marketing budget

Ratio

Approximate number of Marketing personnel

Ratio

$ 5bn / e 5bn                     $1mn / e 1mn

5,000:1

11,500                                8

1,450:1



%HQHILW�LQ�DSSO\ LQJ�OHDGLQJ�HGJH�0 DUNHWLQJ�SULQFLSOHV�WR�WKH�
0 XVHXP �DQG�* DOOHU\ �VLWXDWLRQ

· To aid curatorial judgement, rather than replace it

– Thought provoking rather than dictatorial

· To aid Marketing judgement, adding evidence and rationale 

– Aiding and evidencing effectiveness

· Within the cultural parameters of the Museum and Gallery sector 

– A ‘guiding light’, not a ‘stick to beat people with’ 



$ JHQGD

· Muse and our clients 

· Understanding audiences. Increasing attendance
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$ XGLHQFHV

· Not as you are often required to define them

– Students

– Tourists

– Hard to reach groups

· But as they see themselves

± Their attitudes, behaviours, motivations, broader life

± Far more valuable in identifying who to communicate with and how



$ �QXP EHU�RI�H[ LVWLQJ��TXLFN��ORZ �FRVW�UHVHDUFK�VRXUFHV�

· Example: T̀GI'

± Continuous

± Low cost

± Quick

± Can be customised to people interested in museums and galleries

± Statistically accurate 

± Defines characteristics of people who are like each other and 

different from other types of people

• C̀lusters'
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Out in the World

Sitting at home

Stately Homes

Classically Cultured  

Museum Regulars

Young Cultured Professionals Carefree Hedonists

2.15m / 25.3%

1.63m / 19.2%

1.73m / 20.4%

1.31m / 15.4%

1.67m / 19.7%

9LVLWRUV�WR�D�Z RUOG�VFDOH�0 XVHXP



Five distinct groups
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Out in the World

Sitting at home

/ LEHUDO�3URIHVVLRQDOV��P DNLQJ�WKH�P RVW�RI�WKHLU�0 LGGOH�<RXWK��<RXQJ��Z HOO�
HGXFDWHG��RSHQ�WR�QHZ �LGHDV�DQG�LQIOXHQFHV��&RVP RSROLWDQ�LQ�WKHLU�WDVWHV�DQG�
OLEHUDO�LQ�RXWORRN

' ( 0 2 * 5 $ 3+ ,&6
Slightly more likely to be male, aged 25-34, social class AB -. Living in the 
London/SE. Single with average index for children. Working full time Family income 
£40-50K PA. Educated to degree level.

$ 77,78 ' ( 6
I Like To Listen To New Bands
Only Buy Products From Company With Good Ethics
I Consider Myself Interested In The Arts
I am Interested In Other Cultures
Prefer To Take Holidays Off The Beaten Track
Like To Pursue A Life Of Challenge, Novelty & Change
Prefer Not To Shop In Major High Street Chains 
Like Different People,Cultures,Ideas & Lifestyles Around Me
I Have A Keen Sense Of Adventure
I Really Enjoy A Night Out At The Pub
I Consider Myself To Be A Creative Person
Tend To Go For Premium Rather Than Standard Goods

There Is Too Much Concern With The Environment
A Woman's Place Is In The Home
On Holiday I Only Want To Eat, Drink & Lie In Sun
There's Little I Can Do To Change My Life
Money Is The Best Measure Of Success
Watching TV Is My Favourite Pastime
Real Men Don't Cry
Celebrities Influence My Purchase Decisions

0 ( ' ,$
Reading: Mojo, Big Issue, NME,Q, Empire, Living etc, Vogue, The Guardian, The
Independent, The Times

Watching: Imagine, The Culture Show, South Bank Show, Shameless, The 
Sopranos, Grand Designs, River Cottage, Never mind Buzzcocks

25.3% - 1,296,000

<RXQJ�&XOWXUHG��
3URIHVVLRQDOV





+ RZ �P DQ\ �RI�WKHP �YLVLW�DQG�KRZ �WKDW�FRP SDUHV�WR�DOO�YLVLWRUV

Index*Percentage

25.3% - 1,296,000



3URYLGHV�LQIRUP DWLRQ�UHJDUGLQJ« �

· Where they shop

· Brands they buy

± From who they bank with

± To cars they drive

· Where they live

· Media they consume

· Attitudes to life



1 HZ VSDSHUV�UHDG�± : KHUH�WR�DGYHUWLVH
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&DUV�GULYHQ�� : KR�WR�DSSURDFK�IRU�VSRQVRUVKLS
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: KR�WKH\ �EDQN�Z LWK�± Z KR�WR�DSSURDFK�IRU�VSRQVRUVKLS
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3URYLGHV�LQIRUP DWLRQ�UHJDUGLQJ« �

· Where they shop

· Brands they buy

± From who they bank with

± To cars they drive
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3URYLGHV�LQIRUP DWLRQ�UHJDUGLQJ« �

· Where they shop

· Brands they buy

± From who they bank with

± To cars they drive

· Where they live

· Media they consume

· Attitudes to life

· The most likely audiences

· Media planning

± Media location

± Media type

· Sponsorship

± Targeting

± Sponsorship rationale 

· Tone of voice 



$ �FODVVLFDO�H[ KLELWLRQ
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Out in the World

Sitting at home

Stately Homes

Classically Cultured  

Museum Regulars

Young Cultured Professionals Carefree Hedonists

2.15m / 25.3%

1.63m / 19.2%

1.73m / 20.4%

1.31m / 15.4%

1.67m / 19.7%
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Classically Cultured  

Museum Regulars

Young Cultured Professionals Carefree Hedonists

2.15m / 25.3%

1.63m / 19.2%

1.73m / 20.4%
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$ �FODVVLFDO�H[ KLELWLRQ

XX



+RZ �P DQ\ �SHRSOH�DUH�OLNHO\ �WR�YLVLW"

+RZ �WR�FRP P XQLFDWH�Z LWK�WKHP
7KH�P HGLXP V��WKH�SODFHV��WKH�VSRQVRUV�

: KR�DUH�\ RXU�SRWHQWLDO�DXGLHQFHV"
$ V�WKH\ �FRQVLGHU�WKHP VHOYHV«
QRW�MXVW�DV�\ RX�DUH�UHTXLUHG�WR�GHILQH�WKHP �

: KDW�GR�WKH\ �Z DQW�WR�KHDU�DERXW�\ RXU�H[ KLELWLRQ"
,W¶V�QDP H��LW¶V�GHVFULSWLRQ��LW¶V�FRQWHQW



4 XDOLWDWLYH�UHVHDUFK

· Amongst previously identified c̀lusters'

· Generate different descriptions, titles, tones of voice for an exhibition

± Or a range of exhibitions 

5 descriptions of one exhibition                      5 exhibitions
Appeal of different presentations Appeal of different exhibitions 



· From: Highly academic, scientific exhibition concepts, descriptions and names 

· To: Interactive, experiential exhibition concepts, descriptions and names

· But all within parameters of curatorial acceptability 
and within the values of the Museum 



: KDW�GR�WKH\ �Z DQW�WR�KHDU�DERXW�\ RXU�H[ KLELWLRQ"
,W¶V�QDP H��LW¶V�GHVFULSWLRQ��LW¶V�FRQWHQW

+RZ �WR�FRP P XQLFDWH�Z LWK�WKHP
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: KR�DUH�\ RXU�SRWHQWLDO�DXGLHQFHV"
$ V�WKH\ �FRQVLGHU�WKHP VHOYHV«
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+RZ �P DQ\ �SHRSOH�DUH�OLNHO\ �WR�YLVLW"



1 RZ �NQRZ

· Who the exhibition will appeal to

· How best to present it



+RZ �P DQ\ �SHRSOH�DUH�OLNHO\ �WR�YLVLW"

· Issues

± People do not always do what they say they will do

± Exhibition duration affects attendance

± Other exhibitions will affect attendance

± Time of year will affect attendance



2 P QLEXV�UHVHDUFK

· Low cost quantitative research

· Can add own questions for one week

· All population and museum goers



7KH�0 XVHXP �LV�SODQQLQJ�DQ�H[ KLELWLRQ�DERXW�- HII�. RRQV��
IHDWXULQJ�UDUH�Z RUN�QHYHU�EHIRUH�VHHQ�DW�D�WLFNHW�SULFH�RI�� � �

HXUR¶V��: RXOG�\ RX�EH�LQWHUHVWHG�LQ�JRLQJ�LQ�SULQFLSOH

%
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8 . �3RSXODWLRQ &XOWXUHG
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0 XVHXP
5 HJXODUV
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9HU\ �OLNHO\ �WR�JR

,Q�3ULQFLSOH
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,Q�3UDFWLFH


%
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3URYLGLQJ�D�UHDOLVWLF�HVWLP DWH

· When comparing different exhibitions 

± May be enough to know bigger versus smaller exhibitions

Exhibition:     1       2         3        4        5



3URYLGLQJ�D�UHDOLVWLF�HVWLP DWH

· For a specific exhibition 

± Benchmark actual attendance via various methods

• Put similar previous exhibitions onto Omnibus

± Timing

± Duration

± Theme

• Compare actual results for the previous exhibition and apply a ratio of claimed to 
actual to the planned exhibition 

± Build up a database and apply ratio of claimed attendance in practice versus 
actual as a forecasting model



: KDW�GR�WKH\ �Z DQW�WR�KHDU�DERXW�\ RXU�H[ KLELWLRQ"
,W¶V�QDP H��LW¶V�GHVFULSWLRQ��LW¶V�FRQWHQW

+RZ �P DQ\ �SHRSOH�DUH�OLNHO\ �WR�YLVLW"

: KR�DUH�\ RXU�SRWHQWLDO�DXGLHQFHV"
$ V�WKH\ �FRQVLGHU�WKHP VHOYHV«
QRW�MXVW�DV�\ RX�DUH�UHTXLUHG�WR�GHILQH�WKHP �

+RZ �WR�FRP P XQLFDWH�Z LWK�WKHP
7KH�P HGLXP V��WKH�SODFHV��WKH�VSRQVRUV�



1 RZ �NQRZ �WKH�DXGLHQFH�W\ SH��WKH�P HVVDJH�
DQG�WKH�VL] H�RI�WKH�DSSHDO�

· TGI analysis

± Media

• Which media consumed

• Sections of papers read

• Radio stations listened to

± Locations

· Where visitors live

± Brand associations

· Who would be suitable sponsors

± Attitudes to life

· The tone to communicate with them in



7LP LQJ�DQG�FRVW

Audience 
Segmentation
(TGI analysis
or similar)

Exhibition
Expression
(Qualitative
research)

Audience
attendance
(Omnibus
research)

Final 
communications
planning
(TGI + others)
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Audience 
Segmentation
(TGI analysis
or similar)

Exhibition
Expression
(Qualitative
research)

Audience
attendance
(Omnibus
research)

Final 
communications
planning
(TGI + others)

2 weeks 3 weeks                1 week                     2 weeks



7LP LQJ�DQG�FRVW

Audience 
Segmentation
(TGI analysis
or similar)

Exhibition
Expression
(Qualitative
research)

Audience
attendance
(Omnibus
research)

Final 
communications
planning
(TGI + others)

2 weeks 3 weeks                1 week                     2 weeks

e 10,000 e 10,000               e 7,000 e 7,000 

Total weeks = 8 weeks
Total cost = e 34,000 / $ 53,000






