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INTRODUCTION 

One of the functions of a museum is to communicate 

information, of a cultural and scientific nature, to an 

interested public. The degree to which the museum accom

plishes this communication objective ultimately determines 

its success or future. The purpose of this thesis is to 

help museum personnel succeed in providing their public 

with the kinds of information and services it desires. 

Additionally, the writer will attempt to suggest procedures 

which will enable a museum to continue to grow and prosper. 

Edwina Taborsky, in her report to the Canadian 

Museums' Association, advised museum personnel to think of 

their visitors as any business would think of its consumers. 

Museums, in other words, should think of their "product" in 

terms of customer likes and dislikes. Give museum visitors 

the kinds of services they want, and they will continue to 

"buy" your museum by patronizing it more and more. This 

Edwina Taborsky, "New Methods, New Audiences, New 
Services, New Public demands," in Conference Proceedings 
for 2 001: The Museum and the Canadian Public, ed. Ted 
Poulos (Ottawa, Ontario: Canadian Museum Association, 
1977), p. 41. See also Ted Cramer and Kenneth Beam, "Mar
keting the Museum," Museum News 57 (January/February 
1979) : 35-39. 



is perhaps even more critical today because of the museum's 

reliance on governmental funds. Taxpayers are demanding 

more accountability from both their elected officials and 

the institutions receiving their dollars. As Hugh Pryce-

Jones stated in his address to the Canadian Museums' Asso

ciation, " . . . from, the practical view in today's world 

and tomorrow's, v/e (museum professionals) all better learn 

2 

to play the 'numbers game' and play it rather well." It 

seems logical, therefore, that museums deriving funds from 

governmental sources should have a good idea as to whether 

or not they are giving the people of the community the 

kinds of programs and services they want. 

To help museum administrators identify who their 

visitors are and what they desire from a museum, we again 

should learn from modern business organizations. They 

devote much time, energy and money to customer research 

before they begin the costly manufacture of a product or 

service. Their premise is that if you find out what the 

customer wants in a given product, you increase your 

chances of producing a successful item. 

Like any business, museums must conduct "customer 

research" to find out what kinds of "products" (services) 

2 
Hugh Pryce-Jones, "New Public Demands," in 

Conference Proceedings for 2001: The Museum and the 
Canadian Public, ed. Ted Poulos (Ottawa, Ontario: 
Canadian Museum Association, 1977), p. 39. 



their clients desire. The first chapter of this thesis 

attempts to explain the basic theories of research design 

used in business. The second chapter presents an overview 

of the kinds of customer research that have been done in 

museums around the world. The purpose of this section is 

to give the interested reader a brief summary of the 

various audience research techniques that have been tried 

in museums. The material also is helpful in giving an 

historical perspective to the evolution of museum research 

techniques. The objective was the same in each study: to 

obtain useful information on a museum's visitors. The 

methods used for obtaining the data varied depending on 

practical matters such as budget, manpower and time 

restrictions. 

Once visitor data has been retrieved, the next 

step is to put the information to productive use. It is 

the writer's contention that often data is accumtulated 

and then filed for later use. This procedure seldom re

sults in further action. For some reason, the fact that 

information has been assembled is often treated as an end 

in itself. In many cases part of the job of putting 

together a viable plan for a museum may have already 

been accomplished. The writer suggests that files be 

searched to determine whether or not a museum has not 

already compiled data on its visitors. 

After viewing the research methods and procedures 



used by other museums, it is hoped that the museum adminis

trator will have a better understanding of how specific 

techniques can be employed to solve specific museum problems 

From this point, the reader attempting to decide which re

search technique to employ, should be better able to choose 

the methods that best fits his or her unique situation. 

After surveying the history of museum "customer 

research" activities and detailing the basic research 

tactics used today, the writer then attempts to develop a 

technique for actually using the information in a practical, 

productive manner. The visiting audience of the Texas 

Tech Museum in Lubbock, Texas is evaluated and segmentized 

into heavy and light "user categories." Why this segmen

tation is useful and how it can be applied to other museum 

visitor studies is also explored in this section. Tech

niques borrowed from the business community are detailed 

in an attempt to show how they can be used by museum per

sonnel to improve, update and create worthwhile museum 

programs. As with products manufactured by business, 

museums must constantly examine their "product" to insure 

that it continues to appeal to its clientele. When it 

begins to lose ground, it must be refurbished and modern

ized to maintain its acceptability by the consumers who 

"buy" it. 

If the techniques described in this thesis are 

applied by someone charged with the responsibility of 



keeping a museum successful and a viable part of the com

munity, it is the writer's contention that the end result 

will be a successful one. Museums are m̂ ediums of communi

cation and as such are in constant competition with other 

communication forms for the public's attention. If the 

museum is to continue to play an important role in the 

communication field during the decades ahead, it must 

constantly measure itself against a standard to determine 

whether or not it is making any headway. 



CHAPTER I 

DISCUSSION OF BASIC RESEARCH 

TERMS AND PROCEDURES 

General Remarks 

Museum administrators charged with the responsi

bility of making decisions about present and future 

museum programs, need to gather as much information as 

possible about their audiences to make the best decisions 

possible. After gathering information from both "primary" 

and "secondary" sources, a plan of attack can be written 

and then implemented. Below is a review of the various 

steps involved in the execution of a museum plan as well 

as a discussion of basic terms used throughout this paper. 

Museum Plan Development 

There are three major phases in the preparation 

of a museum plan: (1) information gathering, (2) plan 

development, and (3) execution and follow-through. The 

following is a basic museum marketing plan outline. 

I. Information gathering 

A. Secondary sources 



1. Periodicals, books 

2. Previous surveys 

3. Associations 

4. Other museums 

B. Primary sources 

1. Research 

2. Discussions with experts in field 

II. Plan Development 

A. Analysis of information gathered from primary 
and secondary sources 

B. Identification of museum users and non-users 

C. Determination of problems and opportunities 

D. Preparation of overall strategy to be used to 
solve problems and maximize opportunities 

E. Statement of goals and objectives 

III. Execution and follow-through 

A. Specific tactics to be used to accomplish 
goals and objectives 

B. Timetable and accomplishing goals 

C. Statement concerning techniques to be used 
for evaluating results of tactics 

Discussion of Terms 

Both "secondary and "primary" sources should be 

used when gathering information for the preparation of a 

museum's plan. Secondary data are data that were developed 

for some practical purpose other than helping to solve the 
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problem at hand. Examples are listed above. Primary 

data are data generated to help solve the specific problem 

at hand. They are developed through one or more of the 

following types of research designs: observation, surveys, 

laboratory experiments, field experiments, and simulations.^ 

The remainder of this thesis will discuss primarily "sur

veys" and "field experiments." 

The "survey" research design technique has most 

often been chosen because of its relative time and finan

cial advantages. With survey research, information is 

acquired quickly and inexpensively versus other research 

techniques. There are many variations in the size and 

complexity of the survey technique. A survey of museum 

visitors can be conducted by mail, by telephone, by per

sonal interviews, or by self-administered questionnaires. 

The information may be a one-time collection or gathered 

on a continuing basis. 

Chapter II of this thesis discusses, in terms of 

an overview, the historical development of the various 

types of survey methods and how they were designed to 

Examples of secondary sources are: The Federal 
Statistical Directory, Business Publications Rates & Data, 
The Research Centers Directory, Survey of Buying Power, 
and Editor & Publisher Market Guide. 

2 
Donald S. Tull and Del I. Hawkins, Marketing 

Research: .Meaning, Measurement, and Method (New York: 
Macmillan Publishing Co., Inc., 1976), p. 106. 



obtain data. Each method has advantages and disadvantages 

as well as cost and time considerations. "Mail-back" ques

tionnaire surveys, for example, are expensive and result 

in only a partial return by survey participants. 

The "self-administered questionnaire," which is 

designed to be filled out by the respondent, has both ad

vantages and disadvantages. Some sources feel the self-

administered questionnaire eliminates any error due to 

the prompting or interpretation of questions by an inter

viewer. A respondent may also feel more comfortable 

answering sensitive questions when he is alone. On the 

other hand, the self-administered questionnaire does not 

allow for clarification or explanation of the questions. 

Not understanding a question can cause a visitor to respond 

incorrectly or to become discouraged and not complete the 

. 3 

questionnaire. 

It is generally agreed that the best all-around 

survey technique is the "personal interview" method. This 

procedure uses volunteer or professional interviewers to 

fill out the formal questionnaire. It enables the person 

conducting the survey to control the entire process. The 

interviewer picks the respondent, asks the questions and 

Ibid., pp. 255-263, 380-381; and Julian L. Simon, 
Basic Research Methods in Social Science; The Art of 
Empirical Investigation (New York: Random House, 196 9) , 
p. 92. 
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answers any points misunderstood by the person being inter

viewed. 

Many of the decisions made by a museum administra

tor regarding the specific type of survey used will be 

dictated by budget. A basic concern will be attempting to 

balance the accuracy of the data with the cost of obtaining 

it. The goal in designing a good research program is 

" . . . to maximize the differences between the cost of 

obtaining various levels of accuracy with the expected 

value of information associated with each level of accu-

.,4 racy." 

Because of practical budget restrictions, most 

survey research must use a "sample" of the group being 

surveyed rather than the entire group or universe. Fortu

nately, statisticians have been able to argue convincingly 

that a properly chosen sample can be extremely reliable 

in terms of making a decision about the whole. There is 

abundant reading material concerning the statistical reli

ability of various sample sizes. The writer has chosen 

not to argue the mathematical advantages or disadvantages 

of specific sample sizes. The important point is that the 

Tull, Marketing Research, p. 123. 

Simon, Basic Research Methods, p. 422; and Robert 
V. Zacher, Advertising Techniques and Management, rev. ed. 
(Homewood, 111.: Richard D. Irwin, Inc., 1967), p. 99. 
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smaller the sample, the greater the chance for error. If 

a museum has the time and the money, it should use both to 

add to the number of visitors being surveyed. 

Regardless of the size of the sample or the method 

used to obtain data, surveys should be based on the tech

nique called "random sampling." Employing random sampling 

procedures insures that the survey's results are repre

sentative of the entire population. In a random sample 

every member of the population (museum audience) has an 

equal opportunity to be interviewed. Survey interviewers 

are given instructions telling them which visitors are to 

be approached. They may, for example, be told to approach 

every fifth visitor who crosses a predesignated spot or 

the first visitor spotted after a certain time interval. 

All interviewers in the survey use the same procedures. 

Using the random sampling method precludes the temptation 

to approach the friendly, cooperative looking members of 

the audience. Those visitors who volunteer, without 

solicitation, to answer the questionnaire should be 

politely turned down or accepted and not included in the 

sample. 

Budget restrictions may also require that the 

survey be completed quickly. Whatever time period is 

used, the important point to remember is that if the 

survey is repeated at a later date, the same time re

quirements must be adhered to. If a survey took one 
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week, the next time it is implemented it should also take 

a week. 

Another important consideration is the procedure 

called "bench mark research." Bench mark research refers 

to the first time a research project is executed. A mis

take some museums will make is to survey museum visitors 

one time and then either disband the project or go to 

another research method. What should be done to con

stantly measure the effects of museum programs is to con

duct a survey, institute programs based on the survey 

findings and then use the same survey technique to see 

whether or not progress has been made. Again, this 

follow-up survey must be conducted in the same manner and 

time span as the initial or "bench mark" survey. Measur

ing a museum's progress against a bench mark survey, in 

this way, can help insure that programs are working. 

The application of methods and procedures dis

cussed in this section is presented in the next chapter. 

Past museum audience studies are used to illustrate these 

procedures and put them in the context of the museum 

environment. Variations in procedures and combinations 

of techniques show the many possible research formats 

that can be used by a museum. 



CHAPTER II 

INFORMATION GATHERING: AN OVERVIEW 

Early Quantitative Studies 

The purpose of this section is to review much of 

the visitor survey work done by museums since the century 

began. This historical overview should help museum ad

ministrators understand the complexities and practical 

problems faced by museums as they have strived to make 

their museums a viable, creative part of their communities 

The material should also help museum professionals charged 

with the responsibility of upgrading museum programs to 

avoid the pitfalls of some of the research mistakes made 

by museums in the past. 

The overview provides a large amount of informa

tion on the characteristics and attitudes of museum 

visitors. Most of the data is capsulized in the tables 

below. A comparison of these findings can help a museum 

begin to understand its visitors; but, it must be remem

bered that every museum is unique and has an equally 

unique audience. In order to identify its visitors a 

museum must conduct its own survey and not rely on data 

from other studies. 

13 
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Published material on the procedures and results of 

museum audience surveys dates back to the early 1900s. For 

the most part, these first studies do not go beyond measur

ing the size of the audience. One early museum research 

project worth noting, however, was a 1930 visitor survey 

conducted at the Pennsylvania Museum. For one of the 

first times a museum attempted to find out not only how 

many people were visiting, but also how old they were, 

where they lived and so on. This is important information 

when one begins to determine whether or not a museum is 

giving its patrons the kinds of programs they want. 

While the 1930 Pennsylvania study suffered from 

the omission of a standard or "norm" reference point, it 

at least told museum personnel a lot more than just the 

number of visitors. For the first time someone could 

determine, for example, what part of town visitors were 

coming from and hew old they were. This information was 

just as important for what it did not tell as for what it 

did. Parts of town not frequenting the museum and age 

groups staying away from the facility were as meaningful 

and actionable as what was found in the research. 

An improvement in visitor data research occurred 

during the 195 0s. The Milwaukee Public Museum surveys, 

recorded by Arthur Niehoff, added new dimensions to 

audience evaluation. They were among the first surveys 

to gain a better understanding of the composition of the 
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audience. Information on education, occupation, place of 

residence, frequency of visits and visitor preferences 

were sought. With this information the museum could 

begin to get an idea of the likes and dislikes of its 

visitors. 

During the late 1950s and early 1960s the Royal 

Ontario Museum in Toronto, Ontario, Canada, began its 

extensive program of evaluation. It developed, conducted 

and published the results of systematically planned visitor 

surveys. The studies were published in three parts from 

1959 through 1961. They were written by David S. Abbey 

2 

and Duncan F. Cameron. 

Cameron, Chief Information Officer at the Royal 

Ontario Museum, started the audience research program at 

ROM in 1957. He continued as director of the program with 

the consultation of David Abbey, a research psychologist. 

For the first time concerted efforts were made to determine 

the needs of the audience. Duncan and Abbey asked not 

only, "Who are the visitors?" but "What segments of the 

general population do they represent?" They wanted to know 

what groups of people in the community were over-

represented and what groups were under-represented in the 

See studies by Arthur Niehoff listed in the 
bibliography of this thesis and Appendix A, table 5 below. 

2 
See studies by David S. Abbey and Duncan F. 

Cameron listed in the bibliography of this report. 
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museum's audience. ROM also wanted to know how often their 

visitors came to the museum and why they came. 

The first study conducted at the Royal Ontario 

Museum was concerned with audience demography. It recorded 

age, sex, income and education of the visitors. The second 

study tested attitudes toward admission fees and the third 
3 

measured the effect of museum hours on attendance. Over 

a twelve month period, from July 1958 to June 1959, a ran-

4 

domized sample of 4,800 museum visitors was taken. Volun

teers using a mimeographed questionnaire interviewed 

visitors as they entered the museum. The data was then 

computerized on IBM punch cards. 

The results of the study showed that 37 percent of 

the sample were tourists. University students accounted 

for 41 percent of the sample. College educated persons, 

those with an income of over seven thousand dollars per 

year and those people living in the immediate vicinity of 

the museum also accounted for a large percentage of the 

visitors. A great majority of visitors, 69 percent, came 

with someone and 76 percent had visited the museum 

Duncan F. Cameron and David S. Abbey, "Museum 
Audience Research," Museum News 40 (October 1961): 34-38. 

"̂ The twelve month ROM attendance for 1957-1958 
was recorded as 293,000 visits. Using this figure the 
4,8 00 sample represents approximately 1.6 percent of the 
total visits. These figures do not include organized 
groups or school classes. Duncan F. Cameron and David S. 
Abbey, "Investigating a Museum's Audience," The Museologist 
77 (December 1960): 2. 
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previously. 

The importance of these early Royal Ontario 

Museum's research findings is that it presented some basis 

of comparison by which other institutions could analyze 

their data. It provided ROM with a "bench mark" study or 

a "norm" of data useful for future research programs. By 

having a "starting point," each additional research 

project could be measured against this first study to 

determine whether or not strategies designed to improve 

museum programs had made any progress. The Royal Ontario 

Museum surveys were also among the first to ask if the 

museum was truly serving the needs of its public. Even 

more significant was the fact that ROM wanted to know why 

some segments of the public were not represented in the 

museum's audience. 

Contemporary Survey Techniques 

Since the publication of the Abbey and Cameron 

studies other major museums have undertaken audience 

surveys and museum evaluations. These have varied in 

content, scope and methodology. The most widely used 

survey techniques have been the formal or informal per

sonal interview and the self-administered questionnaire. 

Visitor observation procedures such as "tracking" or 

Ibid., p. 5; See also Appendix A, table 5. 
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"mapping" have also been employed. They are most often 

used to evaluate the visitor's behavior within the museum. 

Techniques of using an on-site questionnaire, 

whether it is self-administered by the visitor or filled 

in by an interviewer, have also shown variations. Visitors 

have been approached as they entered the museum, exited 

the museum and both. These procedures for administering 

the questionnaires vary according to the information 

desired, the time allotted and the monetary and personnel 

resources available. 

Self-Administered Questionnaire Techniques 

An example of the use of a self-administered 

questionnaire is the 197 0 survey conducted by the Jewry 

Wall Museum in Leicester. Two hundred and fifty question

naires were randomly distributed to entering visitors. 

Two hundred and seventeen were returned by the visitors 

as they left the museum. This procedure was chosen by 

the Jewry Wall Museum because they wanted both demographic 

data on the visitors and an audience evaluation of the 

museum. As might be expected with such a high return rate, 

the visitors' evaluation of the museum was very positive. 

Graeme Cruickshank, "Jewry Wall Museum, Leicester: 
Trial by Questionnaire," Museums Journal 72 (September 
1972) : 65. 
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The Manchester Museum also used the self-administered 
7 

questionnaire. A volunteer approached every fifth visitor 

and asked the visitor to fill out a questionnaire. If 

agreeable, the visitor was led to a table a short distance 

from the entrance. Four hundred and sixty-four question

naires were collected from August through September of 

1971. The Manchester Museum and the Jewry Wall Museum 

questionnaires were primarily designed to determine the 

dem.ographic makeup of their audiences. Both found a high 

proportion of professionals and students among their 

visitors. 

A variation of the self-administered questionnaire 

is the use of mail-back questionnaires. Visiting school 

groups are often surveyed by this technique. A 1978 mar

ket study conducted at the Museum of Science and Industry 

in Chicago used only the mail-back questionnaire to eval

uate its school class visiting program. A sample of 113 

students was obtained but only 6 teachers participated in 

8 
the survey. 

Mail-back questionnaires have been used in other 

evaluation studies with greater success. The University 

7 
Tim Mason, "The Visitors to the Manchester Museum 

A Questionnaire Survey," Museums Journal 7 3 (March 1974): 
153. 

Q 

Nancy N. Baranay, "The Museum of Science and 
Industry: A Market Study" (Paper for Business 457, Uni
versity of Chicago, 1978), p. 10. 
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Museum in Philadelphia had one hundred teachers return 

their questionnaires in a 1974 visitor survey. The 

Franklin Institute Science Museum and Planetarium of 

Philadelphia had fifty-nine of two hundred questionnaires 
9 

returned by teachers. 

Personal Interview Techniques 

The great majority of audience surveys are con

ducted by interviewers with prepared questionnaires. The 

196 6 audience survey undertaken by the New York State 

Museum was a personal interview study patterned after the 

1959 to 1961 Royal Ontario Museum studies. Duncan F. 

Cameron, director of the ROM studies, was a consultant to 

the State Museum during its research program. The pur

pose of the study was to prepare a profile of the museum's 

1966 audience that could be used as a baseline or bench mark 

9 
Mmda Borun, Measuring the Immeasurable: A Pilot 

Study of Museum Effectiveness, The Franklin Institute 1977 
(Washington, D.C.: The Association of Science-Technology 
Center, 1977), p. 12. The Museum of Texas Tech University 
has an on-going program of mail-back teacher evaluations 
for their school tours. Their return rate is better than 
ninety percent. For additional information on teacher eval
uation procedures see Rochelle H. Prague, "The University 
Museum Visitor Survey Project," Curator 17 (September 
1974): 207. 

Lome H. Woollatt, Foreward to The 1966 Audience 
of the New York State Museum: An Evaluation of the 
Museum's Visitors Program, by the New York State Education 
Department and Janus Museum Consultants (Albany: Univer
sity of the State of New York, 1968). 
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in future studies. Since the museum was preparing to move 

to new and expanded quarters this study could be used to 

measure any changes in the museum's audience profile 

brought about by the new location and facilities. The 

State Museum also wanted to use the survey's data to eval

uate its programs. 

The survey was designed and conducted by the Divi

sion of Research and Evaluation of the State Education 

Department. Janus Museum Consultants Limited were employed 

as advisors. It was decided to sample only those visitors 

who were not a part of an organized group. The twelve 

month random sampling procedure allowed for variations 

resulting from the time of day, day of the week and season 

of the year. 

At the beginning of each assigned time period, an 

interviewer approached the first person or group entering 

the m.useum. Using a prepared form the interviewer asked 

a spokesman for the group questions pertaining to both 

himself and the group as a whole. When a questionnaire 

was completed the interviewer approached the next group 

that arrived. The procedure was continued until the 

number of interviews assigned for that time period were 

completed. A total of 1,545 interviews were completed in 
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this phase of the study. 

One-third of the visitors interviewed were asked 

to return and complete a second questionnaire at the end 

of their visit. Five hundred and fifty-nine members of 

the sample completed the supplementary questionnaire. 

This second questionnaire consisted of two parts. The 

first part was administered by an interviewer and the 

second was self-administered. This phase of the survey 

was mainly concerned with museum evaluation. 

The results of the questionnaires were keypunched 

and computer tabulated. Data from New York State was 

used to prepare demographic tables and to compare the 

museum's audience with the general population of the 

state. The study's findings were also compared to data 

from the Royal Ontario Museum's surveys (see table 4). 

In general the New York State Museum's survey 

showed that their visitors tended to be well-educated, 

from the upper socioeconomic level and that they lived in 

the metropolitan area. The majority were professionals 

or members of professional families. Males outnumbered 

females and there was a high percentage of university 

students. A very small minority of the visitors had an 

"̂ "̂ New York State Education Department and Janus 
Museum Consultants, The 196 6 Audience of the New York 
State Museum: An Evaluation of the Museum's Visitors 
Programs (Albanyl University of the State of New York, 
1968), p. 3. 
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educational level of elementary or less. Visitors under 

fifteen years old and over fifty years old were also in 

the minority. 

It was found that 19 percent of the audience 

accounted for 50 percent of the visits. Forty-three per

cent were first time visitors. Those who were return 

visitors tended to come to see a specific exhibit or to 

show the museum to others. Twenty-four percent of the 

total sample were visiting the museum alone; but, of those 

identified as frequent visitors, 40 percent came alone. 

The survey also pointed out that almost one-third of the 

students in the sample were visiting the museum alone. 

Several museum studies have discovered that the 

12 general public is often unaware of a museum's programs. 

Media publicity can be a valuable tool for increasing 

museum attendance and for attracting new visitors. For 

this reason museums are beginning to evaluate the effec

tiveness of their publicity. The New York State Museum 

asked one question designed to test its publicity. Sixty-

six percent of the tourists sampled said they heard about 

the museum by word-of-mouth. One-fourth of the visitors 

had seen posters or brochures but only one percent had 

heard about the museum from television, radio or news

paper advertising. This apparent ineffectiveness of the 

See pp. 28, 36 below. 
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museum's publicity is supported by the fact that, in their 

evaluation of the museum, visitors requested more publicity 

on the museum's activities. 

Respondents also recommended that exhibits be 

changed more often. The visitors, in general, wanted more 

information about the museum, more interpretation and more 

labeling. Better comfort facilities, more seating and the 

addition of refreshment facilities were also suggested. 

The New York State Museum's survey identified its 

audience and learned something about their visitors' needs 

and attitudes. The study pointed out that high caliber 

permanent exhibits, though expensive, were responsible 

for return visits to the museum. It was also learned that 

special exhibits, designed to be topical and of current 

interest, brought in new visitors and reached new segments 

13 of the population. 

The Smithsonian Institution's visitor survey, 

which took place from October 1968 through October 1969 

in the National Museum of History and Technology and the 

National Museum of Natural History, also employed the 

personal interview technique. The questionnaire used was 

designed by the Bureau of Social Science Research and 

Smithsonian officials. It contained both pre-coded and 

New York State Education Department, The 1966 
Audience, "Interpretation and Comments." 
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"free-response" questions. The questions were formulated 

to find out who the visitors were, where they came from 

14 and why they came to the museum. 

The goals of the Smithsonian's survey were very 

like those of the New York State Museum's survey. The 

Smithsonian conducted a random sampling of visitors using 

trained volunteers who worked in teams. A "spotter" 

approached the visitors as they were leaving the museum 

and asked if they would be willing to participate in the 

survey. The visitors were then led to one of two inter

viewers seated at tables that were screened off from the 

gallery. When an interviewer finished filling in a ques

tionnaire she signaled the spotter who then approached 

the next visitor to cross a pre-designated spot. 

Of the visitors approached there was a 30 percent 

refusal rate. This percentage is high when compared to 

other museum surveys. It seems logical to assume that 

the exiting visitors were either fatigued or short on 

time. The spotters in the survey did, however, record 

the number in the group, age, race, sex and reasons given 

by those who refused to be interviewed. 

The average interview time was between eight to 

"''̂ Carolyn H. Wells, The Smithsonian Visitor 
(Washington, D.C.: Office of Museum Programs, Smith
sonian Institution, 1970), p. 1. 
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ten minutes. A total of 4,941 questionnaires were com

pleted at the two museums. This represents approximately 

.07 percent of the yearly attendance at the museums. 

The results of the survey showed that the Smith

sonian was indeed a "tourist attraction." Seventy-four 

percent of the visitors sampled were from outside the 

Washington, D.C, area. About one-third of these out-of-

towners were return visitors. The Smithsonian also showed 

an impressive visitor frequency among its local audience. 

The great majority of the District respondents were on 

return visits and of these repeat visitors 32 percent had 

been to the museum more than 2 0 times. 

Demographic data on the age of the visitors re

flected that school groups were not approached and that 

the respondent in a family group was most often an adult. 

About one-fourth of the sample were young adults, one-half 

were middle-aged and only three percent were over the age 

of sixty-four. The largest number of respondents was in 

the 18 to 24 year old group. Of those over 18 years of 

age, 70 percent had at least some college education, 43 

percent were college graduates, 23 percent were high 

school graduates, and .02 percent had stopped their 

Attendance figures for 1969 were 2,916,749 for 
Natural History and 4,174,071 for History and Technology. 
Ibid., p. 6. 
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education at the sixth grade level (see table 5). 

A high percentage of the sample worked in profes

sional and semi-professional fields. Representation in 

the fields of business, service and sales was very small 

and the unskilled categories were practically unrepresented 

In the total sample, 19 percent of the respondents listed 

their occupation as "housewife." As table 5 shows, however 

only 9 percent of the visitors from Washington, D.C, were 

housewives. The retired category totaled 5 percent for the 

entire sample, but a very large, 29 percent, for the 

Washington, D.C, respondent segment. It is clear from 

these figures that the visitor profile from the District 

is substantially different than that of the suburban or 

out-of-town visitor. 

The interview contained one question designed to 

determine other cultural interests of the museum visitors. 

Forty-six percent of the respondents said they had visited 

a museum more than once in the past year. Eighty percent 

were "frequent" users of libraries and 65 percent had been 

to more than one sporting event during the year. Seventy-

nine percent had not attended a ballet or opera, 4 2 percent 

had not been to a concert and 39 percent had not been to 

the theater in the past year. An analysis of the data on 

the respondents' other activities shows, in general, that 

Smithsonian visitors were participators in outside-the-

home activities. Interviewers did find that the visitors 
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were sensitive about this question and showed more reluc

tance to answer it than those on income or education. 

The survey also showed that the majority of 

visitors, who were not with an organized group, came with 

other adults. About 30 percent of the visitors came with 

children and 23 percent were visiting alone. More than 

half of the respondents said that visiting the museum was 

their own idea. Twenty-one percent said that they had 

been influenced by friends or relatives to make their visit. 

Fifty-two percent of the visitors were at the museum to 

see specific exhibits. 

The Smithsonian was interested in testing its pub

licity program. The survey found that 28 percent of the 

visitors had heard about the museum's exhibits by "word-of-

mouth." Only 10 percent said that they had heard about the 

exhibits from the media. This low effectiveness of media 

publicity reinforces the findings of other surveys. It 

should be noted, however, that none of the studies stated 
17 the amount or quality of their museum's media publicity. 

The Smithsonian survey also evaluated the popularity 

of major exhibits and the general reactions of the visitors 

to the museum. Those who analyzed the answers of the 

respondents profiled Smithsonian visitors as well educated 

and curious. The respondents described a museum visit as 

-̂ Îbid., p. 22. -̂ "̂ Ibid., p. 24. 
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"interesting" and "worthwhile" and meant it to be educa

tional for their children. The visitors expressed an 

interest in behind-the-scenes activities and wanted their 

museum to be clean and in good repair. The frequent 

visitors showed a desire for the museum to be uncrowded. 

They liked to "drop-in" for short periods to see favorite 

exhibits and they looked for information about special 

events in the press. 

The Smithsonian visitors were also interested in 

additional information on the museum and its exhibits. 

Sixty-three percent of the respondents said they would like 

more information on the exhibits and 7 0 percent of them 

were willing to pay for it. They expressed interest in 

slides, school reference material, a library and other 

specialized take home materials. 

The Smithsonian study gave added meaning to its 

data by comparing its findings with those of the Royal 

Ontario Museum's 1959 to 1961 studies, the New York State 

Museum's 1966 study and the 1952 to 1963 studies of the 

Milwaukee Public Museum (see table 5). Through this 

comparison the Smithsonian was able to determine if its 

findings were unique or if they fit an overall pattern 

recorded by the other museums. 

The Smithsonian report noted that while compari

sons of the data are useful, techniques and methods did 

vary among the four museums. These facts should be kept 
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18 in mind when drawing conclusions about the data. A review 

of the procedures used showed that the Royal Ontario Museum, 

the New York State Museum and the Smithsonian all used the 

personal interview technique. These three surveys used 

random samples that allowed for variations in time, day of 

the week and season of the year. The Milwaukee Public 

Museum's survey differed from the others, it used a self-

administered questionnaire. 

The Royal Ontario Museum and the Smithsonian both 

conducted close to 5,000 interviews over a one year period. 

The New York State Museum's sample totaled 1,5 00 respondents. 

The Milwaukee Public Museum conducted their sample during 

one month in the summer and one month in the winter of the 

same year. It totaled 645 visitors. The questionnaires 

were similar in length except for the Royal Ontario 

Museum's. Its questionnaire contained only twelve questions. 

Any possible effect on the data results caused by the 

variations in the size of the samples is difficult to 

measure. 

The differences in questionnaire length and in the 

types of questions asked did not allow for comprehensive 

comparisons. The Smithsonian report concluded, however, 

that the visiting public of all the museums was from upper 

economic brackets. The largest percentage of visitors 

•^^Ibid., pp. 66-67. 
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were professionals and a majority of visitors had attained 

an above average educational level. Most of the visitors 

did not come to see a particular exhibit. Only the return 

visitors seemed to have specific reasons for their presence 

in the museum. Changing exhibits was a recommended way to 

19 attract these return visitors. 

Another typical personal interview technique was 

used by the University Museum in Philadelphia in its 1973 

study. Interviewers worked in pairs. A spotter approached 

a visitor as he or she exited the museum. The SDOtter then 

led the visitor to a seated partner who conducted the 

. 2 0 

interview. 

The Museum of Fine Arts in Boston conducted two 

separate interview surveys of its audience in 1973 (see 

table 2). The museum wanted to know who the visitors were, 

what they expected of the museum, what they saw and how 

they felt about their visit. Members of the sample were 

interviewed using numbered "incoming" questionnaires which 

were designed to collect demographic information. Visitors 

•̂ Îbid. , p. 77. 

The survey showed that 95% of the sample were 
white, 74% were under 31 years of age, 92,5% of the adults 
had at least some college education, occupational levels 
were high, 55% were students, 39% were frequent users, 
74% lived within a 40 mile radius of the museum, 67% 
heard about the museum by word-of-mouth and 3.7% were 
members of the museum. Prague, "The University Museum 
Visitor Survey Project," p. 210. 
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were also given numbered tickets and were asked to return 

them to the survey desk on their way out of the museum. 

Respondents were given free passes for future visits to 

the museum. When the visitors returned to the survey desk 

their ticket numbers were recorded on "outgoing" museum 

evaluation questionnaires. These were later correlated 

with the "incoming" questionnaires. Eighty-five percent 

of the respondents returned to complete outgoing question

naires (20 percent of the visitors approached refused 

21 altogether to participate). 

The interviewers did not ask for income informa

tion and ages were estimated. The survey found most 

visitors to be young, highly educated Boston suburbanites. 

The overwhelming majority had professional commitments to 

the arts, were collectors or listed art as a hobby. 

The results of the Museum of Fine Arts' survey 

were similar to those of the Metropolitan Museum of Art's 

study of its out-of-town visitors (see table 3). The 

Metropolitan interviewed 729 incoming visitors over a two 

22 week period in the summer of 1975. The total audience 

of the museum during the two weeks numbered approximately 

^Michael O'Hare, "The Audience of the Museum of 
Fine Arts," Curator 17 (June 1974): 126-158. 

^^Yankelovich, Skelly and White, Inc., "A Study 
of Out-of-Town Visitors to the Metropolitan Museum of 
Art," prepared for The Metropolitan Museum of Art, 1975. 
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170,000, Fifty percent of the respondents resided outside 

New York City. The majority of the sample were under forty 

years of age, college educated and earned more than twenty 

thousand dollars per year. 

A good example of how personal interview surveys 

can be used in the planning and development of a museum 

is the study conducted by the Norton Priory Museum in North 

Cheshire. The museum was opened to the public in May 1975. 

It is an outdoor museum of excavated and conserved monastic 

buildings, woodlands and gardens. The museum's stated 

objective is " . . . to provide a center of historic inter-
23 

est within an area of new housing and industry." From 

the beginning the museum wanted to know if it was fulfill

ing its objectives and how it could better serve its 

visitors. 

The first, or bench mark, survey was conducted 

during the summer of 197 5. Volunteers interviewed a random 

sample of adult visitors as they left the site. Three 

hundred and eighty-eight interviews took place in 1975 

and 261 were recorded in 1977. 

In the 1975 bench mark interviews the visitors were 

asked what criticism they had about the facilities and 

what improvements they would like to see made in the museum. 

J. Patrick Greene, "A Visitor Survey at Norton 
Priory Museum," Museums Journal 78 (June 1978): 7. 
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Fifty-four percent of the sample had some criticism or 

comment. The majority were concerned with refreshment 

facilities, seating and additional information. The 

museum made improvements in all these areas before the 

24 1977 follow-up interviews were conducted. 

Visitor comments in the follow-up study were more 

varied and showed greater interest in the purposes and 

programs of the museum. Respondents were concerned with 

not commercializing the museum, more exhibits and more 

labeling. Information gathered by the bench mark survey 

enabled the Norton Priory Museum to make some needed 

improvements for its visitors. The follow-up survey showed 

that once the visitors were comfortable and felt welcome, 

their interests turned toward the improvement and growth 

of the museum's programs. 

With their first two surveys the Norton Priory 

Museum gained a great deal of information about the atti

tudes and needs of its audience. The surveys indicated 

museum strengths and weaknesses. Most importantly the 

museum now knows what its visitors want and is using the 

information. The surveys also discovered that visitors 

are individuals with different opinions and goals. They 

are intested, responsive and concerned about their museums. 

An example of an on-going research project is the 

"̂̂ Ibid. , p. 9. 
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study begun in 1977 by the Royal Ontario Museum. The museum 

was preparing to undergo extensive renovation and expansion 

of its facilities. ROM wanted to know how best to plan 

for its audience and how the new facilities would affect 

the public. Visitor surveys and gallery evaluations were 

designed to help develop plans for the new quarters. ROM 

also wanted a bench mark survey in order to compare any 

changes in visitor patterns and attitudes that might result 

from its new building. 

A variety of techniques were employed from inter

view questionnaires, visitor tracking and visitor counts 

to general observations. The results of the research 

project were reported in two volumes published in 1978 and 

1979. The first volume was devoted to plans for the new 

25 
galleries and the second to evaluation. 

The bench mark survey was conducted using the 

personal interview technique. The questionnaire was 

designed to determine a visitor profile. A random sampling 

procedure was employed during a four day period during each 

month of 1977. Interviewers approached every tenth visitor 

who came through the museum's entrance. A total of 4,8 61 

interviews were recorded. 

^^Exhibits Communication Task Force and Urban 
Design Consultants, Mankind Discovering, vol. 1: A Plan 
for New Galleries at the Royal Ontario Museum (Toronto: 
Royal Ontario Museum, 1978); vol. 2: Evaluations—the 
Basis for Planning (Toronto: Royal Ontario Museum, 1979) 
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The data collected by the interview questionnaires 

led the Royal Ontario Museum to conclude that it was 

appealing to a limited segment of the population.^^ 

Eighty-one percent of the respondents were adults and 

50 percent had at least some post secondary education. 

The respondents' occupations turned out to be a less 

significant influencing factor on their visiting pattern 

than age and schooling (see table 13). 

The majority of the respondents had visited the 

museum before but only 2 0 percent proved to be regular 

visitors. Forty-five percent of the audience had no 

specific reason for their visit. Only 20 percent said 

they had come to see a special exhibit. The general moti

vation for the visit was to have a pleasant, sociable and 

27 
serious experience. The Royal Ontario Museum's visitors 

perceived the museum as an educational institution whose 

duty it was to preserve and display the past. The visitors 

were generally unaware of other activities or programs 

conducted at the museum (see table 14 and 15). 

The National Museum of Natural History employed a 

variation of the personal interview technique known as the 

26 
Exhibits Communication Task Force and Urban 

Design Consultants, Mankind Discovering, vol. 1: A Plan 
for New Galleries at the Royal Ontario Museum (Toronto: 
Royal Ontario Museum, 1978), p. 31. 

Ibid., p. 35. Ibid., p. 37. 
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"naturalistic/responsive method" to evaluate visitors' 

reactions to its "Ice Age Mammals and Emergence of Man 

Exhibit." The procedure uses a combination of conversa

tional interviews and visitor observations. In the 

National Museum study a core of four standard questions 

was asked. The interviewer then proceeded to elicit free 

responses from the visitors. The respondents' comments 

and the interviewers' general observations and impressions 

29 were later edited and recorded. 

Trained researchers are required to conduct a 

naturalistic interview survey. They must have an ability 

to engage visitors in casual conversations and at the same 

time elicit comments that can be used in an evaluation of 

the museum and its programs. After the interviews the 

researchers must accurately record the visitors' comments 

and their own impressions and observations of the visitors. 

Another critical part of the survey procedure is the proper 

evaluation of the respondents' comments. The lack of a 

formal questionnaire leads to a wide range of comments 

that differ in both scope and wording. These must be 

29 
Robert L. Wolf and Barbara L. Tymitz, Whatever 

Happened to the Giant Wombat: An Investigation of the 
Impact of the Ice Age Mammals and Emergence of Man Exhibit 
(Washington, D.C: Smithsonian Institution, 1978), p. 2. 
For additional information on naturalistic/responsive 
evaluation techniques see Robert L. Wolf et al., New 
Perspectives on Evaluating Museum Environments: An 
Annotated Bibliography (Washington, D.C.: Smithsonian 
Institution, 1979). 
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correctly interpreted and categorized before any analysis 

of survey results can be made. 

Off-Site Techniques 

Though most audience studies have taken place 

within the museum, there have been exceptions to on-site 

surveys. An off-site survey technique was used by David 

Erwin in his study of the Belfast Public and the Ulster 

Museum's audience. Erwin did not use actual museum 

visitors for his survey. He instead did a random sample 

of the Belfast public. Every fifth house in preselected 

areas of the city was visited. Six areas of the city were 

selected to give a broad cross-section of social and eco

nomic backgrounds. The survey was conducted on a holiday 

by door to door interviewers. A holiday was chosen for 

the study because it was felt that the people interviewed 

could have been at the museum. The sample totaled 654 

30 
persons in different households. 

The most unique aspect of Erwin's report was that 

he compared his data on museum visitors in the general 

public with the data collected two years earlier by Philip 

•^^David G. Erwin, "The Belfast Public and the 
Ulster Museum: A Statistical Survey," Museums Journal 
70 (March 1971): 175. 
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31 Doughty. Doughty's survey had been conducted within the 

Ulster Museum using a self-administered questionnaire. 

Erwin hypothesized that if a demographic segment of the 

museum's audience was represented by a higher percentage 

in Doughty's sample than in his own public sample, those 

people could be assumed to be regular visitors. If more 

representatives of the segment were recorded in the public 

than in the museum sample, then they were infrequent or 

one-time visitors. 

Males were found to be much more frequent visitors 

than females. Young children were very regular visitors. 

Teenagers were also regulars. Twenty and thirty year olds 

were moderate attenders. Beyond these age groups attend

ance became increasingly infrequent. As would be expected, 

students were the most frequent visitors. The percentage 

of visitors in professional occupations was about the same 

in the two studies. All other occupational groups, includ

ing clerical, housewives and retired persons, proved to be 

very irregular visitors. 

Erwin was able to ask the non-visitors in his 

sample why they had never been to the museum and what 

might attract them. Thirty-eight percent said they simply 

Philip S. Doughty, "The Public of the Ulster 
Museum: A Statistical Survey," Museums Journal 68 (June 
1968): 1-25. See also table 1. 
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were not interested and 4 0 percent said they did not have 

the time. A significant 39 percent of the non-visitors 

said they would have been interested in attending had 

they known what was being exhibited in the museum. 

Another exception to the on-site survey technique 

was the telephone questionnaire used in Dallas, Texas. It 

surveyed voter attitudes toward specific bond propositions 

which failed to pass in the 1978 Dallas bond election. One 

of the propositions that did not pass was an allocation 

for public cultural facilities. The survey was successful 

in showing that the voters had not understood the proposal. 

If re-presented, 52 percent of the voters said they would 

32 
vote for the allocation. 

Multiple Techniques 

The Canadian government, in 1973, supported a major 

study of its museums' audiences and the cultural habits of 

the general public. The program was conducted to help 

meet a national museum policy goal of "democratization and 

33 
decentralization." The Canadian museum system was to be 

as accessible and inviting to the largest audience as 

32 
Marketing and Research Counselors, Inc., Post 

Election Dallas Political Attitude Survey: 1978 Bond" 
Election (Dallas, Texas: Marketing and Research Counse
lors, Inc., 1978), p. 12. 

33 
Brian Dixon, Alice E. Courtney and Robert H. 

Bailey, The Museum and the Canadian Public (Toronto: 
Culturacan Publications, 1974), p. 2. 
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possible. 

A multi-faceted survey was planned to identify the 

museum audience, the non-audience and the potential audi

ence. The designers of the survey wanted, first of all, 

to find out if the public considered visiting a museum a 

leisure time activity. It was assumed that if visiting a 

museum was a leisure activity, then as a visual form of 

communication, museums would compete with other mass com-

34 municators such as movies, television and books. The 

study asked if the public considered museums to be an 

educational facility, a national resource and a source of 

pride. Questions concerning what factors encourage and 

discourage museum usage and what improvements people wanted 

to see in their museums were also asked. 

The editors of the report noted that the only other 

recent study of the cultural attitudes and behaviors of 

the general public was conducted in the state of New York 

35 in 1972. The New York study showed attendance rates at 

cultural activities were much higher than previously esti

mated. The overall audience also proved to be larger and 

'̂4 
Ibid., p. 1. 

3 S 
National Research Center of the Arts, Inc., 

Arts and the People (New York: Cranford Wood, Inc., 
1973) , cited by Brian Dixon, Alice E. Courtney and 
Robert H. Bailey, The Museum and the Canadian Public 
(Toronto: Culturcan Publications, 1974), p. 248. 
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broader based than expected. While education, age and 

income were important factors in determining attendance, 

3 6 the greatest deterent proved to be geography. 

After defining the goals of the Canadian project 

37 It was decided to conduct focus group interviews. A 

total of sixty-four people participated in seven group 

discussions in the Canadian focus group research. 

Moderators guided the groups through discussions on 

leisure activities and attitudes towards museums. The 

language and feelings expressed by the focus group partici

pants were then used to develop the format and wording of 

the survey's questionnaires. During the sessions re

searchers were also able to test survey goals and concepts. 

In addition to the focus group research a pilot-

questionnaire was developed and tested. The feasibility 

and mechanics of the field research were tested and 

assessed with this pilot study. The preliminary question

naire suggested problem areas in the survey's procedures, 

and these were then corrected before the major portion of 

the survey was undertaken. 

The first step in the project was an in-home 

interview. During the interview a brief questionnaire 

was administered by trained personnel. The questions 

•̂  Dixon, The Museum and the Canadian Public, p. 248 

37 
See page 81 below. 
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asked in this oral interview were concerned with participa

tion in eleven different leisure activities, including 

38 

visits to museums. Two indoor activities, watching tele

vision and reading, showed both the highest percentage and 

the greatest frequency of participation. Going to zoos 

and movies had a high participation rate but a low fre

quency rate. Visiting a museum, art gallery or science 

center showed a 48 percent level of participation but a 

very low frequency rate (see table 6). 

Analysis of the results of the in-home interview 

questionnaire showed how various factors affected museum 

visiting. The geographical region and the size of the 

community in which a respondent lived varied his museum 

visiting pattern. There was a strong 16 percentage-point 

difference in museum participation and frequency of par

ticipation between urban and rural residents. Age proved 

to be a determining factor in all leisure activities. In 

general participation declined with increasing age. Museum 

participation held at approximately 50 percent from age 

fourteen to age forty-nine but declined significantly after 

age forty-nine. Only 32 percent of the respondents over 

age sixty-five were museum visitors. 

Family income proved to be strongly related to 

participation in all leisure activities. Families with 

"^^Dixon, The Museum and the Canadian Public, 
pp. 3-4. 
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less than $6,000 a year income were the least likely to be 

museum users. Museum visiting jumped 15 percentage points 

at the $12,000 level and another 13 percentage points at 

the $18,000 level. It was found, however, that the fre

quency of museum visiting was not related to family income. 

As table 7 shows the percentage and frequency of 

participation in six of the leisure activities was 

strongly related to occupation. They were: movies, 

museums, historic sites, plays, concerts and sports. The 

"professional group" showed the highest percentage of 

participation in museum visiting and in the other five 

categories. In general "professionals," "white-collar 

workers," "executives" and "students" were the most likely 

to participate in these activities. "Blue-collar workers," 

"retired people," "unemployed housewives" and the "unem

ployed" were the least likely to participate. 

Respondents' levels of education had a strong 

effect on their participation and on the frequency of 

their participation in all leisure activities. While the 

effect was greater on the more culturally-oriented activi

ties, education was a strong factor on levels of partici

pation in other activities as well. For example, those 

respondents with a college education were two to three 

times more likely than those with only an elementary 

education to be frequent playgoers, concert-goers, museum-

goers and to participate in sports (see table 7). 
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At the conclusion of the in-home personal interview, 

the field workers left a self-administering questionnaire 

with each respondent. There was a separate questionnaire 

for museum-goers and for non-goers. The questionnaires 

were to be completed in private by the respondents and 

returned by mail. Of the 7,23 0 people interviewed a total 

of 4,128 returned the self-administered questionnaires. 

The self-administered questionnaires were longer 

and more detailed than the personal interviews. They were 

designed to compare respondents' attitudes toward six 

leisure-time activities. The six were chosen because they 

would help to create a picture of the museum's position 

39 among other "competing" activities. The respondents 

were asked to choose one of two contrasting words or 

phrases that best described their attitudes towards the 

various activities. 

The results of the self-administered questionnaires 

showed that visiting a museum was given the highest educa

tional rating of the six activities. Eighty-one percent 

of the respondents chose the word "educational" over the 

word "entertaining" to describe a museum visit. Reading 

a book was the only other activity to be rated educational 

rather than entertaining. A museum visit was also de

scribed as "rewarding, sociable, easy on the brain. 

^^Ibid., pp. 34-35. 
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stimulating and inexpensive." Only 8 percent said they 

visited a museum often and a low 29 percent described a 

museum visit as something convenient to do. Visiting a 

museum was perceived as "old-fashioned" more often than 

any of the other activities. Percentages for the other 

descriptive terms were non-conclusive for museum visiting. 

On the whole, "museum visiting" proved to have the least 

clearly defined image of the six activities (see table 8). 

It was found that men were more likely to rate a 

museum visit as "relaxing, old-fashioned, always the same 

and easy on the brain." Women more often said it was 

"something they liked to do." The youngest age group 

(fourteen to nineteen year olds) had the most unfavorable 

attitudes toward museum visiting. They rated the museum 

as "old-fashioned, educational, boring, always the same 

and for intellectual people." They described it the least 

often as "rewarding, valuable to me, something I like to 

do and something I do often." The respondents from thirty 

to thirty-nine years of age showed the most favorable 

attitude towards the museum (see table 9). 

Respondents' levels of education strongly affected 

their attitudes toward museum visiting. As table 9 shows 

attitudes became more favorable with additional education 

in several instances. The percentages of respondents who 

described a museum visit as "relaxing, rewarding, some

thing I like to do and valuable," all increased with an 
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increase in educational level. The more educated people 

became the more likely they were to describe a museum visit 

as educational rather than entertaining. 

The self-administered questionnaires showed signif

icant differences between museum-goers and non-goers. They 

had very different attitudes and feelings about museums 

(see table 11). Museum goers saw a museum visit as "relax

ing, rewarding, sociable, valuable and something they liked 

to do." The non-goers more often described a museum visit 

as "boring, always the same, for the highly educated and 

not valuable to them." The Canadian survey determined 

that museum visitors, when compared to non-visitors, tended 

to be younger, unmarried, had higher family incomes, were 

better educated, had higher status occupations and more 

often lived in urban areas. Museum-goers were more active 

and participated frequently in a large variety of in-home 

and outside-the-home activities. They showed more favor

able attitudes toward movies, sports, seeing a play and 

reading than non-museum visitors. As noted earlier in the 

Smithsonian's survey, museum visitors proved not to be 

"cultural snobs" but rather active people with a wide 

^ 4 0 
range of interests. 

Among the survey's goals was the establishment of 

museum visiting patterns. It was determined from the 

"̂ Îbid. , p. 25. 
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personal interviews that 48 percent of the respondents had 

visited a museum within the past year and 50 percent had 

visited an historic site. This level of participation was 

confirmed by the self-administered questionnaires. While 

approximately half the population of Canada visited a 

museum during the year only a very small 4 percent did so 

with any frequency. A pattern of infrequent visiting by 

the majority of visitors and frequent visiting by a small 

minority developed. In other words, a very small propor

tion of the public accounted for a very large proportion 

41 of the total number of museum visits. 

Table 10 shows that, in general, the frequency of 

participation in Canadian museums increased with education 

and decreased with age. While the youngest group of 

respondents showed the most negative attitudes toward 

museums they were the most likely to visit and the most 

frequent visitors. Data from the survey identified three 

user age groups. The fourteen to twenty-nine year olds 

were the heaviest users, the thirty to sixty-four year olds 

were moderate users and the over sixty-four years olds were 

42 
the lightest users. 

The Canadian study further compared the attitudes 

of those who said that museum visiting was "something I do 

often" to those who said it was "something I don't do 

"̂ •̂ Ibid., pp. 104-105. "̂ Îbid., pp. 108-109. 
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often." The statement that "museums are always the same" 

was chosen by more than twice the percentage of infrequent 

visitors as frequent visitors. Infrequent visitors were 

also less likely to perceive museums as valuable and more 

likely to feel they were inconvenient and difficult to 

tour. The heavy users' most negative response was that 

43 "museum guides are not well enough informed." 

It was found that the frequent visitors had the 

greatest number of reasons for making their most recent 

visit. Educational reasons led the list followed by 

entertainment and social explanations. Fifty-eight percent 

of the heavy users made their visit to see a special ex

hibit. The infrequent visitors most often chose the 

response that they "had nothing else to do" to explain 

. . 44 their visit. 

When asked to select improvements they would like 

to see in the museum the goer and non-goer groups showed 

different preferences. Museum-goers were more likely to 

ask for more publicity, live demonstrations and areas for 

children. The non-goers wanted a more welcoming atmo

sphere and help in finding their way around the building. 

It can be seen that museum-goers wanted their experience 

made more interesting and exciting and non-goers wanted 

"̂ Îbid. , pp. 120-121. 

"̂ "̂ Ibid., pp. 152-153 and p. 188. 
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to feel welcome and at home. The greatest percentage of 

both frequent and infrequent visitors wanted more informa

tional material on the museum and its exhibits. They also 

wanted to be better informed about special programs and 

activities. A majority of all visitors wanted free admis

sion, live demonstrations and exhibit areas designed for 

children. Neighborhood exhibits, a brighter and friend

lier appearance, better directions and labels and public 

45 workshops were also suggested. 

Two of the most important aspects of the Canadian 

study were the comparisons of the attitudes of visitors 

to non-visitors and museum visiting to other forms of 

leisure activities. Manfred Eisenbeis, in his article 

calling for a "Sociology of Museums," explained that the 

majority of research on museums had been conducted only 

with museum visitors. He maintains that this is unfor

tunate because the great majority of the population either 

46 never or seldom visits a museum. Eisenbeis proposed a 

research approach that would " . . . define the position 

of the museum in terms of its social and cultural context." 

In other words, the researcher needs to identify what 

social and cultural factors motivate the visitor and the 

"̂ Îbid. , pp. 220-224. 

4 6 
Manfred Eisenbeis, "Elements for a Sociology of 

Museums," Museum: A Quarterly Review, 24 (1972): 111. 
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non-visitor and how does the public compare the museum to 

47 other cultural institutions. 

Eisenbeis started his study of the habits and 

attitudes of the population of the Republic of Germany 

in 1969. It was based on a representative sample of the 

population of Cologne and inquiries made of museum direc

tors and other special groups such as teachers, artists, 

and scientists. The aim was to record the attitudes and 

behaviors of these different groups towards the museum 

and other cultural institutions. Eisenbeis used both 

personal interviews and mail-back questionnaires to obtain 

his data from the general public (see table 12). 

In the Canadian study and in Eisenbeis' study 

habits and motivations of the general public were recorded 

along with the variables that affected leisure activity 

participation. A picture of how museum visiting fits into 

the overall pattern of public participation was developed. 

This type of research can be accomplished by all museums. 

While the lengthy door-to-door interview format may not 

be practical, the types of questions asked by these two 

studies can be adapted to any survey. Even a short ques

tionnaire could ask one question that compared or ranked 

museum visiting with other popular local activities. 

"̂̂ Ibid., p. 112. 
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Comparison of Techniques 

This overview of contemporary museum survey pro

cedures shows a preference for the personal interview 

technique. The New York State Museum, the Smithsonian 

Institution, the Boston Museum of Fine Arts and the 

Metropolitan Museum of Fine Arts in the United States, as 

well as the Norton Priory Museum, the Ulster Museum, the 

Royal Ontario Museum and the Canadian Government all relied 

on a personal interview format to collect data and elicit 

comments from their respondents. The Royal Ontario Museum 

and the Canadian Government did supplement their personal 

interviews with self-administered questionnaires. These 

follow-up questionnaires were designed to record attitudes, 

opinions and general evaluative comments. 

Personal interview procedures showed variations 

in their administration. In general, surveys designed to 

identify the audience approached visitors as they entered 

the museum. When evaluative information was desired 

visitors were either approached as they exited the museum 

or were asked to return at the end of their visit to 

answer a second questionnaire. Both the New York State 

Museum and the Boston Museum of Fine Arts asked their 

respondents to return for a second interview. The Smith

sonian Institution interviewed only exiting visitors in 

their survey. All three museums experienced a relatively 

high refusal rate. To save both time and effort, therefore. 
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surveys which do not include evaluative questions should 

be conducted with in-coming visitors. 

The naturalistic interview procedure used by the 

National Museum of Natural History was a variation of the 

personal-interview technique. While this procedure can give 

insights into the visitors' needs and attitudes it does 

not lend itself to any type of data comparison. This 

type of interview also requires trained interviewers and 

more time to conduct than the formal interview. It is, 

therefore, not a practical means for a museum to gather 

its initial data. 

As stated earlier, budget, time and personnel will 

all play a role in which procedure a museum choses to use 

for its audience evaluation. The on-site, self-administered 

questionnaire used by both the Jewry Wall Museum and the 

Manchester Museum puts the least strain on monetary and 

personnel resources. It is a relatively easy and efficient 

technique for collecting basic demographic data. Because 

of its voluntary nature, however, museum personnel cannot 

control which members of the audience become survey par

ticipants. The self-administered questionnaire m.ay also 

require a longer period of time to collect an adequate 

sample. 

The off-site survey technique gave museums the 

advantage of collecting data from non-visitors. The 

Ulster Museum and the Canadian Government studies found 
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out what segments of the population were not visiting their 

museums. By surveying the general public they were able to 

compare their museums' images among both users and non-users. 

With this information they were able to detect what attracted 

visitors and what factors discouraged museum usage. 

A picture of two different types of museum users 

has evolved in these audience studies. On the one hand is 

a large majority of museum visitors who are infrequent 

users and on the other is a small minority who account 

for a large number of museum visits. It can be assumed 

that these two groups have different attitudes, habits and 

needs. The characteristics of the infrequent museum user 

and the frequent, or heavy, user need to be identified in 

each museum's audience. Heavy users are being attracted 

to the museum with its present programs. Museums need to 

know what brings these visitors back and how to continue 

to serve them. They form the basis of the museum's 

support. 

The next chapter of this thesis summarizes data 

analysis techniques which are applicable to museum surveys. 

Procedures used and the data collected in the Texas Tech 

Museum's visitor survey are also recorded. The writer 

then analyzes the factors affecting museum visiting pat

terns and suggests ways in which the museum can use and 

capitalize on this information. 



CHAPTER III 

PLAN DEVELOPMENT 

General Remarks 

After information concerning museum users has been 

accumulated, a thorough analysis of the data is necessary. 

The purpose of this section of the thesis is to analyze 

the Texas Tech Museum's data and compare it to the find

ings of other museum studies. How to execute a plan to 

solve some of the problems or opportunities uncovered by 

the research is then presented. 

Data Analysis Techniques 

The process of sorting, weeding and grouping sta

tistics employs the principles of "data reduction." These 

important steps in a museum's audience evaluation procedure 

will require time and patience. During the process it is 

necessary to remember that the final analysis can be no 

better than the data input. The following is a succinct 

summary of the steps involved in data analysis. 

There are six basic steps in the procedure of data 

•̂ Tull, Marketing Research, p. 477 
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reduction: (1) field or sampling controls, (2) editing, 

(3) coding, (4) tabulating, (5) refining categories and 
2 

(6) summarizing statistics. The first step, field or 

sampling controls, has been discussed in the previous 

chapter. It involves the careful control and proper nota

tion of sampling procedures. Questionnaires should be 

labeled with as much information as possible--time, date, 

place, interviewer, etc. Procedures should also be moni

tored to insure uniformity and to preclude outside vari

ables. Changes in location, format or approach must be 

avoided during a study. 

Editing is the first actual step in data analysis. 

The editor checks the data for accuracy and reliability. 

This should be a continual process throughout the survey 

so that any problems are quickly identified. Both self-

administered and personal interview questionnaires may 

have unanswered or illegible responses. Depending on the 

amount and type of missing information, the editor can 

elect to estimate the data, compile a non-response cate

gory or discard the entire questionnaire. Value of the 

missing data and desired accuracy must guide the editor's 

decisions. Any corrections or additions should be made 

in an obvious way so that they can be easily identified. 

Questionnaires with inaccurate or inconsistent 

^Ibid., p. 480. 
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responses will also be encountered. These may be the 

result of misunderstandings or fallacious actions. When 

a questionnaire contains obvious errors it should be 

discarded. 

Coding " . . . involves establishing categories 

and assigning data to them." A category is established 

for each answer in a multiple choice question. Each 

answer is then coded with a letter or number combination. 

Categories for open-ended questions are determined by 

reading all the answers. Groups of synonymous or similar 

replies are then compiled. The number of designated cate

gories will determine the specificity of the analysis. 

For example, "occupations" can be broadly grouped into 

blue-collar and white-collar groups or they can be divided 

by specific job descriptors. 

After the first tabulations are analyzed the need 

may arise for additional or refined categories. For ex

ample if a high frequency of students is found in the 

sample, it would be valuable to know the age breakdown 

within this category. This will require pulling all ques

tionnaires answered by the "student" occupational group 

and retabulating them for age categories. This process 

will only be possible if the questionnaires have been 

^Ibid., p. 495. 
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carefully identified and coded in steps one and three. 

Summary statistics in museum surveys have most 

often been expressed in simple percentages of the whole. 

They can be analyzed to measure the mean or average tendency 

or to give the full range of variance. In other words—the 

average museum visitor is 25 years old ot 5 percent of the 

visitors were 10 years old, 20 percent were 15 years old, 

etc. Determining the significance of these data for future 

plan development is the final step in their analysis. 

This step is detailed below in the analysis of the Texas 

Tech Museum's survey data. 

The Museum of Texas Tech University 

It seems appropriate, at this point, to introduce 

the reader to the Museum of Texas Tech University. The 

museum is an educational complex which serves both the 

university community and the regional population. The 

facility is located on seventy-five acres of land which 

are part of the main Texas Tech University campus in 

Lubbock, Texas. As an academic institution, it offers 

museum science graduate students opportunities to partici

pate in the day-to-day activities of an operating museum. 

For additional information on determining data 
categories and marketing segments see: Ronald E. Frank 
and Yoram Wind, .Marketing Segmentation (Englewood Cliffs, 
New Jersey: Prentice-Hall, Inc., 1972). 
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A 160,000 square foot Indoor Museum houses exhibits 

and collections relating to the natural and social history 

of man in arid and semi-arid environments. Along with 

storage, conservation and preparatory areas the Indoor 

Museum also contains a ninety-three seat planetarium, art 

galleries, administrative offices, classrooms, a library 

and research laboratories. An adjacent Outdoor Museum is 

composed of more than twenty historic ranch buildings, 

related structures and an interpretive center. These 

restored and preserved historic buildings were selected 

and located on a twelve acre site to illustrate the devel

opment and history of the ranching industry. Also on the 

museum's grounds is a restored, nineteenth century cotton 

gin house containing historic ginning machinery. These 

exhibits are interpreted to tell the story of the develop

ment of the cotton ginning industry in Texas. 

As an educational and cultural institution the 

Texas Tech Museum initiated its visitor survey, and the 

research undertaken in this report, to identify means of 

improving its service to the community. This bench mark 

study is the first step in what will be a continuing 

evaluation program. Following the analysis and inter

pretation of this first survey's data the writer recommends 

procedures for future evaluation programs. 
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Texas Tech Museum's Survey Procedures 

The self-administered questionnaire used in the 

Texas Tech Museum's survey was developed by museum person

nel and graduate students during the spring of 197 9 (see 

Appendix B). The objectives of the questionnaire were to 

gather demographic data and identify characteristics of 

the visiting public. This information would then be used 

to implement museum programs and as a bench mark for 

future studies. 

The project of analyzing the survey's data was 

proposed to the writer during the summer of 197 9. Not 

having been a part of the group who designed the question

naire had both advantages and disadvantages. Because the 

writer was not able to modify the questionnaire in any way 

prior to the survey, some of the data collected does not 

fulfill recommendations made earlier in this thesis. How

ever, non-involvement in the development of the question

naire allowed for an unbiased analysis of the information. 

Data that was inconclusive, incomplete, or questionable 

in any other way was disregarded. 

The self-administered questionnaire procedure was 

chosen because of its monetary and personnel advantages. 

It could be maintained as a continuous data gathering 

Fifty-one questionnaires were discarded—26 be
cause only the reverse side of the questionnaire was 
completed. 
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program with a minimum of input. The questionnaires (both 

Spanish and English versions) were placed on tables with 

pencils and a "toolbox" shaped receptacle. One survey 

table was placed at the end of the visitors' traffic 

pattern in both the Indoor and Outdoor Museums. This was 

done to increase the percentage of casual visitors in the 

survey sample. Special-event-visitors and school groups 

would, for the most part, not come in contact with the 

survey tables. Museum guards checked the tables daily for 

supplies and appearance. The writer collected the ques

tionnaires each Monday during a three month period from 

September through December, 197 9. 

Analysis of the Texas Tech Museum's Data 

The first step taken in the analysis of the Texas 

Tech Survey was tabulating the data. A digital computer 

was employed to count and record the initial results. 

This step enabled the writer to convert the information 

into descriptive statements concerning the Texas Tech 

Museum user. After the initial computer sheets were "read" 

the writer went back through the questionnaires and further 

categorized data by hand. Though tabulations done by hand 

The tables were replaced after the first three 
months with a more permanent structure. It is a free 
standing, triangular prism with a shelf and "ballot box" 
container on two sides. 
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are time consuming the process was convenient and expedient 

for finite and cross-referenced categories. 

The first major category was formed by dividing the 

questionnaires into the three months in which they were 

collected. As table 16 shows, there was an up and down 

audience count for the survey months of October, November 

and December. October, with 29 percent of the sample, 
7 

probably reflects an average monthly attendance figure. 

The November drop to 17 percent of the sample can be 

accounted for by the very low number of questionnaires 

collected at the Outdoor Museum. A seasonal visiting pat

tern may have played a part in the number of Outdoor Museum 

respondents but, unfortunately, man-made error also entered 

into the results. The questionnaire table had inadvertently 

been moved and placed outside the normal visitor traffic 

pattern. The resulting dramatic drop in visitor partici

pation points out the importance of carefully controlled 

survey procedures. Once the table was moved back to its 

original position the number of completed questionnaires 

7 
This is a supposition on the writer's part. 

Since general attendance figures were not compiled during 
the survey there is no way to determine what percent of 
the museum's audience was represented by the 483 member 
sample. A total Texas Tech Museum attendance figure of 
5,933 was available for the month of February, 197 9. A 
count by the author of the completed survey questionnaires 
for February, 1980 totaled 81. These figures (if equita
ble) would give a 1.4 percent sample size. This is com
parable to other museum surveys. See pages 16, 26, 32 
above. 
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returned to a normal sampling pattern. The large jump in 

the number of survey participants during December reflected 

the popularity of the museum's special holiday programs. 

The second half of table 16 indicates the place of 

residence of the visitors. More than half of the respon

dents were found to live within the city of Lubbock (this 

figure includes university students). Fourteen percent 

of the respondents came from outside the city of Lubbock, 

but within a 120 mile radius of the museum, and 31 percent 

lived more than 120 miles from the museum. The majority 

of this "long-distance" visiting audience were from New 

Mexico, south Texas and east Texas. Determining what 

attracted these visitors must be left to a future study 

but one can speculate that a portion of this visiting 

public was Texas Tech alumni or parents of Texas Tech 

students. 

Other major museums found, on the average, that 

8 
50 percent of their visitors were from out-of-town. 

These museums, however, drew their audiences from popu

lation densities that were significantly higher than that 

of West Texas. The New York State Museum, for example, 

was able to draw from surrounding counties with densities 

^See table 29. Also see, O'Hare, "The Audience 
of the Museum of Fine Arts," p. 14 5; New York State Edu
cation Department, The 1966 Audience, p. 24; and 
Yankelovich, "A Study of Out of Town Visitors," p. 9. 
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averaging approximately 425 persons per square mile, the 

Boston Museum of Fine Arts from over 700 per square mile, 

the Metropolitan Museum of Art from 11,000 per square mile 

and the Smithsonian Institution from an average of 1,000 

per square mile. By comparison the Museum of Texas Tech 

was surrounded by counties with much lower population 

densities. The counties of West Texas averaged only 
9 

15 persons per square mile. 

Even though the Texas Tech Museum had a relatively 

sparse surrounding population, it still drew 45 percent of 

its audience from outside the city of Lubbock. Identify

ing the motivations for those out-of-town visits must be 

left to a future study but it seems reasonable to assume 

that those persons wanted to participate and were willing 

to travel long distances to visit the museum. 

Table 17 shows a breakdown of the age groups 

represented in the museum's audience. More than half of 

the respondents were between the ages of 10 to 24 years 

old. A total of 80 percent were less than 34 years old. 

At first glance these percentages seem to represent the 

Q 

Density figures were averaged from data contained 
in: U.S. Department of Commerce, Bureau of the Census, 
1970 Census of Population, Number of Inhabitants: Texas, 
Table 16 and U.S. Department of Commerce, Bureau of the 
Census, United States Census of Population: 1970, vol. 1, 
Characteristics of Population, pt. 8, Connecticut; pt. 10, 
District of Columbia; pt. 22, Maryland; pt. 23, Massachu
setts; pt. 32, New Jersey; pt. 33, New Mexico; pt. 34, 
New York; and pt. 48, Virginia. 
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general Lubbock population fairly well. The 25 to 44 year 

old groups were almost proportionately represented. Older 

groups, however, had progressively less representation and 

the younger groups increased in their share of the audience. 

The Texas Tech Museum's audience was weighted with young 

visitors. 

While other museum surveys also showed a young 

audience, most were not as one-sided as Tech's (see table 

29) . The New York State Museum, the Royal Ontario Museum 

and the Smithsonian Institution all showed at least 40 per

cent of their visitors were in the over 35 year old cate

gory. It should be noted that the survey procedures used 

by these museums probably affected their age data. The 

New York State Museum, the Royal Ontario Museum and the 

Smithsonian Institution all used personal interviews. 

When the interviewers approached visiting parties an older 

member of the group was more likely to be the spokesman 

than a young member. On the other hand, the Texas Tech 

Museum's self-administered questionnaire gave the younger 

visitors an even, or perhaps, a greater chance to be par

ticipants in the sample. This explanation is given further 

support by the data gathered in the Boston Museum of Fine 

Arts survey (see table 2). In the Boston study interviewers 

New York State Education Department, The 1966 
Audience, p. 15. 
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estimated the age of the members in each visiting group. 

The Boston survey, like the Texas Tech Museum's survey, 

had a disproportionately younger audience. 

The majority of the Texas Tech Museum's visitors 

were not only young, they were also highly educated. 

Table 18 shows that almost half of the respondents had at 

least some college education. When current students were 

eliminated from the data, the proportion of college level 

participants jumped to 6 9 percent. College educated 

persons were represented 2-1/2 times more often in the 

Texas Tech Museum's sample than in the general Lubbock 

population. On the other hand, only 1/3 of the high 

school and 1/2 0 of the elementary level members of the 

general population were represented in the museum's audi

ence. This is not, however, a unique audience character

istic. A comparison of the data collected by other museums 

shows the same pattern of highly educated visitors. 

The high percentage of young visitors in the Texas 

Tech Museum's audience was reflected in the respondents' 

occupational groups. Slightly more than half of the 

participants were "students" (see table 19). The "upper-

level" occupational groups—professionals, educators, 

managers and administrators—accounted for the second 

largest percentage of visitors. 

A more diverse picture of the visiting public 

developed when only "non-student" respondents were 
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compared to the employed population of Lubbock County. For 

example, 13 percent of the museum's sample were educators 

as compared to 3.8 percent of Lubbock County's employed 

population. The professional groups, which contained 25 

percent of the museum's non-student respondents, were a 

farily even representation of the general public. The 

craftsmen, foremen, sales and clerical groups were, pro

portionately, approximately 50 percent smaller in the 

museum's sample. Operatives, laborers and those persons 

performing unskilled services had the smallest representa

tion. 

When the total Texas Tech sample is compared to 

the data from other museum surveys, unique aspects of its 

audience appear. First, 5 percent of the Texas Tech 

Museum's audience were military personnel. Most of the 

other museums did not even list this category or included 

it in a general "other" group. The Smithsonian Institu

tion survey, in which military persons accounted for 

8 percent of the sample, was the only other study that 

closely compared to Tech's sample (see tables 5 and 13). 

A high percentage of military personnel would, of course, 

be expected in the Nation's Capital. The members of the 

military in the Texas Tech Museum's audience can be 

accounted for by the presence of Reese Air Force Base 

and military personnel associated with the University. 

Second, the small number of housewives in the Texas 
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Tech Museum sample proved to be unusual. Table 2 9 shows 

that other surveys contained twice as large a percentage 

of housewives. In general, however, the Texas Tech 

Museum's audience had a better representation of the non

professional occupations. The unskilled labor categories 

in the Tech sample accounted for a higher percentage of 

Tech's audience than recorded in either the New York State 

Museum's or the Smithsonian Institution's surveys. 

The question designed to determine if the museum 

was serving all the ethnic and racial groups in the com

munity caused some difficulty (see table 20). Though only 

4 percent of the respondents chose not to answer this 

question (half of these were under the age of seventeen), 

5 percent of the sample checked the "Have we left you out?" 

blank. Of those who said they had been "left out," 8 per

cent wrote in "white," 29 percent wrote in "American" and 

23 percent listed the name of a country or nationality. 

It's obvious that a good percentage of the respondents 

either did not identify with the term "Anglo" or did not 

understand its meaning. 

Table 2 0 illustrates how the racial and ethnic 

percentages in the museum's audience corresponded to those 

for Lubbock County. The 7 9 percent "Anglo" segment was 

very close to the 75 percent Anglo-American population of 

Lubbock County. Most of the "Have we left you out?" group 

probably belong to the "Anglo" category. If these 
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respondents are added to the Anglo segment it would account 

for 84 percent of the sample. 

The Boston Museum of Fine Arts and the Smithsonian 

Institution recorded racial or ethnic characteristics of 

their audiences. The Boston Museum reported that 95.5 

percent of its respondents were white and the Smithsonian 

Institution estimated that 93 percent of its sample were 

white. These figures show that though the 16 percent 

"non-Anglo" portion of the Texas Tech Museum's sample was 

below the 25 percent "non-Anglo" population of Lubbock 

County, the museum's audience does contain a broad 

minority segment. 

The writer did a further analysis of the racial-

ethnic data to determine if minority groups were being 

represented by young or adult visitors. It was found that 

57 percent of the American-Indian respondents, 60 percent 

of the Black respondents and 52 percent of the Mexican-

American respondents were elementary or secondary students. 

These percentages showed that the minority segments in the 

museum's audience were weighted with student members (see 

table 19). It should be kept in mind, however, that this 

audience was still from 40 to almost 50 percent adult. 

O'Hare, "The Audience of the Museum of Fine 
Arts," p. 144; and Wells, Smithsonian Visitor, p. 20. 
See also note 20, page 31 above. 
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Appropriate at this point is a look at the usage of 

the Spanish language questionnaire by sample members. Only 

fifteen Spanish language questionnaires were included in 

12 
the survey. Six of the respondents using the Spanish 

language questionnaire indicated that they were Hispanic-

Americans, All the users had a high school or college 

level education. 

These data hold significance for museums contem

plating the use of bilingual labels. Because of their 

educational level, it is reasonable to assume that most 

of the members of the Texas Tech sample who used the 

Spanish language questionnaire were also literate in the 

13 English language. While the questionnaire may have 

created goodwill, the data does not indicate that it 

increased Spanish-American participation in the survey. 

The fact that Texas Tech Museum visitors most 

often came with family or friends coincided with the find

ings of other museums (see table 21). The Tech Museum, 

however, had an exceptionally small percentage of its 

audience visiting alone. Only 7 percent of the Texas 

Tech sample came to the museum alone compared to 

12 
Eight other Spanish language questionnaires 

were discarded because of reasons noted above. See 
page 6 0 above. 

This does not mean that all members of the 
audience were literate. A self-administering question
naire automatically eliminates the non-readers in a 
population. 
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23 percent for the Smithsonian Institution, 24 percent for 

the New York State Museum and 17 percent for the Royal 

Ontario Museum (see table 29). It can be concluded from 

these data that visiting the Texas Tech Museum is very 

definitely a social or group activity. 

The question concerning museum membership was left 

blank or answered "no" by the great majority of visitors. 

Only 35 (7 percent) of the participants said that they 

were a member of any of the organizations listed on the 

questionnaire. Ten respondents (2 percent) said they 

belonged to another museum and 25 (5 percent) said they 

were members of one or more of the organizations which 

support the Texas Tech Museum. The vast majority of the 

visitors (95 percent) were not members of a museum 

association. 

The answers to the question "How did you hear 

about the museum?" matched, in general, the findings of 

other museums. Most of the sample (56 percent) said that 

they had heard of the museum by "word-of-mouth." Nineteen 

percent of the participants indicated that they had heard 

14 about the museum through at least one form of media. 

After analyzing the data collected by the Texas 

See pages 23 and 28 above. It should be noted 
that this question on the Texas Tech questionnaire allowed 
for multiple answers. 
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Tech Museum survey and determining both the majority and 

minority segments of the visiting audience, certain con

clusions can be made. If only the highest percentages in 

each demographic category are considered then the "profile" 

of the Texas Tech Museum visitor would read: "lives in 

Lubbock, 10 to 17 years old, college educated, a profes

sional or student and Anglo-American." This profile, how

ever, would totally exclude the 45 percent of the audience 

who lived outside the city of Lubbock, 6 9 percent who were 

not 10 to 17 years old, the 52 percent who had no college 

education, the 28 percent who were not students or in 

professional occupations and the 16 percent who were not 

Anglo-Americans. That adds up to many visitors 1 

It must be remembered that demographic categories 

are not interdependent. While "college educated" and 

"professional" segments have an interrelationship, many 

persons with a college education are not in professional 

occupations. It is also obvious that "10 to 17 years old" 

is not a descriptor for those persons in professional 

occupations. These facts point out that while it is 

tempting to think of a museum's audience in averages and 

consider only the majority percentages, by doing so, a 

museum would not get an accurate picture of its public. 

The only way for a museum to identify and understand its 

visitors is to analyze each percentage and category 

individually. 
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The shortcomings of relying on the data collected 

by other museums has also been discussed. Some of the 

demographic percentages in the Texas Tech survey were 

comparable to other museum studies but there were signifi

cant differences. Tech had a younger audience than 

recorded by other museum surveys and a higher representa

tion of college educated persons. Students were almost 

twice as prevalent in the Texas Tech sample. When only 

the occupations of non-students were considered, Tech had 

a higher representation of educators, military personnel 

and persons in unskilled occupations than most museums. 

The Texas Tech Museum also showed a very low representa

tion of housewives when compared to other surveys and a 

very small percent of its respondents visited the museum 

alone. Lastly the ethnic-racial question compiled unique 

and valuable information for the museum. It is differences, 

like those found in the Texas Tech Museum's study, that 

require every museum to survey its own visiting public. 

The demographic data collected with the Texas Tech 

Museum's questionnaire gave a clear picture of the museum's 

audience and of the individual visitors. Before recom

mendations for future programs and studies can be made, 

however, a determination needs to be made of how often the 

individual respondents visited the museum and what charac

teristics may have influenced their visiting patterns. As 

discussed earlier, other museum studies have determined 
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that there are two types of museum users. The first group 

is made up of the majority of museum users who are infre

quent visitors. The second group is composed of a small 

minority of the audience who are frequent visitors. These 

frequent or "heavy users" account for a very large number 

of museum visits. Determining the characteristics of these 

two different groups in the Texas Tech Museum's audience 

will identify the people the museum is satisfying and 

attracting with its present programs. It will also show 

which members of the audience are interested in the museum 

but are not being encouraged to make frequent return 

. .̂  15 visits. 

Table 2 3 shows the breakdown of heavy, moderate 

and light users of the Texas Tech Museum. Only 9 percent 

of the respondents visiting the Indoor Museum and 6 percent 

of the respondents visiting the Outdoor .Museum can be 

classified as frequent or "heavy users." A third or more 

of the visitors were very light users. The writer has 

attempted to identify these three different types of 

visitors (heavy, moderate and light users) by cross-

referencing demographic characteristics with frequency 

patterns. Tables 24 through 28 detail visitor character

istics and visiting patterns of the Texas Tech Museum's 

audience. 

See pages 23, 48 and 54 above. 



75 

As would be expected the heaviest museum users were 

those who lived in Lubbock. The least frequent visitors 

came from an area beyond 12 0 miles of the museum. Though 

the respondents from outside Lubbock, but within 12 0 miles 

of the museum, were part of the smallest visiting segment 

(see table 16) they showed a much higher frequency of 

visiting than the long-distance visitors. 

As shown earlier, a respondent's age was a major 

factor in museum participation. It proved, however, to 

have a varying effect on visiting frequency. The 10 to 17 

year olds showed a high frequency rate to go along with 

their 31 percent share of the sample. The 35 to 4 4 year 

olds, however, were the heaviest users. The 55 to 64 year 

olds, who were a very small 5 percent of the sample, were 

also found to be very heavy users. The least frequent 

visitors were in the large 18 to 24 year old age group and 

the 45 to 54 year old age group (see tables 17 and 25). 

It can be concluded that though the largest percentage of 

the museum's audience are young visitors many of the 

heaviest museum users are from older age groups, especially 

the 35 to 4 4 year old group. 

Educational level of non-students had a dramatic 

effect on visiting frequency. Table 26 shows that the 

great majority of heavy users were at the senior high 

school educational level. College and graduate school 

level visitors, who accounted for the largest percentage 
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of the audience, were less than half as likely to be fre

quent users of the museum. None of the elementary or junior 

high school level visitors were heavy users (see tables 18 

and 26). 

Occupational categories also influenced visiting 

frequency. Five groups—agriculture, college students, 

retired, housewives and Texas Tech students—contained no 

heavy users. These same groups were evenly split between 

light and moderate users. The most frequent visitors were 

found to be military personnel. Forty percent of those 

respondents said that they had visited the museum more 

than six times during the past year. 

Visitors in educational, sales and clerical occu

pations were, in general, low frequency users. Craftsmen 

and foremen were moderately heavy users. The professional, 

elementary and secondary student groups were heavy users 

of the Indoor Museum but light users of the Outdoor Museum. 

Just the opposite was true for the unskilled occupational 

groups. They showed heavy usage of the Outdoor Museum but 

moderate to light usage of the Indoor Museum (see table 28). 

The effect of a respondent's racial or ethnic back

ground on visiting frequency was difficult to analyze. In 

some cases the sample was too small to give an accurate 

picture. Table 27 does, however, show a pattern of much 

heavier usage of the Indoor Museum than the Outdoor Museum 

by minority groups. This was particularly true in the 
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large Mexican-American sample. The Mexican-American 

respondents showed that they were moderately heavy users 

of the Indoor Museum (see tables 2 0 and 27). 

These frequency tables illustrate that the groups 

which accounted for the largest percentage of the Texas 

Tech Museum's visiting audience were not necessarily the 

heaviest users of the museum. For example, students made 

up the largest segment of the m.useum's audience but were 

not the heaviest users. College students were actually 

among the most infrequent visitors to the museum. Pro

fessional people were frequent visitors to the Indoor 

Museum but infrequent visitors to the Outdoor Museum. 

Military personnel, who accounted for a relatively small 

percentage of the museum's audience, were the museum's 

heaviest users. 

Remembering that there are always exceptions to 

general profiles, it can be said that the heaviest users 

of the Texas Tech Museum were among those who lived in 

Lubbock, were 35 to 44 years old, had a senior high school 

education and had upper-level occupations. Light or in

frequent visitors were mainly found among audience members 

who lived more than 12 0 miles from the m.useum, were 65 or 

over, had less than a high school education or were re

tired. Other identifiable groups were military personnel 

in the heavy user category and Mexican-American visitors 

in the moderate user classification. 
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This identification of user categories in the 

museum's audience enables the design of future programs 

that will appeal to the person who is the greatest supporter 

of the museum. It also points to areas where the expendi

ture of funds should produce the greatest return over the 

shortest period of time. This will be accomplished by 

reaching those people who are most receptive to museum 

activities. As time and money permit, programs can be 

devised to reach other segments of the museum's audience. 



CHAPTER IV 

EXECUTION OF THE PLAN 

General Remarks 

Now that the Texas Tech Museum visitor has been 

identified, there is a better understanding of who fre

quents the facility most often, least often and occasion

ally. The next step is to find out, in greater depth, 

what can be done to achieve the objective of increasing 

visitor frequency. The procedures used to obtain data 

have so far been "quantitative" rather than "qualitative." 

The.t is, a great many statistics have been compiled but 

little information has been gathered about the attitudes 

and m.otivations behind the numbers. The gathering of 

qualitative information would enable a museum to take its 

existing quantitative research data and maximize its 

effectiveness. The following section presents recommenda

tions for qualitative information gathering. 

Qualitative Information Gathering Techniques 

For many reasons, it is not always possible to get 

probing, in depth answers to questions. People may be un

willing or unable to answer questions. Thus, a museum 

administrator must often use other approaches to obtain 

79 
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qualitative information needed to make decisions and 

prepare for the future. 

The writer recommends the use of two kinds of 

information gathering to obtain in depth motivational and 

attitudinal data which are needed to insure the proper 

execution of programs to improve visitor frequency. The 

first technique is called "attribute ranking" and the 

second, "focus group interviewing." Both of these tech

niques are flexible and easily adaptable to a museum's 

individual needs and resources. 

"Attribute ranking" is a qualitative technique 

designed to learn more about museum user attitudes. We 

would use this tactic to find out how the Texas Tech 

museum ranks versus certain attributes associated with 

an "ideal" museum. Respondents, chosen from a list of 

museum visitors, would be phoned and asked to rank in 

descending order a list of ten attributes of an ideal 

museum. The most important attribute would get a "one" 

ranking, and the least important attribute would get a 

"ten." The interviewer would next ask the respondent to 

rate these same ten attributes as they pertain to the Texas 

Tech Museum. Unsatisfactory or nonexistent rankings would 

receive a "ten," and excellent a "one" rating. 

After both the ideal and the Tech attributes have 

been tabulated, the latter would be evaluated in terms of 

its deviations from the ideal. If, for example, museum 
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visitors rank the attribute of "clean rest rooms" as very 

important and the Tech Museum's rest rooms are rated very 

low, it is reasonable to assume that the museum must 

improve in this area if it is going to attract visitors. 

Attribute ranking can also help museum adminis

trators plan future programs by focusing on areas people 

feel are important. As is the case with all research, 

attribute ranking improves as a viable tool as it is re

done over a period of time. The successive results can 

then be measured against the initial project. 

The second qualitative information gathering 

technique is "focus group interviewing." Focus groups 

are designed to uncover attitudes, needs and unconscious 

feelings. They are used by organizations to perform four 

functions: consultative, creative, evaluative and research. 

The technique can help a museum administrator develop ques

tions to ask in future research projects, test the appeal 

of proposed museum programs and get ideas for new programs. 

These objectives are accomplished quickly and at relatively 

low cost. 

For additional information see Tull, Marketing 
Research, pp. 332-371. 

For information on the validity and uses of focus 
group research see: Myrel D. Axelrod, "Marketers Get an 
Eyeful When Focus Groups Expose Products, Ideas, Images, 
Ad Copy, Etc. to Consumers," Marketing News 8 (February 
1975): 2-4; Alfred E. Goldman, "Group Depth Interviews 
Also Have Consulting and Creative Uses," Marketing News 9 
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Focus groups require a moderator and a maximum of 

ten respondents. In the case of a museum, the writer 

recommends that the respondents be chosen from the "heavy 

user" category initially. This group will enable the 

museum tc obtain meaningful feedback from a group that is 

receptive to the museum's programs. It will also make the 

focus group research easier to execute the first few times 

it is tried. If possible, a personable individual with 

some experience dealing with groups of people should be 

chosen as moderator. 

The focus group should meet in a well-ventilated, 

roomy and comfortable environment. The moderator should 

establish a relaxed mood and generally begin the meeting 

by offering the respondents light refreshments and con

versing in "small talk." After approximately fifteen 

minutes the moderator essentially calls the group to order 
3 

and has each person introduce themselves. The reason for 

the meeting is then established and "ground rules" are 

given in general terms. A general question is asked and 

each participant responds in an unstructured manner. It 

(January 1976) : 11-15; Fred D. Reynolds and Deborah K. 
Johnson, "Validity of Focus-Group Findings," Journal of 
Advertising Research 18 (June 1978): 21-24; and George J. 
Szybillo and Robert Berger, "What Advertising Agencies 
Think of Focus Groups," Journal of Advertising Research 19 
(June 1979): 29-33. 

"̂ If possible, the entire meeting should be tape 
recorded for future reference. 
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is the moderator's responsibility to lead the group discus

sion. Specifically, he or she should limit answers to a 

certain time period, probe when answers appear to need 

expansion and make sure that all participants get an oppor

tunity to speak. It is equally important that the moderator 

not "beg the question" or "lead" an answer in any way. 

There are many excellent sources on panel moderation and 

focus group procedures. The writer suggests that these 

sources be consulted before the inexperienced begin the 

focus group process. The important goal to remember is 

that you are trying to obtain unsolicited, unstructured 
4 

answers from the panel members. 

The focus group moderator should lead the group 

from general questions about museums into a specific dis

cussion about the Texas Tech (or any other) museum. Using 

data obtained from attribute ranking procedures, the 

moderator may want to probe as to how the panel feels about 

the Tech Museum in relation to their "ideal" of a museum. 

Another possibility would be to seek the group's impressions 

For further information on panel moderation and 
focus group procedures see: P. H. Berent, "The Depth 
Interview," Journal of Advertising Research 6 (June 1966) 
32-39; Alfred E. Goldman, "The Group Depth Interview," 
Journal of Marketing 26 (July 1962): 61-68; S. A. 
Richardson, B. S. Dohrenwend, and D. Klein, Interviewing 
(New York: Basic Books, Inc., 1965); Russell T. Kelley 
Company Limited, "The Royal Ontario Museum Focus Group 
Research Results," Hamilton, Ontario, November, 1977; and 
G. H. Smith, Motivation Research in Advertising and 
Marketing (New York: McGraw-Hill Book Co., 1954). 
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of museum ideas for future programs. To maximize the 

effectiveness of focus groups, it is recommended that 

the process take no more than 45 to 6 0 minutes. 

After obtaining in depth information from the 

heavy user category, it is recommended that programs be 

devised to appeal to this group in such a way that they 

would be encouraged to visit the museum more often. After 

programs targeted for the heavy user group have been imple

mented and evaluated, similar procedures should be carried 

out to determine the in depth attitudes of the medium user 

group. Lastly, the light user group would be researched 

to determine future courses of action. 

Summary 

The writer's objective has been to encourage museum 

administrators to follow a practical methodology for bring

ing more visitors into a museum. The overview of museum 

surveys was designed to condense the available literature 

and to outline audience research procedures used to date. 

Using this information, museum personnel can then choose 

the methodology best suited to their individual situations. 

A thorough analysis of the historical data showed 

that much "first-level" data exists. Most of this informa

tion, however, has not been properly utilized to determine 

who the museum visitor is, and more importantly, how he or 

she can be reached and "sold" on coming to a museum more 
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often. Using basic principles of marketing research, the 

author outlined a "museum plan" which can be adapted to 

any museum (large or small). The plan can be expanded as 

circumstances and/or resources dictate. 

It is hoped that the procedures and techniques pre

sented in this thesis will help museums maximize the effec

tiveness of their audience surveys. The steps used to 

analyze the Texas Tech Museum's data identified both the 

unique and typical characteristics of its audience. These 

procedures: (1) field or sampling controls, (2) editing, 

(3) coding, (4) tabulating, (5) refining categories and 

(6) summarizing statistics; will enable an administrator 

to gather valuable information about his or her museum. 

A knowledge of visitor demography, attitudes and 

needs can serve many useful purposes. The expenditure of 

funds for educational programs, exhibits and future ex

pansion needs to be based on current visitor data. New 

programs and exhibits should then be tested to see if 

they are effective. This is easily accomplished by data 

coding questionnaires when a new program is instituted. 

The data from these questionnaires can then be checked 

against "bench mark" information to identify any changes 

in the museum's audience. 

Opportunities for increasing visitor frequency 

and broadening a museum's appeal can also be identified 

by using the procedures outlined above. Museum surveys. 
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like the one conducted by the Museum of Texas Tech Univer

sity, have shown that both persons from large m.etropolitan 

areas and small rural communities participate in museum 

events. Visitors from all age, educational and occupational 

groups get involved in museum programs. The writer, how

ever, emphasizes that all museums have their own unique 

"market." They should, therefore, be treated individually. 

The Texas Tech Museum is an example of this principle. 

While the Tech Museum appears to be "small" compared to 

other museums in Boston, New York, etc., it plays an im

portant role in the culture of West Texas. Because of the 

agricultural-based economy, the large traveling distances 

between market areas and the university community, the 

Texas Tech Museum and its audience take on distinct char

acteristics. A museum must identify its own visitors 

before it can maximize the effects of its publicity and 

its appeal. Finally, and perhaps most importantly, a 

museum cannot claim accountability until it knows who it 

is serving and what services its public desires. 

As stated at the beginning of this thesis, museums 

must be responsive to the needs of their members and their 

market. The plans developed in this paper purport to help 

museums accomplish this goal. With proper information from 

those individuals using their institutions, it is the 

writer's view that museums will continue to be viable, 

appealing communicative vehicles of knowledge. 
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TABLE 1 

THE ULSTER MUSEUM VISITOR SURVEY^ 

Royal Milwaukee 
Ulster Ontario Public 
Museum Museum Museum 

Age of Visitors 

Less than 14 30% 
14-19 27 
20-29 18 
30-39 12 
40-49 7 
50-59 3 
6 0 and over 3 

Occupations of Visitors 

Unskilled/Semi-skilled/ 
Manual 20% 30% 11% 

Skilled Manual 12 12 
Clerical 5 5 8 
Professional 12 10 9 
Student 30 25 22 
Others 10 22 34 

^Table was compiled from, Philip S. Doughty, "The 
Public of the Ulster Museum: A Statistical Survey," Museums 
Journal 68 (June 1968): 1-25. 

Approximations. 

^Includes skilled manual workers. 



96 

THE BOSTON MUSEUM 

TABLE 2 

OF FINE ARTS VISITOR SURVEY^ 

Educational Level 

Less than High School 
High School 
Some College or 

Other Training 
Current undergraduate 
College Graduate 
Post Graduate Degree 

Age of Visitors 

0-16 
16-20 
21-25 
26-30 
31-35 
35-40 
41-50 
51-60 
6 0 and over 

Occupations of Visito: 

Art Related 
Student 
Teacher/Professor 
Professional 
Manager/Proprietor 
Clerical/Sales 
Operative/Services 
Housewife 
Retired 
nn^amoloved 

Winter 
Audience 

rs 

6% 
7 

20 
20 
26 
22 

1% 
20 
22 
15 
8 
7 

14 
8 
6 

7% 
31 
12 
15 
3 
8 
6 

13 
3 
3 

Summer 
Audience 

4% 
7 

12 
12 
32 
21 

2% 
11 
33 
21 
12 
9 
7 
4 
2 

8% 
35 
11 
14 
4 
5 
4 
8 
1 
1 

Boston 
Metropolitan Area 

Over 16 Years 

28% 
37 

12 
7 
2 
7 

0.9% 
6.8 
2.7 
9. 0 
5. 0 

17 . 2 
1 c c 15. 5 
24.6 

Other 2 . 4 
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TABLE 2—Continued 

Boston 
Winter Summer Metropolitan Area 
Audience Audience Over 16 Years 

Reason for Visit 

Research 7% 3% 
Specific Collection 16 7 
Permanent Collection 40 42 
Special Exhibition 23 40 
Art Class 4 1 
Lecture/Movie 5 1 

Services Requested 
by Visitors 

Better Directions 24% 50% 
More Diverse Exhibits 11 21 
Greater Comfort 13 33 
Better Access 11 2 
Outreach 9 16 
Publicity 2 
Local Artists 2 
More Information 44 55 

^Table was compiled from, Michael O'Hare, "The 
Audience of the Museum of Fine Arts," Curator 17 (June 
1974): 126-158. 

Estimated by interviewer. 
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TABLE 3 

THE METROPOLITAN MUSEUM OF ART VISITOR SURVEY^ 

Total 
Respondents 

Age of Visitors 

16-25 26% 
26-39 24 
40-49 20 
50-59 16 
6 0 and over 14 

Occupations of Visitors 

Professional/Executive/ 
Artist/Musician/Writer 22% 

Housewife 22 
Student 19 
Teacher 14 
Other White Collar 11 
Retired/Unemployed 8 
Blue Collar 4 

Educational Level 

High School or Less 20% 
Some College 24 
College Graduates 56 

^Table was compiled from, Yankelovich, Skelly and 
White, Inc., "A Study of Out-of-Town Visitors to the Metro
politan Museum of Art," report prepared for The Metropolitan 
Museum of Art, New York, 1975. (Mimeographed.) 
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TABLE 4 

THE NEW YORK STATE MUSEUM VISITOR SURVEY 

Age of Visitors 

7-14^ 
15-24 
25-34 
35-49 
5 0 and over 

NYSM 
Sample 

3% 
31 
23 
30 
13 

NYS 
Census 

16% 
14 
15 
24 
31 

ROM^ 
Sample 

9% 
24 
24 
26 
15 

TORONTO 
Census 

18% 
15 
22 
26 
19 

Student Respondents 

Elementary 
Secondary 
University 

14% 
41 
45 

67% 
24 
9 

35% 
19 
46 

79% 
17 
4 

Education of 
Non-Student Visitors 

Elementary School 
or Less 

Secondary School 
University 
Undetermined 

3% 
48 
49 

36% 
47 
17 

16% 
42 
41 
1 

32% 
55 
12 
1 

Occupations 

Professional 
Clerical 
Service 
Agriculture 
Skilled Labor 
Semi-skilled Labor 
Unskilled Labor 

59% 
17 
4 
1 
13 
4 
1 

24% 

27 
12 
1 
13 
19 
4 
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TABLE 4—Continued 

Total First-Time Student 
Sample Visitors Visitors 

Capitol 
District 
Residents 

Reasons for Visit 

See the Exhibits 
Show Friends/Children 
"Something to do"^ 
Part of a Planned 

Program 
Curious 

34% 
27 
22 

12 
5 

38% 
19 
20 

16 
7 

39% 
7 
35 

12 
6 

31% 
34 
25 

6 
4 

Expectations 

General Information/ 
Knowledge 3 9% 

Cultural Enrichment 4 
Educational Exposure 31 
Enjoyment 34 

Table was compiled from. New York State Education 
Department and Janus Museums Consultants, The 1966 Audience 
of the New York State Museum: An Evaluation of the Museum's 
Visitor Program (Albany: University of the State of New 
York, 1968), pp. 8-37. 

Royal Ontario Museum Visitor Surveys 1959-1961. 

^Under-representation of the under 14 year old 
group is attributed to the sampling procedures. 

"Something to do" category includes specific and 
non-specific objectives, 

^Includes some multiple responses. 
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THE SMITHSONIAN VISITOR SURVEY 
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Place of Residence 

ROM^ NYSM^ SI MPM^ 

Museum Area 
Out-of-town 

62% 
38 

48% 
52 

26% 
74 

64% 
36 

First-Time Visitors 24 43 54 

Came Alone 31 24 23 

Age of Visitors 

Under 
15-24 
25-34 
over 3 5 

14 9 
24 
24 
41 

3 
31 
23 
43 

7 
34 
19 
41 

Educational Level 
of Non-Students 

Elementary School 
Secondary School 
College 

16 
42 
41 

3 
48 
49 

2 
28 
43 

11 
58 
31 

Occupations 

Professional 
Clerical 
Service 
Agricultural 
Skilled Labor 
Unskilled 
Student 
Housewife 
Unemployed 
Retired 
Armed Forces 

12 

25 
18 
2 
2 
1 

32 
9 
2 
1 
7 
1 
21 
19 
5 
3 

24 
6 
3 

0.6 
3 

0.2 
12 
19 
0.8 

5 
8 

9 

2 

9 
37 
16 

3 



102 

TABLE 5—Continued 

Smithsonian 
Visitors 

Washington, D.C. 
Census 

OccuDations 

Housewife 
Retired 
Unemployed 
Student 
Professional 
Proprietor/Business 

Executive 
Business 
Sales 
Clerical 
Farm Owner or Worker 
Technical/Semi-Professional 
Skilled 
Service 
Labor/Unskilled 
Military 

19% 
5 

0.8 
12 
24 

2 
3 
3 
7 

0.6 
9 
3 
3 

0.3 
8 

9% 
29 
2 
16 
30 

12 
1 
4 

^Table was compiled from, Carolyn Wells, The 
Smithsonian Visitor (Washington, D.C.: Smithsonian 
Institution, 1970), pp. 66-67. 

^Royal Ontario Museum Visitor Surveys 1959-1961. 

^New York State Museum Visitor Survey 1966. 

^Milwaukee Public Museum Visitor Surveys 195 2-1968. 
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TABLE 6 

SURVEY OF THE CANADIAN PUBLIC: 
LEISURE A C T I V I T I E S ^ 

P a r t i c i p a t i o n i n L e i s u r e 
A c t i v i t i e s 

P e r c e n t 
of Respondents 

Who P a r t i c i p a t e d 

P e r c e n t of Those 
Who P a r t i c i p a t e d 

That d id so 
Frequently 

Watch Television 

Read 

Attend or Participate in Sports 

Hobby/Craft/Art 

Zoos/Parks/Conservation Areas 

Go to the Movies 

Historical Site/Cultural Center 

Museum/Art Gallery/Science Center 

See a Play 

Play a Musical Instrument 

Attend Concert/Musical Event 

97% 

96 

69 

69 

69 

67 

50 

48 

43 

21 

49 

57% 

72 

49 

49 

21 

13 

9 

9 

11 

35 

15 

^Tables 6 through 11 were compiled from, Brian Dixon, Alice E. 
Courtney and Robert H. Bailey, The Museum and the Canadian Public 
(Toronto: Culturcan Publications, 1974), pp. 8-330. 

^Personal Interview Sample of 7,230 Respondents. 
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TABLE 7 

SURVEY OF THE CANADIAN PUBLIC: 
PARTICIPATION VARIABLES 

Occupation of 
Respondents 

Professional 
Executive 
Sales 
Clerical 
Skilled Labor 
Unskilled Labor 
Homemaker/ 

not Employed 
Homemaker/Employed 
Retired 
Unemployed 
Student 

Education of 
Respondents 

Elementary 
Secondary/Some 
Secondary/Graduated 
Technical/Graduated 
University Graduate 
Post Graduate 

Percent of 

Movies 

82% 
68 
73 
80 
68 
65 

56 
70 
24 
61 
90 

Hobbies 

56% 
71 
75 
76 
76 
78 

Museums 

74% 
58 
54 
56 
43 
41 

41 
53 
30 
36 
60 

Museums 

29% 
45 
57 
58 
76 
84 

Canadians 

Historic 
Sites 

75% 
60 
64 
53 
48 
45 

42 
57 
34 
35 
58 

Historic 
Sites 

31% 
48 
58 
63 
76 
82 

who Participated 

Plays 

70% 
48 
51 
a6 
35 
30 

38 
49 
27 
18 
60 

Plays 

27% 
41 
48 
49 
67 
82 

Concerts 

76% 
53 
48 
57 
36 
39 

43 
57 
29 
41 
64 

Concerts 

29% 
48 
57 
53 
72 
88 

. 3. 
in 

Sports 

89% 
80 
88 
79 
75 
68 

49 
68 
40 
72 
90 

Sports 

50% 
73 
73 
75 
84 
85 

P e r s o n a l I n t e r v i e w Sample of 7,230 Responden t s . 
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TABLE 8 

SURVEY OF THE CANADIAN PUBLIC: ATTITUDES 
TOWARD LEISURE A C T I V I T I E S 

T e l e v i s i o n Reading Movies Museum Spor t s Performance 

Relaxing/ 
Exciting^ 87% 

Modern/ 
Old Fashioned 80 

Educational/ 
Entertaining 25 

Expensive/ 
Inexpensive 9 

Rewarding/ 
Unrewarding 60 

I like to do/ 
Don't like 84 

Boring/ 
Stimulating 28 

Always the Same/ 
Different 53 

Sociable/ 
Unsociable 42 

Do very often/ 
Not Often 70 

Convenient/ 
Inconvenient 91 

Easy on the Brain/ 
Hard 88 

For Everyone/For 
Intellectuals 97 

Valuable to me/ 
Not Valuable 58 

85% 

58 

70 

8 

90 

80 

17 

12 

33 

60 

85 

73 

76 

83 

56% 

63 

4 

73 

48 

71 

21 

27 

69 

20 

46 

81 

89 

41 

54% 

49 

81 

19 

82 

66 

29 

45 

72 

8 

29 

74 

61 

62 

15% 

77 

12 

41 

80 

72 

13 

28 

85 

44 

52 

70 

88 

66 

45% 

58 

18 

74 

68 

65 

28 

24 

75 

14 

30 

73 

57 

52 

Represents 87% of the respondents who chose the tern "relaxing" 

over the term "exciting." 
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SURVEY OF THE CANADIAN PUBLIC: 
ATTITUDE VARIABLES 

Relaxing/Exciting 
Modern/Old Fashioned 
Educational/Entertaining 
Expens ive/Inexp ens ive 
Rewarding/Unrewarding 
Like to do/Don't Like 
Boring/Stimulating 
Always the same/Different 
Sociable/Unsociable 
Do often/Don't do often 
Convenient/Inconvenient 
Easy on Brain/Hard 
For everyone/Intellectuals 
Valuable/Not Valuable 

AGE AND ITS EFFECT ON ATTITUDES 

14-19 20-29 30-39 40-49 50-64 65 and 
years years years years years over 

55% 
41 
83 
28 
75 
55 
47 
56 
72 
7 
30 
74 
54 
51 

55% 
54 
86 
20 
87 
68 
27 
44 
76 
8 
37 
76 
64 
66 

57% 
56 
86 
16 
86 
69 
27 
46 
74 
7 
25 
79 
70 
67 

53% 
46 
79 
18 
84 
69 
26 
41 
72 
10 
27 
75 
60 
64 

49% 
48 
75 
14 
82 
70 
19 
42 
71 
9 
27 
73 
61 
66 

42% 
44 
67 
16 
73 
65 
19 
32 
60 
10 
19 
63 
53 
58 

LEVEL OF EDUCATION AND ITS EFFECT 
ON ATTITUDES TOVJARDS THE MUSEUM 

Elementary Some Secondary Post Univer-
or less Secondary Graduate Secondary sity 

Relaxing/Exciting 
Modern/Old Fashioned 
Educational/Entertaining 
Expens ive/Inexpens ive 
Reward ing/Unreward ing 
Like to do/Don't Like 
Boring/Stimulating 
Always the same/Different 
Sociable/Unsociable 
Do often/Don't do often 
Convenient/Inconvenient 
Easy on the brain/Hard 
For everyone/Intellectuals 
Valuable to me/ 

Not valuable 

Represents the percent of the respondents who chose "relaxing 
over the term "exciting." 

44% 
47 
68 
24 
70 
59 
30 
43 
70 
6 
26 
71 
59 

53 

54% 
46 
83 
24 
81 
62 
34 
51 
74 
7 
28 
76 
60 

59 

57% 
50 
86 
15 
88 
70 
24 
43 
75 
9 
27 
78 
61 

68 

r 1 at 

45 
83 
19 
86 
70 
27 
41 
74 
8 
34 
75 
63 

68 

57% 
56 
88 
7 
92 
76 
21 
39 
67 
14 
34 
71 
64 

72 

II 
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TABLE 10 

SURVEY OF THE CANADIAN PUBLIC: CHARACTERISTICS 
OF MUSEUM-GOERS AND NON-GOERS 

Age 

14-19 years 
20-24 years 
25-29 years 
30-34 years 
35-39 years 
40-49 years 
50-64 years 
65 and over 

Occupation 

Professional 
Executive/Manager/Owner 
Sales 
Clerical/other white collar 
Skilled Labor 
Unskilled Labor 
Farmer 
Homemaker only 
Homemaker employed 
Retired 
Student 
Unemployed 

Education 

Elementary/some 
Graduated 

High School/some 
Graduated 

Technical/some 
Graduated 

University/some 
Graduated 

Post graduate/some 
Graduated 

Goer Non-Goer 

22% 
15 
10 
8 
8 
16 
16 
5 

17% 
10 
10 
7 
9 
16 
20 
12 

6 
5 
2 
6 
14 
5 
2 
23 
11 
3 
23 
1 

3 
3 
1 
4 
15 
8 
3 
29 
10 
6 
16 
3 

7 
7 
34 
21 
5 
6 
10 
6 
1 
2 

17 
16 
37 
15 
4 
H 

4 
3 
1 
0 
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TABLE 11 

SURVEY OF THE CANADIAN PUBLIC: DESCRIPTION 
OF A MUSEUM VISIT 

Goer Non-Goer 

Relaxing/Exciting 

Modern/Old fashioned 

Educational/Entertaining 

Expens ive/Inexpens ive 

Rewarding/Unrewarding 

Something I like to do/Don't like 

Boring/Stimulating 

Always the same/Always Different 

Sociable/Unsociable 

Something I do very often/Don't do often 

Convenient/Inconvenlent 

Easy on the brain/Hard on the brain 

For everyone/For Intellectuals 

Valuable to me/Not valuable to me 

56% 

51 

87 

14 

90 

76 

22 

41 

74 

en 14 

33 

77 

67 

73 

49% 

45 

69 

28 

66 

48 

39 

47 

64 

3 

23 

66 

51 

45 

Percentages are the number of respondents who chose the first 
descriptor over the second descriptor. 
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TABLE 12 

SURVEY OF THE FEDERAL REPUBLIC OF GERMANY 

Frequency of 

Museums 
Cinema 
Theater 
Concerts 
Exhibitions/Galleries 
Other exhibitions 
Zoo/Botanical garden 
Popular festivities/ 

Fairs 
Sight-seeing 

Something for everyone 

Never 

45% 
38 
45 
59 
57 
39 
19 

20 
18 

Only for certain people 
Have to know something about 

what you are going to see 
No answer 

Visits to Museums 

Seldom 

29% 
30 
32 
21 
24 
27 
35 

25 
28 

Occasion
ally 

17% 
19 
15 
12 
11 
24 
31 

29 
34 

and Other 

- Fairly 
Often 

6% 
9 
5 
5 
5 
7 
9 

17 
14 

Institutions 

Often 

2% 
4 
2 
2 
2 
0 
L^ 

3 

6 
5 

Attitudes Towards Museums 

Total 
Sample 

52% 
13 

18 
17 

Image of 

Very 
Often 

1% 
1 
1 
1 
1 
1 
0 

3 
1 

Secondary-School 
and 

Museum 

above 

63% 
9 

16 
12 

What does a museum remind you of? 

School 12 
Bank 2 
T h e a t e r 9 
L i b r a r y 16 
M u l t i p l e S t o r e 2 
P a l a c e 30 
Monument 19 
Church 9 
No answer 16 

10 
2 
9 
22 
22 
26 
21 
9 
9 

^Table was compiled from, Manfred Eisenbeis, "Elements for a 
Sociology of Museums," Museum: A Quarterly Review 24, No. 2 (1972): 
110-119. 
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TABLE 13 

THE 1977-1978 ROYAL ONTARIO MUSEUM VISITOR 
SURVEYS: DEMOGRAPHICS^ 

Percentage of Sample 

Types of Groups 
Single 17.5% 
Family Group 31.8 
Group of Adults only 43.8 
Group of children or adolescents only 6.9 

Education: Highest completed level 
Elementary 20.8 
Secondary 34.9 
Community College 7.2 
University 25.4 
Post Graduate 11.7 

Occupation 
Student (in school full time) 29.4 
Professional (Management, Lawyer, etc.) 12.5 
Sales/Trades/Technical 10.1 
Homemaker 9.5 
Office Worker 8.1 
Education 7.8 
Factory Worker/Domestic 5.9 
Community Service (Nurse, Social Worker, etc.) 3.9 
Retired ^-^ 
Media/Advertising/Commercial Arts 3.3 
Unemployed 2.3 
Artist (Musician, Writer, etc.) 2.2 
Agriculture ^'^ 
Other/Military/Self-employed 0.5 

Place of Residence 
City of Toronto 27.3 
Boroughs 21.2 
Commuting Area 15.1 
Rest of Ontario 12.6 
Other Provinces ^'^ 
U.S.A. 15-7 
Other Countries 3.7 

^Tables 13 through 15 were compiled from Exhibits Communication 
Task Force and Urban Design Consultants, Mankind Discovering, vol. 2: 
Evaluations—the basis for planning (Toronto: Royal Ontario Museum, 
1979), pp. 23-61. 
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TABLE 14 

THE 1 9 7 7 - 1 9 7 8 ROYAL ONTARIO MUSEUM VISITOR 
SURVEYS: IJ4AGE AND FREQUENCY 

V i s i t o r s ' P e r c e p t i o n s of ROM's Purpose P e r c e n t a g e of Sample 

Educate 
Preserve and exhibit the past 
Community service/Cultural center 
Entertain 
Display 
Research 
Repository 
Show art/art history 
Show past, present, future 
Show Canadiana 
Show foreign objects 
Other 
Do not know 

49.9% 
42.4 
11.4 
10.1 
2.9 
2.9 
1.9 
1.6 
1.2 
1.2 
0.8 
0.8 
2,8 

Frequency of Visits 
in Last Year 

None 
1-2 times 
3-5 times 
6-10 times 
11 or more 

Members 

5.6% 
7.9 
17.4 
15.7 
53.4 

Non--Members 

44.2% 
28.4 
16.2 
5.3 
5.9 

All Repeat Visitors 

42.1% 
27.4 
16.3 
6.0 
8.2 

^Total number of members answering this question was 178. 

^Total number of non-members was 3,113. 

'A total of 3,291 or 67.7% of the sample (4,861) were repeat 
visitors. 
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TABLE 15 

THE 1977-1978 ROYAL ONTARIO MUSEUM VISITOR 
SURVEYS: REASONS FOR VISITING 

Total Sample 
(n=4861)^ 

Members 
(n=178) 

Non-members 
(n-4693) 

Reasons for Visiting 

Tourist 

Child/School related 

In area 

Weather 

Tour/Film 

Social 

Special Exhibit 

Planetarium 

Services 

Resource/Library 

No Reason 

35.4% 

8.6 

6.9 

6.7 

2 .8 

2 .7 

2 .6 

1.0 

0 .5 

0 .5 

34.2 

10.7% 

10.7 

15.7 

5 .1 

9 .0 

4 .5 

5.6 

0.0 

8.4 

1.7 

32.6 

16.8% 

7.4 

4 . 3 

5 .2 

2 .0 

2 .0 

2 .2 

0 .8 

0 .2 

0 .5 

26.0 

Stands for the number of respondents in this category. 

^Question was open-ended and allowed more than one answer. 
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THE 197 9 TEXAS TECH MUSEUM AUDIENCE SURVEY 
MONTHLY SAMPLE 

113 

Respondents Respondents Total 
Indoor Museum Outdoor Museum Sample 

Month 

October 

November 

December 

Total 

82 or 30% 

80 or 29% 

111 or 41% 

273 or 57% 

56 or 27% 

2 or 0% 

152 or 72% 

210 or 43% 

138 or 29% 

82 or 17% 

263 or 54% 

483 or 100% 

Residence of Respondents 

Lubbock 

Within a 120 mile radius 

Outside 120 miles 

55% 

17% 

27% 

54% 

10% 

55% 

31% 

^The 120 mile radius was chosen because it is the approximate 
boundary of a five hour, round trip to the museum. It was felt that 
this would be an average maximum driving time for a one day trip. 
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TABLE 17 

THE 197 9 TEXAS TECH MUSEUM AUDIENCE SURVEY: 
AGE OF RESPONDENTS COMPARED TO 

THE GENERAL POPULATION 

a 
Age Total Sample Lubbock County Population 

Under 10 7%^ 19.5% 

10 - 17 31 21.9 

18 - 24 25 12.7 

25 - 34 17 12.8 

35-44 7 10.6 

45-54 6 9.2 

55-64 5 7.1 

65 and over 3 6.3 

^Texas, Employment Commission, Annual Planning Report; Lubbock, 
Texas Standard Metropolitan Statistical Area (Lubbock County), June 1976 
Table 1. 

^Texas Tech Museum data are rounded off to the nearest whole 
percent. 
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TABLE 18 

THE 197 9 TEXAS TECH MUSEUM AUDIENCE SURVEY 
EDUCATIONAL LEVEL OF RESPONDENTS COMPARED 

TO THE GENERAL POPULATION 

Educational Level 

Elementary School 

Junior High School 

Senior High School 

Technical/ 
on-job training 

Other 

College 

Graduate School 

Total Samp 

16% 

15 

15 

4 

2 

25 

9 

le 

Respondents 
Not Currently 

Students 

1.4% 

2.8 

16.2 

7.9 

2.3 

69.4^ 

Persons 
Over 25 

a 
Lubbock County 

26%^ 

46" 

12^ 

28^ 

Current Texas Tech 
Students 14 

^U.S., Department of Labor, Manpower Administration, Data Sys
tems and Reports, Region IX, Summary tianpower Indicators for Lubbock 
SMSA in Texas: 1970 Census of Population, Table 5, p. 7. 

^Includes persons with 0-8 years of schooling. 

'^Includes persons completing 1-4 years of high school. 

'^Vocational training of men 16-64 years old. These persons are 

counted twice. 

^Includes persons with some college and higher. 

Includes persons with 1-4 years of college. 
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THE 197 9 TEXAS TECH MUSEUM AUDIENCE SURVEY: 
OCCUPATIONS OF RESPONDENTS COMPARED TO 

THOSE OF THE GENERAL POPULATION 
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Occupational Groups 
Total 
Sample 

Non-Student 
Respondents 

Lubbock 
a 

County 

Educators 3.8% 

Professional/Managers/Administrators 

Agriculture 

Craftsmen/Foremen 

Sales/Clerical 

Operatives/Laborers/Service 

Students/Elementary 

Students/Secondary 

Students/College 

Retired 

Military 

Housewife 

Other/Unemployed/No response 

12 

1 

3 

7 

3 

15 

20 

18 

3 

2 

5 

5 

25 

3 

7 

15 

7 

6 

5 

9 

10 

2 1 . 1 

3.7 

12.2 

27.6 

31.5 

^.S., Department of Labor, Manpower Administration, Data Sys
tems and Reports, Region IX, Summary Manpower Indicators for Lubbock 
SMSA in Texas: 1970 Census of Population, Table 9, p. 11. 

^Includes all teachers, professors, counselors and librarians. 

'Includes only elementary and secondary teachers. 
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THE 1 9 7 9 TEXAS TECH MUSEUM AUDIENCE STUDY: 
BACKGROUNDS OF THE RESPONDENTS COMPARED 

TO THE GENERAL POPULATION 

R a c i a l and E t h n i c Groups Respondents Lubbock County' 

Mexican-American 

Asian 

Black 

American-Indian 

Anglo 

Have we left you out? 

Other 

11% 

1 

2 

2 

79 

5 

17%^ 

75 

Texas, Employment Commission, Annual Planning Report: Lubbock, 
Texas Standard Metropolitan Statistical Area (Lubbock County), June 1976, 
Table 1. 

These percentages for Lubbock County are not significantly 
different than those of the 1970 Census of Population. See U.S., 
Bureau of the Census, Census of Population: 1970, General Social and 
Economic Characteristics Final Report, PC (1)-C45 Texas, pp. 481, 676. 
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TABLE 21 

THE 197 9 TEXAS TECH MUSEUM AUDIENCE SURVEY 
COMPOSITION OF VISITING GROUPS 

"Who are you visiting with?" Respondents 

Family or Friends 82% 

Club, class or other group 11 

Alone 7 
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TABLE 22 

THE 1979 TEXAS TECH MUSEUM AUDIENCE SURVEY: 
EFFECTIVENESS OF MUSEUM PUBLICITY 

"How did you hear about the museum?" Respondents 

Word-of-mouth 56% 

Radio Advertising 5 

Other 36^ 

Newspaper Advertising 8 

Television Advertising 6 

Comments included road maps, magazines, "I live in 
Lubbock," and "Saw it from the road." 
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TABLE 23 

THE 197 9 TEXAS TECH MUSEUM AUDIENCE SURVEY 
VISITING FREQUENCY DURING THE PAST YEAR 

"How many times have you visited this 
museum since September, 1978?" None 1-5 6+ 

Indoor Museum 33%^ 58%^ 9%̂  

Outdoor Museum 41 53 

To be read: 33% of the respondents, visiting the 
Indoor Museum, were doing so for the first time. 

t_ 

To be read: 58% of the respondents, visiting the 
Indoor Museum, have visited it 1-5 times since September, 
1978. 

^To be read: 9% of the respondents, visiting the 
Indoor Museum, have visited it at least 6 times since 
September, 1978. 
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THE 197 9 TEXAS TECH MUSEUM AUDIENCE SURVEY 
FACTORS AFFECTING RESPONDENTS' VISITING 

FREQUENCY, RESIDENCE 
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None 1-5 6+ 

Lubbock 

Indoor Museum 

Outdoor Museum 

20%' 

31 

66% 

61 

13%^ 

Within a 120 Mile Radius 
of the Museum 

Indoor Museum 

Outdoor Museum 

36% 

51 

59% 

47 

5% 

2 

Beyond 120 Miles 

Indoor Museum 

Outdoor Museum 

58% 

72 

39% 

27 

% 

^To be read: 20% of the respondents from the city 
of Lubbock, who were visiting the Indoor Museum, were doing 
so for the first time. 

^To be read: 66% of the respondents from the city 
of Lubbock, who were visiting the Indoor Museum, had visited 
it 1-5 times since September, 1978. 

^To be read: 13% of the respondents from the city 
of Lubbock, who were visiting the Indoor Museum, have 
visited it at least 6 times since September, 1978. 
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TABLE 25 

THE 197 9 TEXAS TECH MUSEUM AUDIENCE SURVEY: 
FACTORS AFFECTING RESPONDENTS' VISITING 

FREQUENCY, AGE 

None 1-5 6+ 

,a -,,„b .,x 
Indoor Museum 23% 71% 6% 
Outdoor Museum 51 45 

10-17 
Indoor Museum 
Outdoor Museum 

18-24 
Indoor Museum 
Outdoor Museum 

25-34 
Indoor Museum 
Outdoor Museum 

35-44 
Indoor Museum 
Outdoor Museum 

45-54 
Indoor Museum 
Outdoor Museum 

55-65 
Indoor Museum 
Outdoor Museum 

65 and Over 
Indoor Museum 
Outdoor Museum 

17% 
35 

48% 
58 

36% 
50 

52% 
48 

28% 
43 

33% 
28 

78% 
82 

68% 
58 

49% 
39 

58% 
49 

33% 
39 

69% 
54 

56% 
61 

17% 
12 

15% 
7 

3% 
3 

6% 
1 

15% 
12 

3% 
3 

11% 
11 

5% 
6 

^To be read: 23% of the respondents under the age of 10, who 
were visiting the Indoor Museum, v/ere doing so for the first time. 

^To be read: 71% of the respondents under the age of 10, who 
were visiting the Indoor Museum, had visited it 1-5 times since 
September, 1978. 

"TO be read: 6% of the respondents under the age of 10, who 
were visiting the Indoor Museum, have visited it at least 6 times since 
September, 1978. 
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TABLE 26 

THE 197 9 TEXAS TECH MUSEUM AUDIENCE SURVEY 
FACTORS AFFECTING RESPONDENTS' VISITING 

FREQUENCY, EDUCATIONAL LEVEL OF 
NON-STUDENT RESPONDENTS 

None 

Elementary School 
Indoor Museum 
Outdoor Museum 

Junior High School 
Indoor Museum 
Outdoor Museum 

Senior High School 
Indoor Museum 
Outdoor Museum 

Technical/On-the-Job Training 
Indoor Museum 
Outdoor Museum 

1-5 6+ 

50% 
50 

20% 
100 

36% 
53 

33% 
50 

50% 
50 

80% 
0 

47% 
33 

67% 
44 

0% 
0 

0% 
0 

17% 
14 

0% 
6 

College 
Indoor Museum 
Outdoor Museum 57 40 

Graduate School 
Indoor Museum 
Outdoor Museum 48 

55% 
50 

9% 

To be read: 50% of the non-student respondents, with an ele
mentary school education, who were visiting the Indoor Museum, were 
doing so for the first time. 

To be read: 50% of the non-student respondents, with an ele
mentary school education, who were visiting the Indoor Museum, had 
visited it 1-5 times since September, 1978. 

"TO be read: 0% of the non-student respondents, with an ele
mentary school education, who were visiting the Indoor Museum, had 
visited it 6 or more times since September, 1978. 
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TABLE 27 

THE 1979 TEXAS TECH MUSEUM AUDIENCE SURVEY: 
FACTORS AFFECTING RESPONDENTS' VISITING 

FREQUENCY, RACIAL OR ETHNIC 
BACKGROUND 

None 1-5 6+ 

Mexican-American 
Indoor Museum 
Outdoor Museum 

Asian 
Indoor Museum 
Outdoor Museum 

Black 
Indoor Museum 
Outdoor Museum 

American-Indian 
Indoor Museum 
Outdoor Museum 

Anglo 
Indoor Museum 
Outdoor Museum 

Have We Left You Out? 
Indoor Museum 
Outdoor Museum 

22% 
57 

0% 
25 

11% 
78 

20% 
20 

36% 
47 

33% 
40 

69% 
43 

75% 
75 

22% 
11 

60% 
60 

57% 
48 

60% 
53 

9% 
0 

25% 
0 

67% 
11 

20% 
20 

7% 
5 

7% 
7 

^To be read: 22% of the Mexican-American respondents, who were 
visiting the Indoor Museum, were doing so for the first time. 

^To be read: 69% of the Mexican-American respondents, who were 
visiting the Indoor Museum, had visited it 1-5 times since September, 
1978. 

^To be read: 9% of the Mexican-American respondents, who were 
visiting the Indoor Museum, had visited it 6 or more times since 
September, 1978. 
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TABLE 28 

THE 197 9 TEXAS TECH MUSEUM AUDIENCE SURVEY 
FACTORS AFFECTING RESPONDENTS' VISITING 

FREQUENCY, OCCUPATIONAL GROUP 

None 1-5 6-1-

Educators 
,a. o-Tu/b / a/C Indoor Museum 59% 37% ^^i 

Outdoor Museum 62 35 

Professional/Managers/Administrators 
Indoor Museum 
Outdoor Museum 

Agriculture 
Indoor Museum 
Outdoor Museum 

Craftsmen/Foremen 
Indoor Museum 
Outdoor Museum 

Sales/Clerical 
Indoor Museum 
Outdoor Museum 

Operatives/Laborers/Service 
Indoor Museum 
Outdoor Museum 

Retired 
Indoor Museum 
Outdoor Museum 

Military 
Indoor Museum 
Outdoor Museum 

Housewife 
Indoor Museum 
Outdoor Museum 

39% 
57 

50% 
67 

63% 
63 

36% 
39 

63% 
72 

54% 
69 

10% 
40 

36% 
55 

48% 
39 

50% 
33 

25% 
25 

58% 
61 

31% 
14 

46% 
31 

50% 
20 

64% 
45 

13% 
4 

0% 
0 

12% 
12 

6% 
0 

6% 
14 

0% 
0 

40% 
40 

0% 
0 
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TABLE 28—Continued 

None 1-5 6-1-

Other/Unemployed/No Response 
Indoor Museum 35% 55% 107, 'o 
Outdoor Museum 35 55 10 

Student/Elementary 
Indoor Museum 25% 62% 13% 
Outdoor Museum 46 51 3 

Student/Secondary 
Indoor Museum 15% 70% 14% 
Outdoor Museum 28 64 8 

Student/Coliege 
Indoor Museum 41% 59% 0% 
Outdoor Museum 57 43 0 

Student/Texas Tech University 
Indoor Museum 32% 68% 0% 
Outdoor Museum 57 43 0 

To be read: 59% of the educators, who were visiting the 
Indoor Museum, were doing so for the first time. 

To be read: 37% of the educators, who were visiting the 
Indoor Museum, had visited it 1-5 times since September, 1978. 

"TO be read: 4% of the educators, who were visiting the 
Indoor Museum, had visited it 6 or more times since September, 
1978. 
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TABLE 29 

THE 197 9 TEXAS TECH MUSEUM AUDIENCE SURVEY: 
COMPARISON OF THE MUSEUM OF TEXAS 
TECH'S SURVEY DATA WITH OTHER 

MAJOR STUDIES^ 

A§e 
Under 10 
10-17 
18-24 
25-34 
35-44 
45-54 
55-64 
65 and over 

Education of Non-Students 
Elementary School 
Secondary School 
College 

Occupation 
Professional 
Sales/Clerical/ 

Craftsmen/ 
Skilled Labor 

Operatives/Service/ 
Unskilled Labor 

Agriculture 
Housewife 
Student 
Retired 
Other 

Tech 
Museum 

7% 
31 
25 
17 
7 
6 
5 
3 

1% 
30 
69 

18% 

12 

3 
1 
5 
53 
3 
5 

NYSM^ 

3%" 

3i^ 
23 
30^ 

• "f 
13 
• • 

3% 
48 
49 

32% 

18 

1 
1 
19 
21 
3 
5 

SI 

7%" 

34^ 
19 
• • 

• • 

4lS 
• • 

2% 
28 
43 

26% 

12 

.2 

.6 
19 
12 
5 
9 

ROM 
1961 

9%" 

2;^ 
24 
26^ 

• 'f 
15 
• • 

16% 
42 
41 

• • 

• • 

• • 

12% 
18 
25 
2 
3 

ROM 
1977 

• • 

• • 

• • 

18% 
• • 

• • 

• • 

• • 

21% 
35 
44 

30% 

18 

6 
.4 
10 
29 
/ 
4 
3 

Canadian 
Museums 

• • 

22% 
15 
18 
24^ 
• • 

16 
5 

14% 
55 
30 

11% 

22 

5 

Ĵ  34 
23 
3 
1 
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?ABLE 29—Continued 

Tech ROM ROM Canadian 
Museum NYSM SI 1961 1977 Museums 

Place of Residence 
Museum Area 
Out-of-Town 

55% 
45 52 

26% 62% 49% 
74 38 51 

First Time Visitors 37% 43% 54% 24% 32% 

Came Alone 7% 24% 23% 31% 17% 

^Compiled from Tables 4, 5, 10, 13, 14, 16-19, 21 and 24 above. 

^"NYSM" is the New York State Museum survey, "SI" is the 
Smithsonian Institution survey, "ROM 1961" is the Royal Ontario Museum 
1959-1961 surveys, "ROM 1977" is the Royal Ontario Museum 1977-1978 
surveys and "Canadian Museums" is the survey of the Canadian Public. 
Some data were not included in this table because of inconsistent 
categories. 

"under 14 years. 

^15-24 years. 

^35-49 years. 

50 and over. 

^35 and over. 

Includes employed and unemployed homemakers. 
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%ms^ mBH&i^ cT w& 
Your answers to these questions will help us to 
prepare more meaningful exhibits and community 
programs. Please help us to know about you. 

do you live in or near? 

.Under 10 10-17 18-24 25-34 

J35-44 45-54 55-64 65 and over 

^ducaiion ?, Ate 
Elementary Jr. High Sr. High 

Technical/On^ob Training Other College 

Graduate School Current TTU Student 

9t"eSen"f Occupafibn?. 

Mexican-American Asian 

Black American-Indian Anglo Have we left you out' 

Over P/ease..T/i€re's More. 
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\s®K?ca^5)̂  
times have you visited this museum since September, 197S? 

None 1-5 6 -

Museum (indcxDr) 

Planetarium 

Ranching Heritage Center (outdcxir) 

are you visiting The Museum with? 

iamlly or friend(s) alone 

_dub. class or other group 

a member of any of the following? 

.The Decent Guild The Women's Council 

.The Ranching Heritage Association 

.The West Texas Museum Association 

jKnother Museum 

O 

did you hear about The Museum? 

^word-of-mouth newspaper advertising 

radio advenlsing T̂V advertising 

j3ther 
ji{(m You for jour cooperation. 
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^ umw^ ^ ®§?@© 
Sus respuestas a estas preguntas nos ayudaran a preparar 
exposiclones y programas mas signiflcadvos para 
nuestra comunidad. Ayiidenos a conocerlo a usted. 

;En cual o cerca de cual wS^ESoi 

&m/^m JVIenos de 10 anos 10-17 13-24 

J25-34 35-44 45-54 55-64 De mas de 65 

dfducacion? '•A&^ Elemental Jr. High Sr. High 

Tecnico/Aprendiz Otro Universidad 

Escuela Graduada Actualmente Estudiante de TTU 

dOcupadon actual?. 

.M ex icano-Americano Asiatico 

Negro Indlo Americano Anglo ^Pertenece a otra categoria? 

OivueiU a esTa fioja por-favor...Hay al̂ o mas 
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4@MOT^§ 
ueces ha visitado usted este museo desde septtembre de 1978? 

ninguna uez 1-5 6^ 

Museo 

Planetano 

Ranching Heritage Center 

iQm^mw 
estci usted vlsitando El Museo? 

___famllia o amigo(s) solo 

dub. clase u otro grupo 

li^^giftlS) 
un miembro de alguna de las siguientes organizaciones'^ 

T̂he Docenc Guild T̂he Women's Council 

T̂he Ranching Heritage .Association 

T̂he West Texas Museum Association 

^Otro museo 

o 

supo usted acerca del Museo? 

me contaron sobre el anunclo de periodico 

__anunclo de radio publlcidad por TV 

jDtro 
'%JiCm^ CMJMi por so cooperacioo 




