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Introduction



Where we work



Immersed in the cultural sector

Rolling research for London consortium
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Immersed in the cultural sector

…to international ‘big hitters’
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Vision-led
Audience-focused





Seven Pillars of Audience Focus



WHY do people visit museums?





social interaction

entertainment

to see, to do

inclusion, welcome

access, comfort, security, 
warmth, welcome

SocialSocial





academic or professional interest

hobby interest

self-improvement

stimulate children

IntellectualIntellectual





aesthetic pleasure

awe and wonder

moving

personal relevance

experience the past

nostalagia

sense of cultural identity

EmotionalEmotional





escapism

contemplation

stimulate creativity

SpiritualSpiritual
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Changing expectations

• Involvement
• Immersion
• Co-creation
• Co-curation
• Empowerment
• Multiple voices
• Blurred boundaries – multi-sensory
• Participatory
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Planning for changing public 
expectations of museums



Deliver



Inform



Involve



Co-create



Empower



Spectrum of Audience Engagement
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1 In the 21st century, Mankind is facing 
unprecedented possibilities and unparalleled 
challenges. 

We will create a museum fit for the 21st century, a 
museum that has something to say; a museum 
that unleashes creativity and co-creates insight; a 
museum which is collections based, curatorially 
informed and audience focused; a museum with 
a human face providing a third space anchoring 
community life.
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2 Conventional museums and disciplines represent thinking 
from a bygone age.

We will examine, challenge, and disrespect assumptions, 
conventions, and disciplinary borders. We will scrutinize 
and contest what a museum is and how it is run by 
creating an interdisciplinary, free-thinking hybrid museum. 
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3 Museums of the future must enable personal 
and collective insights, not just present 
knowledge and aesthetics.

We will re-think the physical museum spaces 
and buildings to create compelling, immersive 
experiences which speak to the mind, the body 
and the soul, engaging the senses, triggering the 
imagination and stimulating creativity, delivering 
social, intellectual, emotional and spiritual 
audience outcomes. 
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1. A fundamental feature of a democratic society is each and 
everyone’s awareness of their ability to influence the 
development of society.

2. 2. We will bring new perspectives, make a difference and 
enrich peoples lives.



Case Study: 
Art Institute Chicago
Delivery – vision-led, audience-focused
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Issues identified:

• Alternative entrance developed with a new Modern Wing 
which housed the Modern Collection

• First timers use the Modern Wing entrance because it is spacious  

• More relaxed and balanced in use.

• But low proportions of visitors exit to the modern and contemporary 
galleries.



Intended and actual behaviour



Summary presentation of 'The complete picture'
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Visitors not achieving desired outcomes
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Key changes made

• Red banners for room signs
• Orientation panels by stairs
• Orientation panels by lift

Desired impact:
To drive more visits to the Modern Art Galleries by lift or stairs
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Little change reported

• People still not coming up in the lift
• Those that reach 3rd floor enter galleries in 

wrong door
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Phase 2 – more changes made
• Clearer directional signage on 3rd floor
• Entrance and Exit signs on the gallery doors
• A timeline of C20th art along the corridor to provide context



The impact of changes made to visitor 
experience
Signage on third floor Modern Wing

Impact of changes made:

• 60% entered the galleries 
through room 389 (the 
correct chronological order). 
This compares with 34% 
from phase one.

• This represents almost twice 
the proportion of visitors 
entering the European 
Modern Art galleries in the 
direction in which is 
curatorially designed. 
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The impact of changes made to visitor experience
Interpretation on third floor of the Modern Wing

Key changes made:

• Timeline outside galleries.
• Introduction panel outside 

galleries.

Desired impact of these changes

• Deeper engagement within the 
galleries’

The impact of these changes:
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Michelangelo the 
draftsman – drawings only

Michelangelo the artist

Michelangelo the man 
and his world



An emphasis on facts or 
presentation of the debate

Welcomed innovative 
presentation style

Desire for time travel 
experience





Thank you


