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Visitor	
  Insight	
  East:	
  The	
  programme

• Survey	
  
• Database
• Workshops	
  
• Grants	
  



Survey	
  development

• Focussed
• Robust	
  
• Proven
• Three	
  domains:
– Visitor
– Visit
– Drivers



Survey	
  delivery

• One	
  per	
  group.	
  A5	
  card,	
  or	
  self-­‐print
• Self-­‐complete	
  but	
  respondent	
  ‘actively’	
  selected	
  by	
  
museum	
  staff,	
  Instructions	
  and	
  targets



Sharing	
  and	
  comparing

• Sites	
  agreed	
  to	
  share,	
  also	
  used	
  national	
  and	
  NMAS	
  
data	
  for	
  comparison

• All	
  museum	
  are	
  not	
  the	
  same!	
  Need	
  to	
  compare…



Shared,	
  compared	
  and	
  discussed



Harmonisation

‘Problem’	
  areas
• Definition	
  of	
  ‘local’,	
  ‘day	
  tripper’,	
  ‘tourist’
• Definition	
  of	
  ‘frequent	
  visitor’
• Assessing	
  socio-­‐economic	
  status
• Age	
  (including	
  when	
  using	
  ticketing	
  information)
• Satisfaction



Case	
  studies



De	
  Havilland	
  Aircraft	
  Museum

• Aircraft	
  museum	
  	
  in	
  Herts
• Volunteer-­‐run
• 72%	
  first-­‐time	
  visitors
• Visitors	
  interested	
  in	
  
aircraft	
  >	
  general	
  day	
  out

• AIMS:	
  more:
– Families
– Younger	
  visitors	
  
– Repeat	
  visits



Actions

• Communicated	
  research	
  internally
• Used	
  data	
  in	
  2	
  HLF	
  bids
• 1	
  free	
  admission	
  leaflet	
  given	
  to	
  all	
  
• Other	
  voucher	
  offers	
  in	
  ads
• Increase	
  visiting	
  hours	
  in	
  summer	
  hols
• Rebuilt	
  website



Outcomes	
  and	
  future

• 2	
  successful	
  HLF	
  bids
• 2015	
  best	
  ever	
  season
• Admissions	
  up	
  YoY	
  16%
• Family	
  visits	
  up	
  75%	
  
• Shop	
  sales	
  up	
  YoY	
  25%
• Repeating	
  surveys	
  in	
  2016



Lowewood Museum

• Local	
  authority	
  museum	
  in	
  
Herts

• Strong	
  family,	
  schools	
  &	
  older	
  
visitors

• Only	
  6%	
  of	
  visitors	
  were	
  15-­‐25
• AIM:	
  attract	
  more	
  young	
  people



Actions

• Set	
  up	
  Youth	
  Panel
• Panel	
  of	
  5
• Members	
  make	
  decisions
• Curate	
  1	
  temporary	
  exhibition	
  
p/a



Outcomes	
  and	
  future

• Positive	
  visitor	
  feedback
• Brought	
  in	
  new	
  visitors
• Panel	
  nominated	
  for	
  
Broxbourne	
  Youth	
  Award

• 2016	
  film	
  project
• No	
  visitor	
  numbers



Other	
  examples

• Data	
  used	
  in	
  successful	
  HLF	
  bids	
  
• Marketing	
  messaging	
  changed
• Confidence	
  to	
  increase	
  pricing
• Keeping	
  status	
  quo
• Feeding	
  into	
  promotion	
  of	
  village
• More	
  local	
  advertising
• Creating	
  a	
  film	
  to	
  promote	
  to	
  adults



Success	
  and	
  lessons

• Success	
  factors:
– Benchmarking
– Supported	
  workshops
– Key	
  person	
  championing
– Organisational	
  comms and	
  buy-­‐in	
  

• Lessons:
– Continued	
  support	
  for	
  scheme
– One-­‐on-­‐one	
  support
– Momentum	
  to	
  keep	
  going



Thank	
  you!

• Amanda:
– amb@waitrose.com

• Christina:
– comms@christinalister.co.uk
– www.christinalister.co.uk
– @christinalister


