
Museum
impact
assessment
A practical guide

Prepared for SWMLAC by Colin Mercer,
Cultural Capital Ltd

SOUTH WEST MUSEUMS LIBRARIES & ARCHIVES COUNCIL





Museum
impact
assessment
A practical guide

A report prepared for the South West
Museums Libraries & Archives Council
by Colin Mercer, Cultural Capital Ltd

August 2004

Funded by SWMLAC’s Museum Development Fund, part of the Museums, Libraries
and Archives Council’s Renaissance programme to transform regional museums.



Contents
Introduction 5
Who is this guide for? 5
What does this guide do? 5
How does this guide work? 6

1 The key policy agendas and the knowledge base 7
1.1 Active citizenship: personal and community development 7
1.2 Museums, literacy and community involvement 8
1.3 Capital investment: human, social, cultural...and economic 9

2 The top layer: what we know about museums and their impacts 11
2.1 Numbers that count: the quantitative baseline 11
2.2 Figures that add up: the qualitative baseline 12
2.3 Using the top layer of the toolbox 13

3 The middle layer: applying tools to the specific situation 14
3.1 Visitor evidence 14
3.2 Virtual visitors 16
3.3 Market purchase evidence: direct and ancillary spending by museum visitors 16
3.4 Recognition and profile evidence 17
3.5 Gathering, marshalling and analysing the evidence 17

4 The bottom layer: making the case in a strategic context 19
4.1 The well-being factor 19
4.2 The quality of life factor 20
4.3 The lessons and implications: linking it locally 22
4.4 Summary and Conclusion 25
4.5 Checklist to quantitative and qualitative questions and indicators 25

Appendices 27
Appendix 1: Cultural capital and social capital 27
Appendix 2: Social grade categories and population distribution 28
Appendix 3: Sample expenditure questionnaire 29

End notes 30

Acknowledgements

Thanks are due to many people and organisations for assistance in the completion of this guide. First and foremost they
are due to the museums of the Districts of South Hams and Teignbridge in South Devon for providing both invaluable
experience of the constraints – and, more importantly, the potential – of community based museums, and for the
necessary reality checks which prevented the Guide from being more ambitious than it needs to be. There were six
museums which I visited – or with whom I consulted directly – during the preparation of this Guide. These were, in
alphabetical order, the Cookworthy Museum of Rural Life in Kingsbridge, Dawlish Museum, Newton Abbot Town and 
Great Western Railway Museum, Teignmouth and Shaldon Museum, Totnes Museum, and The Valiant Soldier in
Buckfastleigh. The Curators, Board Members and volunteer staff of these museums provided timely and appropriate
advice and feedback to me on what sort of ‘toolbox’ would best suit their needs, and what they needed the tools for in
often constrained circumstances. Attendance at two of the Combined Museums Group meetings for these districts in late
2003 and early 2004 at which I presented both the outline of the project and its first draft, were crucial sounding boards
for what was needed.

Susan Eddisford, Museums Development Officer for South Hams and Teignbridge, and Doff Pollard, Arts Development
Officer for Teignbridge District Council also provided valuable and strategic guidance, a practical orientation, and policy
wisdom in the development of the Guide. Commentary provided on the final draft by ‘critical fiends’ Tamsin Daniel,
Museums and Heritage Officer for Penwith District Council in Cornwall, and David Tucker, County Museums Advisor,
Dorset County Council, was timely, focussed, and extremely helpful. Finally, thanks are due to the SWMLAC staff – 
Sam Hunt, Robin Bourne and Rhiannon Johns - who initiated and oversaw the project in a longer than expected 
gestation period.

Colin Mercer
August 2004



Introduction

Who is this guide for?

This Guide has been produced to help curators, Museum Development Officers and local
authority community officers, assess the impact of – and make a case for – the role and
contribution of smaller museums. We hope that this guide will also be useful for other museums
and heritage attractions, libraries and archives in compiling evidence for community plans,
performance assessment and supporting grant applications.

What does this guide do?

The Guide aims to provide tools, methodologies, and a robust and persuasive evidence base,
to construct and sustain a case for the role of museums in a variety of contexts. These include:

Their Economic impact and significance

Their Social impact and significance

Their Cultural impact and significance 

Local plans and policies including cultural and community strategies

The Guide has been designed to address the following questions.

How can we prove, for example, to a financially constrained local authority, that museums
are not only good at attracting visitors but that they also attract a diversity of visitors across
all socio-economic and ethnic groups? That museums are playing an important role in
strategies for social inclusion, in the active recognition and celebration of cultural diversity, 
in bringing together old and new residents in a distinctive community hub and lively 
drop-in centre?

How can we prove that museums play a fundamental role in the quality of life of a
community? That museums can and do serve to enhance the ‘image’ of a place for
residents, visitors and businesses?

How can we prove that museums play important roles in imparting skills, developing
community capacity, re-discovering forgotten or hidden community assets, acting as
learning, innovation and discovery centres for all ages and groups? That museums
provide part of what has been called a ‘parallel education system’ for all ages and for
lifelong learning outcomes?

How can we position museums strategically in the context of local authority cultural and
community strategies and find indicators and other measures that will enable them to be
recognised as a vital community resource? That museums can provide a vital resource in
strategies for neighbourhood renewal and regeneration, in inward investment strategies, 
in fostering new forms of citizenship and affiliation?

All of these questions can be answered by providing a coherent conceptual framework for
analysing, understanding and advocating the importance of museums and by developing
indicators and other measures which will enable a robust and locally specific case to be made
for museums in the context of the ‘headline’ facts and figures in Section 2 of this Guide.

What all of this means, in practical terms, will be explained as you work through the Guide.

At the end of the Guide (end of Section 4) we provide a checklist of quantitative and qualitative
questions – and the indicators and impacts to which they point. You might want to look at this
now to give you a sense of where we are heading.

Why and how we are heading there is explained in more detail in the next section.
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How does this guide work?

The Guide works in a number of ways, recognising that different kinds of arguments and
evidence about the impact and significance of museums will need to be marshalled to meet
specific requirements of individual funding bodies and local circumstances.

The Guide is divided into four sections. In Section 1 we scan the field of available knowledge
and research to see what sort of evidence base is emerging, what sorts of questions are being
posed and, most importantly, what are the key policy drivers for these questions.

In sections 2 to 4 we look at the information, data and some templates which can be used to
produce evidence to enable more systematic reporting of performances to demonstrate impact
and support advocacy.

It may be helpful to see this section of the Guide as a cantilevered toolbox with three layers:

At the end of the Guide there is a generic checklist of the sorts of questions that need to be
asked in order to evaluate the economic, social and cultural impacts of museums from which,
according to circumstances, you can ‘pick ‘n mix’ for your own purposes. This is followed by
four appendices providing examples of relevant research, explanation of social grade
categories, and two ‘template’ questionnaires that can be adapted for impact assessment for
quantitative economic and qualitative purposes.
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The key policy agendas and the
knowledge base

1.1 Active citizenship:
personal and community development

Let’s start to build the case by considering the results of national research in the field which has
begun to identify the role of museums in the areas of both personal development and
community development. Here we are dealing with social impacts – an area which is not
currently well-served with hard data and evidence but in which new and interesting work is
developing.

Research has identified the importance of museums in the area of personal development
including, as part of Inspiring Learning for All framework, a series of Generic Learning 
Outcomes (GLOs):

Increase in knowledge and understanding

Increase in skills

Change in attitudes or values

Evidence of enjoyment, inspiration and creativity

Evidence of activity, behaviour, progression

Related research, often using an ‘anecdotal’ approach to museum stakeholders, also provides
evidence of the role of museums in:

Community empowerment

Influencing and assisting disadvantaged and socially excluded groups

Promoting healthier communities

Tackling unemployment

Tackling crime

Penwith District Council in Cornwall has also included ‘Increasing Social Activity’ to their menu
of impact indicators for museums to engage the high levels of rural isolation experienced by
many people. In an extensively rural region such as the South West, this is an important
indicator.1

These areas constitute what we can call the active citizenship agenda for museums: the ways in
which museums can actively assist in enabling people to form – and reform – their identities,
gain a sense of being part of a wider community or society, recognise and understand the
distinctive and complex heritages of a community, and develop capacities for the stewardship of
community values, assets and resources. 

These are some of the key areas that we will be investigating in this Guide but first we need to
build a stronger and more robust case – an evidence base – for the impact of museums that is
both verifiable and persuasive to all stakeholders and especially to policy and funding agencies.
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1.2 Museums, literacy and community involvement

We can start to build the case here – and the conceptual framework by means of which it can
be understood – by looking at some examples of research which are of direct relevance to
museums and which provide harder evidence of both personal and community development
impacts of museums. One such example is provided by the OECD’s Programme for
International Student Assessment (PISA) which has identified various ‘cultural policies’ as
important in increasing student literacy.

For our purposes the most important cultural factor is ‘Participation in cultural activities’. This is
defined as ‘How often a museum or art gallery was visited, an opera, ballet or classical
symphony attended or live theatre watched in the preceding year’ and, according to a major
survey undertaken by the OECD, this

...explained 5.7% of the variation in reading performance across the Organisation for Economic
Co-operation and Development, with a rise of 18 literacy points for each unit increase in the
participation index. For the UK there was a 70 point difference between average literacy
performance of students in the bottom national quarter of cultural participation and those in the
top quarter. A one unit rise in the cultural participation index is associated with an increased
literacy score of over 29 points.

(Department for Culture Media and Sport (DCMS) Research Strategy to 2005-06)

It is clear that this sort of research is being taken fairly seriously as providing ‘robust’ evidence
by the DCMS. But what it simply means is that there is a direct and positive connection
between levels of cultural participation and literacy skills which is persuasive and which, in policy
terms, matters.

This connection between cultural participation and literacy levels matters, especially in the
strategic context of an increasingly knowledge-based society and economy and the
connections between cultural opportunity and participation (cultural capital) and other capacities
and competencies which can be understood as strategic. As another OECD report The
International Adult Literacy Survey (2000) puts it:

...reading literacy is an important influence on the likelihood of being employed and enjoying
higher salary levels. Most importantly, reading literacy levels can help predict how well people
do in the labour market over and above what can be predicted from their educational
qualifications alone. Thus... for people aged between 26-35 years working in the business
sector, the probability of having a white-collar high-skilled job for someone with only medium
qualifications rose from two-in-five with a reading literacy score of 200 (at the low end of the
scale) to four-in-five with a (high) score of 400. 

(DCMS Research Strategy to 2005-06)

What does this mean? Not quite the campaign or promotional slogan – ‘Come to the museum
– get a better job!,’ but we can begin to see some possibly fruitful and policy-relevant
connections emerging between museum participation and key policy concerns such as skills
development relevant to an increasingly service and knowledge-based economy and society.
There is an indication in this extensive body of research that a case can be made for the
strategic potential of museums in both personal skill development and in economic viability 
and sustainability. 

Museums are an important part of a community-based ‘creative infrastructure’ which enables
new capacities and competencies to be developed that enhance the formal skills developed in
the mainstream education system. This is sometimes called the development and acquisition 
of cultural capital – an important concept for our purposes to which we will return below but
also a reminder that museums form an important part of what we call above the ‘parallel
education system’.

Personal skills development, contributions to the new economy, community development and
well-being: these are three very important directions in which, in principle, indicators can be
developed to make the case for museums. Perhaps here we are a little closer to another
campaign slogan: ‘Come to the Museum – Build a Better Community!’
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We can see from this research that it is possible to make strong and persuasive connections
between the role of the museum (a cultural policy area) and wider policy objectives in economic,
educational, social and even environmental policy. This is what is sometimes called ‘joined-up
thinking’ or, in operational terms, ‘joined-up government’. It is a cross-cutting logic which will be
increasingly important in consolidating and developing the role of smaller museums as
multifaceted institutions at community level. 

For this purpose we need some relevant conceptual tools to produce new types of
‘indicators’. One of these is the concept of ‘capital’ – not just economic but also
human, social and cultural.

1.3 Capital investment: human, social, cultural ... 
and economic

What we are dealing with here is the way in which museums can contribute various forms of
‘capital’ – human, social, cultural...and economic, to community life. 

Let us explore this concept of ‘capital’ a little further now to see how it may assist, as a
concept, in evaluating the impacts of museums and enabling us to ask the right sorts of
questions about their role and function.

Recent research, including work by MLA connected to Inspiring Learning for All, has begun to
identify the ways in which cultural participation produces various forms of ‘capital’. These are
normally described as ‘human capital’, ‘social capital’, and ‘cultural capital’ and the argument is
that these are as important, in evaluating the well-being and sustainability of societies as the
more traditionally understood economic capital.

Human capital, for example, can be defined as ‘the individual and personal skills and
resources created and developed by participation in the arts and cultural activities’ and relates
to specific contributions or outcomes such as:

Improving participants’ social and human communication skills and confidence

Improving participants’ analytical and problem-solving skills

Improving participants’ organisational and planning skills

Developing participants’ creative talents

Developing participants’ social awareness

Social capital has been described as ‘...the processes between people which establish
networks, norms, social trust and facilitate co-ordination and co-operation for mutual benefit’
and relates to specific contributions or outcomes such as: 

Improving communication of ideas, information and values

Improving understanding of different cultures and lifestyles

The development of new networks, bonds and forms of affiliation.

Cultural capital is a relative newcomer to the scene and can be defined as ‘cultural resources
and the ways in which they are used for both personal and community development’. While it is
closely related to social capital it is not the same. It does, however, tend to determine the quality
of social capital in a community and its sustainability as in the correspondence between cultural
participation (cultural capital) and, for example, community volunteer rates (social capital) which
has been demonstrated in major research undertaken in Canada (see Appendix 1)
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Cultural capital can make a significant contribution in a number of areas including:

Contributing to social cohesion by bringing people together

Encouraging partnerships and collaborative projects

Promoting intercultural understanding

Building organisational skill and capacities

Helping people to gain control over their lives, form their identities, and become active
citizens

Celebrating the distinctiveness of communities and transforming negative perceptions

What all of the bullet-pointed factors above point to is the possibility of asking new types of
questions about the ways in which museums can and do: 

contribute to building strong, resilient and cohesive communities 

help to develop and sustain a skill base in the community

empower people in both personal and wider social terms

confer a distinctive sense and pride of place; and,

ultimately contribute to the economic well being and sustainability of the community.

With that background and those new conceptual tools -and some of the questions which they
pose – in place, let’s now start with the top layer of the toolbox.
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The top layer: what we know about
museums and their impacts

2.1 Numbers that count: the quantitative baseline

Included in this layer of the toolbox is a range of facts, statistics and indicators that can be used
to make a general case for the impact and significance of museums. For the purposes of
museums, reasonable extrapolations and inferences from the figures can be made, for example,
to position museums on mainstream agendas such as tourism development, regeneration and
audience reach and development.

Museums in local authority, trust or charity, private or other non-government ownership
accounted for 54% (nearly 36 million) of all visits to museums in the UK in 2001. Combined,
these smaller museums outstrip the percentage of visitors to national museums (46% or 30.5
million) by 8%.

There are 510 museums in the South West (about 21% of the UK total).

Between 1989 and 2001 the trend in numbers of visits to museums and galleries increased
by 10% compared to 7% for all UK attractions.

On the last national count (2001), there were more than 66 million visits recorded to museums
in the UK. 5.5 million of these visits (8.3%) were to museums in the South West. More recent
regional research, undertaken in 2003, puts the museum visitor figure in the South West
(including the Channel Islands) at 6 million.

22% of the UK adult population visits a museum at least once a year. 

A survey conducted by the Arts Council and Resource in 2001 showed that 37% of people
resident in the South West had visited a museum (not necessarily in the South West) at least
once in the previous 12 months.

Visiting a museum/art gallery is the fifth most popular cultural activity2 for English residents
with 35% participating.

The UK Tourism Survey in 2001 showed that the South West enjoys the highest number of
visits of any region by UK tourists in England, to ‘artistic and heritage attractions’,
outstripping even London.

Cultural tourism – involving trips motivated by cultural attractions and events – now accounts
for some 37% of global travel (265 million international trips in 2003) and around 50% of
European travel choices. This is a market in what has been called ‘knowledge-based
tourism’, which is growing at around 15% per annum.

Cultural tourists ‘spend more and stay longer’. National research shows that tourists visiting
heritage attractions stay longer than those visiting cities or the seaside. European cultural
tourists spend, on average, £260 per trip.

In the UK, the Visit Britain website3 states that “Arts and cultural tourism is one of the fastest
growing areas of tourism demand; in Britain it is already worth nearly £5 billion (estimate) 
a year.”

The South West also enjoys the highest percentage of visits to/uses of museums per 1000
population (a Best Value Indicator). This is more than 4 times the percentage for London and
nearly twice that of the South East.
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2.2 Figures that add up: the qualitative baseline

The figures given above already provide us with some useful ‘ammunition’ to make a case for
the role of museums. They demonstrate, in quantitative terms, that museums large and small,
play an important role as popular visitor attractions but they don’t tell us much about the ‘why’
factor of museums and how they might differ, for example, from amusement arcades or
standard theme parks. To engage that issue, we need more qualitative information – information
which tells us more about the harder to measure but equally important aspects of why people
go to museums and what they learn and take away from the experience. 

This sort of information can be taken from more extensive survey work such as that undertaken
by MORI on Regional Hub museums for the Museums, Libraries and Archives Council in 2003.
This research found, for example, that parents view museums as ‘one of the most important
resources for educating their children and as one of the most trustworthy sources of objective
information’. 

The research shows that:

80% of parents believe that museums are a very important resource for educating their
children;

85% of parents believe visits to museums should be part of the national curriculum;

32% of all museum visits are made by children;

86% of respondents thought that museums are particularly effective at inspiring curiosity
among their visitors and 83% thought that they were effective at imparting new knowledge
and understanding;

more than 66% of visitors to Regional Hub museums said they felt inspired by their visit and
60% said their visit had ‘moved’ them;

more than 90% of visitors to Regional Hub museums agreed that museums are places where
their children can learn things that they do not in the classroom; and,

nearly 80% of visitors agreed that museums help them to understand more about their local
area and its people.

The questions that generate these answers can also be modified for the purposes of smaller
museums in order to demonstrate both attitudes and outcomes in relation to the educational
potential of museums. The survey report and questionnaire is available on the MLA website at
www.mla.org.uk.

If this is the parental view of the educational role of museums it is equally the case that teachers
and pupils value highly the role and contribution of museums. In a major survey of the Phase
One Regional Hub Museums – including the South West – research by the University of
Leicester Research Centre for Museums and Galleries (RCMG) undertaken in 2003 found that:

72% of teachers were very satisfied and a further 24% were satisfied with their visit (220 of
the total sample of 936 teachers were from the South West);

95% thought that regional museums were important or very important for their teaching;

the first term of Renaissance in the Regions investment (Autumn Term 2003) saw a 28%
increase in the number of schoolchildren visiting museums in Phase One Hubs;

45% of teachers visiting the Phase One Hubs are doing so for the first time; 

73% of teachers believe their pupils are learning new subject-specific facts thanks to their
museum visit; 

94% of teachers attending a museum activity see it as directly linking to the National
Curriculum, and,

46% of school visits were from schools located in wards classified as among the 20% most
deprived in England.

While this research was done for Regional Hub museums and the resources available to smaller
museums are considerably less, there are lessons and ‘indicators’ from this work which will be
of use to museums in measuring their educational and social inclusion role at community level.
We will unpack this argument below.
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2.3 Using the top layer of the toolbox

The quantitative and qualitative figures above may seem remote from the daily realities and
necessities of running a smaller museum but they do, in fact, indicate important trends which
can be translated and used at a local level.

What are these indicators and trends and how can they be used at local level? 

The tools in this part of the toolbox can be used for developing a general argument about the
role and significance of museums based on extrapolations from national and regional figures. It
can plausibly be argued on the basis of existing quantitative evidence, that, 

in aggregate, smaller museums attract more visitors than larger regional and national
museums;

there is an upward national trend in visits to museums over other possible attractions;

there is a potential ‘market share’ and audience for your museum of at least 20% of the
population or 1 in 5 people;

South West museums have a very significant role to play in tourism in general, and ‘high
yield’4 cultural tourism in particular; and,

people in the South West are more likely to visit museums than those in other regions and
there is therefore a stronger regional ‘propensity to invest’ in the social and economic role 
of museums.

It can also plausibly be argued on the basis of existing national and regional data that:

a visit to a museum by parents and children can be a significant educational experience in
itself and likely an important and valued complement to the child’s formal educational
curriculum;

a visit to a museum by teachers and students may yield lasting educational benefits in
developing subject-specific skills and the more general educational outcomes identified by
OFSTED, for example, in deeper subject understanding, spiritual and cultural development,
and standards of work and presentation;

museums can provide the resources and opportunities for imparting new educational
content, beyond the formal constraints of the classroom, to students from deprived schools
and wards and other socially excluded groups; and,

museums often have the content and skills to introduce culturally diverse materials and
experiences to young and older visitors.

But can you prove any of these assertions?

Using the ‘tools’ from this level of the toolbox it is possible to begin to construct a case and an
evidence base for the actual and potential impact of small museums in both quantitative terms
(numbers of people, size of the market, actual and potential economic impact on the local
community through tourism, increasing pedestrian footfall, etc.), and in qualitative terms
(contribution to educational objectives, skills development, social inclusion and cultural 
diversity agendas)5.

But to build up from and consolidate the case for museums we need to move to the second
layer of the toolbox.
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The middle layer: applying tools 
to the specific situation
From the ‘general purpose’ tools in the top layer of the toolbox we now move to the middle
layer where we will need to use more specific tools which are fit for purpose in the context of
museums either individually or, preferably, in collaboration.

The general purpose tools discussed above have already pointed up some of the ways in which
more focussed work needs to be done at local level. At a minimum, this includes various forms
of counting and, at a maximum, it requires more or less sophisticated forms of survey work to
be undertaken both on and off site. From the minimum to the maximum these techniques and
tools will include the following elements.

3.1 Visitor evidence

Most museums undertake visitor counts based on the issuing of single or combined tickets or,
where admission is free, through manual counting by staff and volunteers. This is very important
baseline data and allows visitor trends to be measured from month to month and from season
to season.

It is increasingly important, however, from both economic impact and social inclusion points of
view, to gather more information on the demographics of visitors including:

Gender

Age

Ethnicity

Postcode and/or place of residence and/or address

Occupation

Income band where possible

(Note: to avoid problems with the Data Protection Act, it is not necessary to get the name of
visitors or their precise address)

Fairly simple survey forms can be devised and either provided to visitors for self-completion
(perhaps with an incentive like entry into a raffle based on the number of the survey form
deposited at the exit) or through staff and volunteers interviewing people – or a sample of
visitors – on exit from the museum. As long as you are counting the total number of visitors, a
sample of surveys into the more detailed demographics of visitors will suffice. This could be 20-
40% of visitors on any given day. Most national opinion polls, for example, are based on a very
small national sample of 1-2,000 people. 

It is, of course, desirable where possible, to get assistance in the drafting of the survey forms
and their analysis. Your Museum Development Officer or SWMLAC can help here.

Beyond the total head count what sort of impact evidence might this sort of survey work give
you? These are several:

Distribution of visitors by gender, age and ethnicity which will give you both ‘market share’
information and where it might be improved and data relating to social inclusion agendas
(who is coming and who is not).

Distribution of visitors by geographical location which will give you relevant data on the ratio
of local to regional to national and international visitors. This will be relevant to making the
case of the contribution of small museums to local and regional tourism and postcode data
can also be used, in many cases, to indicate the socio-economic status of visitors, especially
when they are from urban areas in the UK. This will help to engage the social inclusion
agenda in identifying which groups are not using your museum – and lead on to questions
and reflection about why they are not using it.
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Distribution of visitors by socio-economic status as given by occupation (which can be
broken down into the Social Grade categories A,B,C1,C2,D,E – the definition of these is at
Appendix 2) and by income band. People may be reluctant to disclose a definite income but
an income band of, say £10-20,000, £20-30,000, etc is normally acceptable. Visitors to South
West museums (as in all regions), tend, on the evidence of national research, to be most
heavily clustered in the higher professional and managerial groups (A,B) and only marginally
represented in the lower social groups (D,E) as shown in the diagram below. This chart can
be used as a template against which to measure your own survey results and will enable you
to address questions such as:

How can you improve your appeal to the less represented social groups?

How can you capitalise on the fact that a certain percentage of your visitors are from
specific social groups?

How can you enhance your profile and image and increase your market share of visitors.

This system of classification is increasingly being replaced by ACORN, a geodemographic
information tool largely based on postcodes which is more nuanced and differentiated in its
system of classification than the occupational A,B,C1,C2,D,E system. ACORN comprises 56
sub-categories ranging from ‘Affluent Mature Professionals’ at the top of the scale to 
‘Multi-ethnic crowded flats’ at the bottom. These are organised into 5 main categories: 
‘Wealthy Achievers’, ‘Urban Prosperity’, ‘Comfortably Off’, ‘Moderate Means’, ‘Hard Pressed’.

Information on this system of classification (which indicates the importance of collecting
postcode information in your surveys) can be found at www.caci.co.uk/acorn/acornmap.asp

Free registration is available at this site and this will enable you to get an ACORN classification
for your postcode area. It should be noted, however, that as this system is postcode based
(rather than on individual occupations) it tends to work better in areas of higher population
density and is not so useful for more dispersed rural populations.
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3.2 Virtual visitors

Many people first make contact with a museum electronically or remotely through the World
Wide Web, via email or by a telephone inquiry, and it will be important – and not too onerous –
to make sure you keep a log of web ‘hits’ if you have a web site. It would be a good idea to
include some sort of registration feature on your web site which asks people just to enter some
basic information on where they are viewing your web site from.

With emails it is often possible, from the domain name and the internet service provider (ISP) to
identify anonymously the source of the email by country and other relevant information may be
contained in any email ‘signature’. Keep a log of these too to demonstrate your ‘virtual
audience reach’.

With telephone inquiries a log should also be kept which does not have to include the name
and address of the inquirer but can note both salient demographics (gender, approximate age,
location) and information on the content of the call – opening hours, location, or a research
inquiry for example.

3.3 Market purchase evidence: direct and ancillary
spending by museum visitors

From an economic impact point of view, it will be important in making the case for museums to
demonstrate that they can produce additional economic impacts (sometimes called ‘multipliers’)
to the community beyond the revenues (if any) generated by admissions. 

These direct and indirect economic impacts take a number of forms:

Money spent on transport getting to the museum (including spend on parking – usually a
direct revenue for local authorities)

Money spent on accommodation in order to visit the museum (among other attractions)

Money spent on food and other subsistence requirements while visiting the museum

Money spent on purchases in the museum

Money spent on purchases in nearby shops, etc

It may be possible to add questions relating to these issues to your general survey form of
visitors discussed above in an ‘omnibus survey’ approach. Or you can administer this survey
separately. 

Results from surveys such as this can provide hard and persuasive evidence to local decision
and policy makers (many of whom will be local business people) that beyond the direct
economic impact of small museums in terms of numbers of people employed, turnover, etc.,
there is an important level of indirect impact produced by what is normally called ‘ancillary
spending’. A visit to a small museum by a family group of 3 for example might produce:

A direct economic impact of, say, £5 in admission charges; and,

An indirect economic impact in the form of ancillary spending in the local economy of, 
for example:

£2-5 in local transport costs to the museum

£5-10 on purchases in the museum

£5-10 on purchase of meals

£5-10 on purchases in local shops

A portion of any expenditure on accommodation, say £20 depending on the length of stay
and the place of the museum in the itinerary

Thus, for a direct expenditure of £5 (or nothing in many cases), there is a ‘leverage’ or
‘multiplier’ effect of ancillary or indirect spending of, in this case, up to £55. It can be less but it
can also be more. A sample questionnaire for asking these sorts of questions is at
Appendix 3.
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These are important ‘bottom line’ calculations for local decision makers, especially in an area
where – as in most of the South West region – tourism is a major economic sector in its own
right and where regeneration of local high street and retail economies is high on the agenda.

It is especially important in these types of survey to be able to identify where visitors come from
and if they are locals or tourists/day visitors. Money spent by tourists and day visitors from
outside the area (especially if they are from outside the region or from overseas) is ‘new money’
coming into the area and can therefore be calculated as an ‘export’ and a real contribution to
the economic value of an area. 

3.4 Recognition and profile evidence

Another source of evidence for the impact of small museums is the survey – often a random
survey in the street or other public places where people gather – which evaluates the level of
recognition of a museum by locals and visitors. This can be a very straightforward and quick
survey which asks questions such as:

Do you know of/have you heard of the xyz museum?

(If yes to the above) Have you been there?

(If yes to the above) How did you learn about it?

Did you enjoy the experience?

Would you go there again?

To residents you can also ask:

How important to your community is the museum? (You will often find that even though
residents may not visit the museum they like to know it is there and that it has a role as a
source of pride and local identity)

Again, this sort of information can be very useful in determining impacts in terms of both
tourism potential and appeal to/recognition by local residents and can (in a slightly longer
survey) be cross-tabulated against demographics and used for both internal evaluation and
external advocacy purposes. 

3.5 Gathering, marshalling and analysing the evidence

This might sound like a lot of work to staff of the smaller museums and, properly done, it is
more than they can – or should – undertake on their own. Credible survey work is labour
intensive and, ultimately, to be persuasive, has to be subject to some methodological scrutiny
and rigour in design, application and analysis if the evidence base is to be acknowledged as
robust. There are a number of ways in which these issues can be addressed:

by pooling resources with other small museums in your local authority or museum specialist
area or in a regional context to undertake a general survey with ‘bespoke’ and customised
local versions for each museum;

in collaboration with local Further Education and Higher Education institutions with research
and teaching programmes in arts, cultural, leisure, events and tourism areas as field study
work for students;

by working with your local tourism /economic development/ regeneration agencies and
getting questions on museums included in any surveys they commission from commercial
agencies for marketing and evaluation purposes; and,

by persuading the relevant regional agencies (Arts Council England South West, Culture
South West, South West Regional Development Agency (SWRDA), Higher Education
Regional Development Agency – South West (HERDA-SW), that ‘museums count’ in a range
of policy contexts from social inclusion through cultural tourism to inward investment and
quality of life and we need to know more about their role, significance and impact for the
region’s policy priorities.
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A collaborative research and survey initiative involving a number of smaller museums with
‘bespoke’ surveys for each of them is much more likely to gather data which can be considered
sufficiently robust as an evidence base for policy and sufficiently persuasive for advocacy
purposes.

What sort of key evidential impact indicators would you be looking for in this sort of work? The
following checklist will help to guide you in this.

Quantitative indicators

Number of actual and virtual visitors, demographics and percentage change over a given
time frame

Number of repeat visitors and demographics in a given time frame

Direct and indirect expenditure by visitors

Qualitative indicators

Recognition and profile evidence for the museum

Reasons for visiting the museum (‘input’ evidence)

Rating of the museum experience (‘throughput’ evidence); and, crucially,

Outcome evidence (learnt something new, used the visit for a school project, social and
family history, contribution to sense and pride of place, community and environmental
knowledge and stewardship, professional research, etc)

An expanded checklist based on these indicators is at the end of this Guide.

In current policy regimes demonstrable and tangible outcomes are particularly important
indicators, especially when they are related to mainstream policy agendas in education and
skills development, social inclusion, cultural diversity, sustainable tourism, and economic
regeneration. The more information you are able to gather on outcomes the better. This should
be factored into any survey design. (See Section 5.2 – The Quality of Life Factor – below for
examples of ‘Generic Learning Outcomes’ identified by MLA’s Inspiring Learning for All project).

What can you do with the results of this sort of survey work? How can you apply them
persuasively at community level in order to connect the contribution and impact of the museum
to wider agendas? Posing these questions takes us to the bottom level of the toolbox.
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The bottom layer: making the case in 
a strategic context
At this level of the toolbox we look in more detail at how impact evidence can be used and how
the connections can be made with local agendas in the areas of well-being, quality of life and
learning development. This section is specially focussed on the tools and impact evidence
relevant to the development of community strategies and the potential role of museums in that
context.

4.1 The well-being factor

In the wake of the Local Government Act 2000 and other initiatives at national level, there is a
new policy context at local level which opens doors for smaller museums to demonstrate their
contribution, as a cultural institution, to wider and increasingly mainstream policy and planning
contexts. 

There are three key features of this policy context.

Feature 1: Local government’s power of wellbeing.

What this means is that local government ‘now has the power to tackle quality of life issues
through pursuing the economic, social and environmental well-being of its community’ (DCMS,
2004:7). According to the Local Government Association (LGA):

The well-being power is a significant resource and freedom for authorities to use in order to
improve public services, and encourages councils to look beyond their immediate service
delivery responsibilities to the wider economic, social and environmental well-being of their
areas. (LGA,2003)

The power of wellbeing was introduced in the Local Government Act 2000 and forms part of
the government’s modernisation agenda for local government. It is associated, in particular, with
the development of new forms of community leadership and it is recognised that new
opportunities to use the power are emerging with the development of community strategies
which now also include and incorporate cultural strategies. It is a power which is also
beginning to emerge in tangible forms as Local Strategic Partnerships (LSPs) firm up their
agendas, often with a strong cultural component and representation. It is a power, in other
words, which encourages ‘joined up thinking’ at local level and the mobilisation of all resources
– including cultural – towards well being and moving beyond narrower and sectoral agendas.

Feature 2: The Shared Priorities

The Local Government Association has agreed with central government a number of shared
public service delivery priorities leading to tangible improvements in some of the most
challenging and cross-cutting areas of public policy and requiring both partnership and a
‘joined-up’ approach to policy and service delivery. The shared priority areas are:

Raising standards across our schools

Improving the quality of life for children, young people and families at risk

Promoting healthier communities and narrowing health inequalities

Creating safer and stronger communities

Transforming local environments

Meeting local transport needs more effectively

Promoting economic vitality of localities
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Commenting on the role of cultural services in contributing to the Shared Priorities, the LGA
notes that:

...the flexible and cross-cutting nature of cultural services has been recognised by many local
authorities and has enabled them to continue and deliver innovative culture projects which
impact across authorities’ objectives...Research by the LGA shows that nearly 99 per cent of
local authorities with a community strategy said that cultural services were included and did
contribute to their community strategy, and that 25 per cent of those thought that they made a
considerable contribution. (LGA, 2004:7)

There are many examples of how this is happening in two important recent publications which
you will find it useful to consult:

Local Government Association, January 2004, Cultural Services and the Shared
Priorities (available for free download at www.lga.gov.uk in the ‘publications’ section)

DCMS, June 2004, Leading the Good Life: Guidance on Integrating Cultural and Community
Strategies, prepared for the DCMS by Creative Cultures (available for free download from
www.culture.gov.uk ).

Feature 3: Changes in Comprehensive Performance Assessment

Comprehensive Performance Assessment for local authorities is undergoing changes in both
name and substance6. The 2005 CPA round ‘will focus more on the community leadership role
of Councils and the activities that councils undertake over and above their service delivery
obligations’ (DCMS,2004:8). This is likely to enhance the opportunities and profile for the cultural
contribution to well-being given that the emphasis is:

...on work that seeks to bring about improvements in the quality of life and which can only be
secured through multi-agency working. Community strategies [now incorporating cultural
strategies] are seen as the ‘natural vehicle’ for the broader community leadership role and
partnership working and CPA assessments will be shaped around them. (DCMS, 2004:8)

What does all of this mean for museums?

It means that doors are opening and opportunities are emerging for small museums to assert
confidently their contribution to these agendas and demonstrate their active contribution to an
area’s quality of life.

4.2 The quality of life factor

‘Improving the quality of life for the people of this country is perhaps the most important duty 
of government’

John Prescott, MP, Quality of Life Counts, 1999

There can probably be no clearer statement of the importance of quality of life than this but
what is ‘quality of life’ and how can museums contribute to this agenda? Quality of life is closely
linked, as a set of measures, to sustainable development in economic, social and environmental
terms, and the actual and potential role of small museums in this context can best be
demonstrated through a range of examples provided by the DCMS publication Leading the
Good Life: Guidance on Integrating Cultural and Community Strategies.

This publication notes that ‘the common emphasis on major quality of life concerns in a wide
array of governmental and non-governmental bodies, provide further opportunities for exploring
integration of cultural development...with a wide range of partners and sectors’ and cites the
following examples relevant to the situation of museums in a wider and more strategic quality of
life context:
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A new measure of child poverty proposed by the Department of Work and Pensions will
include lack of access to leisure, hobbies, swimming and other cultural activities as an
indicator of deprivation

Following the Government’s Living Spaces- Cleaner, Safer, Greener strategy...the Office
of the Deputy Prime Minister has announced an £89 million Liveability Fund to fund new
approaches to public space use and improvement as a key element in quality of life

The Countryside Agency is supporting partnership schemes in association with
Government departments and has produced a Local Strategic Partnership and
Community Strategy rural checklist to aid rural LSPs in their integration work

The Green Paper Every Child Matters (DfES, 2003) acknowledges the need for
Government and local authorities to provide a wide array of structured and unstructured free
time activities for children and young people

The establishment of Crime and Disorder Partnerships and Strategies for all areas gives
a basis for cultural activity and provision to make a positive contribution to diversionary
activity for young people in particular

The DCMS has prepared a consultation document on Culture and Regeneration (available
for download at www.culture.gov.uk), to promote a greater understanding of how economic,
physical and social benefits can result from a wider investment in culture

MLA’s Inspiring Learning for All initiative aims at providing a way for museums, libraries
and archives to demonstrate their excellence in supporting socially and culturally relevant
opportunities for learning. It aims to address the barriers for under-use of resources, to reach
the diverse communities they would like to be serving

(DCMS, 2004:10)

This final point under Inspiring Learning for All helps us to summarise the contribution which
museums – often in strategic collaboration with libraries and archives – make, perhaps most
importantly, in the learning context.

Inspiring Learning for All focuses on four core ‘targets’ and principles:

PEOPLE – Providing more effective learning opportunities

PLACES – Creating inspiring and accessible learning environments

PARTNERSHIPS – Building creative learning partnerships

POLICIES, PLANS, PERFORMANCE – Placing learning at the heart of the museum, archive
or library

Inspiring Learning for All will help practitioners to:

Review and improve the quality of what museums, archives and libraries do and demonstrate
their excellence

Increase the museum, archive or library’s focus on learning

Enhance the learning capability of both the staff and the organisation

Support and enhance lifelong learning programmes

Bring together museums, archives and libraries to improve services

Enhance governing bodies’ understanding of the learning agenda 

Use engagement in Inspiring Learning for All as a lever for funding

Develop links with other practitioners for benchmarking services 

Integrate evaluation of learning outcomes into other standards or quality assurance schemes

Create a common language and guidelines for working with partners
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In the longer term, it will enable museums, archives and libraries to demonstrate how they
contribute to:

improving attainment levels in the formal education sector

increasing learning abilities, skill levels, employability and enterprise in communities

adding value to social inclusion, economic regeneration and other agendas

Detailed information on this initiative is available on the website at
http://www.inspiringlearningforall.gov.uk

For the purposes of this guide the five key Generic Learning Outcomes (GLOs) are important.
These are:

Increase in knowledge and understanding

Increase in skills

Change in attitudes or values

Evidence of enjoyment, inspiration and creativity

Evidence of activity, behaviour, progression

Inspiring Learning for All is targeted at the wider museum, library and archive sector. It provides
many useful pointers, indicators and ways of measuring impacts which are of direct relevance
to smaller museums.

4.3 The lessons and implications: linking it locally

Well-being, shared priorities, quality of life, learning outcomes. These new agendas –
and opportunities for museums to demonstrate their impact – are now well-embedded in
national, regional and local policies, priorities and plans. They provide a new focus for ways in
which the impact of a museum can be assessed and demonstrated. 

The ability of museums to engage with their local authority community strategy will provide a
crucial opportunity for museums to position themselves and to make the case for their ongoing
contribution to the quality of life and well-being of an area, especially when the case is backed
by hard and robust evidence from users and other stakeholders.

There is no shortage of examples of the ways in which smaller museums are actively and
innovatively engaging with these new agendas and developing initiatives – from social inclusion
to cultural diversity – which demonstrably contribute to wider policy and planning objectives. A
selection of exemplar projects from smaller museums from the SWMLAC Exemplar Database
provides some practical examples. A simple questionnaire can be used to gather evidence.

COOKWORTHY MUSEUM OF RURAL LIFE – LOCAL HERITAGE RESOURCE CENTRE 

PURPOSE: To provide local access to copies of archival sources held at the Devon Record
Office in Exeter and promote a sense of community by allowing local access to local records.

OBJECTIVES: To generate an Access database to the collection; to upgrade
microfilm/microfiche equipment; to create a pleasant environment for historical research.

PROJECT THEMES: Family history; Intellectual access; Lifelong learning; Local history

DARTMOUTH MUSEUM – TRAVELWISE FAMILY ACTIVITY PACKS

PURPOSE: To raise awareness of the Devon TravelWise Campaign (sustainable travel) among
children and families using museum, library and archive material.

OBJECTIVES: To devise a series of activities that introduce young children and families to the
idea of limiting car use and using other alternative ways to travel through museum collections
and library and archival material.

PROJECT THEMES Audience development; Citizenship; Community projects; Health;
Intellectual access; Lifelong learning; Literacy; Local history, Environment & sustainability
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NEWTON ABBOT TOWN & GWR MUSEUM – 
POLISH FOLK ART EXHIBITION AND THE STORY OF ILFORD PARK

PURPOSE: To raise awareness of diverse cultures within the town. To link the Folk Art Exhibition
and story of Polish home with the Folk Dance group performing in the town.

OBJECTIVES: To enable the town to relish its contacts with other world cultures – i.e. Polish
Folk Art and Music. To provide a chance to link the 3rd generation Poles within the town and
their culture through the exhibition and a folk Dance Group from London. 

PROJECT THEMES : Audience development; Community projects, Creativity, Cultural diversity;
Emotional access; Family history; Intellectual access; Lifelong learning; Local history

TIVERTON AND MID DEVON MUSEUM TRUST – VIRTUAL VICTORIANS

PURPOSE: To provide an online learning resource, based on the museum collection, which
would provide a snapshot of life in Victorian study in a regional context.

OBJECTIVES: To provide improved understanding by theming objects, archive and
photographic material and linking them to the National Curriculum

PROJECT THEMES : Intellectual access; Lifelong learning; Local history; Study support

COTSWOLD MUSEUMS SERVICE (CORINIUM MUSEUM) – 
BLOCKLEY REMINISCENCE PROJECT

PURPOSE: The Museum Service has a collection of over 500 photographs of Blockley. The
Service has scanned 300 of these on to its on-line database (www.cotswold.gov.uk/museum).
Museum staff will take laptops to Blockley where residents will be shown how to use the
equipment. Enabling them to access the database, view the imagery, comparing then to now
and reminiscing – sharing memories. This will motivate interaction with other residents and allow
the Museum Service to expand its records of this community, using oral history as interpretation
for an on-line village exhibition.

OBJECTIVES: To provide access to the Blockley photographic archive held by Cotswold
Museum Service, and collected by Blockley Antiquarian Society. To promote the use of the
archive as a local history resource. To encourage members of the community to share their
memories and experiences, and stimulate discussion. To stimulate a sense of community and
shared history among the residents of Blockley. To encourage the community to research its
local history. To encourage the use of ICT and the Internet as a resource for learning.

PROJECT THEMES : Intellectual Access, Lifelong Learning, Local History, Oral History.

JOHN MOORE COUNTRYSIDE MUSEUM (TEWKESBURY) – 
TUDOR LIVING HISTORY PROJECTS

PURPOSE: This project is a joint initiative between ourselves and the Education Department of
the Gloucestershire County Record Office. The project involves hiring the services of
professional historical interpreters to run Tudor Living History Workshops for primary and junior
schools. These workshops are based on the will of an actual 16th century silk merchant which,
is produced as a resource pack for schools by the Education Officer of the County Record
Office. Using this pack, our interpreters recreate the household as it is inventoried and teach
pupils about aspects of the lives of the Tudor Merchant class. The workshops take place in the
museum’s outstation, The Merchant’s House, a restored 15th century timber-framed house

OBJECTIVES: To improve the museum’s ability to share its potential with schools as a resource
for learning about life in the Tudor period. To provide schools with a truly unique learning
opportunity, not provided anywhere else within Gloucestershire. The project brings together
archival resources, architectural resources, accurately reproduced material culture and first
person interpretation. The project aims to forge even closer working relationships between the
museum, the education department of the county record office, and primary and junior schools
in Gloucestershire and surrounding counties..

PROJECT THEMES : Audience Development, Community Projects, Education Policies, Local
History
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SCIENCE MUSEUM, WROUGHTON (WILTSHIRE) – ABILITY TO DRIVE

PURPOSE: To work with disabled people and their organisations to interpret the museum’s
collection of personal transport for disabled people and create a temporary exhibition.

OBJECTIVES: To explore the technological and social development of personal transport for
people with a mobility impairment. To target under represented audience groups and to show
how the hidden collections at Wroughton can be drawn upon to create such exhibitions.

PROJECT THEMES : Audience Development, Emotional Access, Intellectual Access, Social
Inclusion, Physical Access.

WALLSWORTH HALL (TWIGWORTH, GLOS) – 
DIVERSITY FESTIVAL: A CELEBRATION OF CHINESE CULTURE

PURPOSE: To make collections accessible to the Chinese community (an ethnic minority in
Gloucestershire of less than 1500 people); provide an opportunity for the local Chinese
community to share their culture with a wider audience; to give the Chinese community an
opportunity to contribute to museum programme and to help link nature and Chinese culture
and tradition.

OBJECTIVES: offer range of events during a one week period to include: special displays and
all Chinese items in collection to be put on display (supported by handling sessions); hands-on
sessions with Chinese artists for adults; activities designed specifically for children; workshops
for school students with special needs; an exhibition of items belonging to the local Chinese
community; film showings of Chinese artists at work; Chinese artist in residence.

PROJECT THEMES : Audience Development, Community Projects, Cultural Diversity, Social
Inclusion.

WHEAL MARTYN MUSEUM (CARTHEW, CORNWALL) – 
WOODLAND SCULPTURE TRAIL

PURPOSE: To create a woodland sculpture trail with local children working with the artist,
during holidays.

OBJECTIVES: To raise awareness of the woodland area around the museum and the historic
environment of the clay area. To encourage families to participate. To encourage non-traditional
use of the museum. To have fun!

PROJECT THEMES: Audience Development, Creativity

(NOTE: This project helped get Wheal Martyn into the Guardian Top 20 Museums. A good way
for an independent museum to reach out to the community.

THORNBURY & DISTRICT MUSEUM TRUST – 
WORK WITH INMATES FROM HMP LEYHILL

PURPOSE: To give work experience to inmates from HMP Leyhill, South Gloucestershire

OBJECTIVES: To catalogue the museum collections onto computer. To maintain the museum
web site. To provide general assistance. To use abilities of inmates to best end.

PROJECT THEMES: Digital Citizenship, Millennium Projects, Social Inclusion
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4.4 Summary and Conclusion

What is happening in these projects, and many others included on the SWMLAC Exemplars
Database?

Museums are actively and demonstrably making the connections with other mainstream
policy agendas in areas such as:

Social inclusion (including physical, intellectual and cultural access and audience
development)

Learning and skills development (especially for socially excluded communities and in a
‘lifelong’ context)

Enhancing citizenship (providing access to the resources of identity and knowledge about
how society and community work )

Cultural diversity (uncovering the histories of diverse and often marginalised or ignored
communities and their contributions to community history and development)

Transport needs and environmental awareness (educating communities in sustainable
transport and stewardship of the natural environment)

Through these examples – and certainly through your own experience and practice – it is not
too difficult to see how museums can connect to the ‘Shared Priorities’, ‘Quality of Life’, ‘Well
being’ and ‘Community leadership’ agendas cited at the beginning of this section as key
opportunities for making the connections and getting museums into the mainstream.

To enable you to do this and to convincingly demonstrate the impacts and contribution of your
museum through consultation and research, we conclude with a checklist of quantitative and
qualitative questions and summarise the indicators that may be derived from this sort of work.

4.5 Checklist of quantitative and qualitative questions 
and indicators

(Indicators and Impacts marked in bold text are directly relevant to the role of museums in
community strategies and the well-being agenda)

QUESTION INDICATORS AND IMPACTS
QUANTITATIVE

NUMBER OF ACTUAL AND ‘VIRTUAL’ Visitor trends year on year
(ELECTRONIC) VISITORS AND THEIR as a gross quantitative indicator
DEMOGRAPHICS – GENDER, ‘Market share’ and audience development
ETHNICITY, OCCUPATION, Social inclusion indicated by demographics
HOUSEHOLD INCOME, LOCATION and audience reach

NUMBER OF RESIDENT VISITORS Role of museum in the life of the community
Contribution to sense of place, local pride 
and identity

NUMBER OF NON-RESIDENT Contribution to tourism as a key economic 
VISITORS sector

Contribution to local hospitality and retail
economies

VISITOR DIRECT AND INDIRECT Direct contributions to the local economy
EXPENDITURE Indirect and ancillary spending related to the

museum visit (transport, purchases,
accommodation, meals, etc)
‘Multiplier effects’ on the local economy
Regeneration effects through factors such as
pedestrian footfall, quality of place and amenity,
capacity to attract and retain visitors
‘economics of amenity’ as a factor in inward
investment
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QUESTION INDICATORS AND IMPACTS
QUALITATIVE

REASONS FOR VISITING MUSEUM Rating of visitor interest in terms of personal
(CROSS-TABULATED WITH interest, professional interest, family history
DEMOGRAPHICS) and genealogy, education, research, rainy day,

etc
Indicators on how access might be improved
for different demographics

RATING OF THE MUSEUM Information on how facilities might be changed,
EXPERIENCE improved, etc

RECOGNITION AND PROFILE Indicators on profile of museum to residents
EVIDENCE and visitors

Information on possible marketing and
‘branding’ of the museum
Indicators of how to work with local press
and/or radio and tourism marketing initiatives

OUTCOME EVIDENCE Learning and skills outcome evidence
Personal and family history evidence
Professional research evidence
Community and environmental knowledge
evidence
Sense and pride of place for local residents
Recognition of cultural diversity evidence
Social inclusion evidence
(usually cross-tabulated with demographics)

Note: This checklist is intended as a guide to the sorts of questions you will need to be asking
and the evidence of impacts to which they can point. It is not intended as a blueprint for a
questionnaire or survey methodology as that will ultimately depend on local circumstances and
the resources available. In other words, this is a generic template indicating the main categories
of questions that need to be asked through research and consultation. They will ultimately need
to be refined and focussed depending on your circumstances and objectives so you can treat it
as a ‘pick ‘n mix’ checklist.
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Appendix 1
Cultural capital and social capital
Correlations between cultural participation and community volunteering demonstrated by
Canadian research

An important piece of international research directly relevant to our concerns with the role of
museums – this time in community life and development – is that undertaken by Sharon M.
Jeannotte of Canadian Heritage (their Ministry of Culture) and based on a large scale survey
undertaken in Canada’s General Social Survey (GSS). This survey investigated the relationship
between cultural participation in various forms and community volunteer rates and found that
‘among those who participated in any kind of cultural activity, the volunteerism rate was 34%
while among those who did not participate it was only 20%’ (Jeannotte, 2002: 9-10). Here is
the relevant table showing the correlations.

SELECTED CULTURAL PARTICIPATION AND VOLUNTEER RATES : CANADA – 1998

Activity Participant volunteer Non-participant
rates (%) volunteer rates (%)

Attended children’s performance 61 42

Attended choral music performance 57 43

Attended dance performance 55 43

Attended classical music performance 52 44

Attended theatre performance 51 38

Attended opera 51 45

Visited commercial art gallery 51 46

Visited science museum 51 44

Attended cultural heritage performance 48 32

Attended popular stage performance 48 32

Attended cultural or artistic festival 47 30

Visited historic site 47 27

Used library 46 29

Accessed the internet 45 29

Visited nature park 42 26

Read book for pleasure 36 22

Went to movie theatre 38 26

Read magazine 37 24

Read newspaper 43 52

We have highlighted here the three activities which are most closely related to visiting a museum
and it is clear that people involved in these forms of cultural participation are more likely by a
factor of between 13-20% to also be actively involved in volunteer work in the community. They
are more likely, that is to say, to be active citizens and it is therefore possible to argue, on a
robust evidence base, that museums are important in the development of active citizenship and
therefore important ‘incubators’ for community development, well-being and quality of life.
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Appendix 2
Social grade categories and
population distribution
A Approximately 3% of the population

Professionals, very senior managers, top level civil servants

B Approximately 20% of the population
Middle managers in large organisations, principle officers in local government and 
civic service, top managers or owners of small businesses

C1 Approximately 28% of the population
Junior managers, all others in non-manual positions

C2 Approximately 21% of the population
All skilled manual workers and manual workers with responsibility for other people

D Approximately 18% of the population
All semi skilled and unskilled manual workers, apprentices and trainees

E Approximately 10% of the population
All those dependent on the state through sickness, unemployment or other reasons,
casual workers and those without a regular income

Source: Market Research Society
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Appendix 3
Sample expenditure questionnaire
(Exit Interview)

“HELLO, MY NAME IS .......... AND I AM DOING A SURVEY OF PEOPLE WHO HAVE
VISITED THE XXX MUSEUM 

COULD YOU SPARE A FEW MINUTES TO RESPOND TO THE FOLLOWING
QUESTIONS PLEASE?”

(IF FAMILY GROUP NOTE SIZE AND COMPOSITION)

1. Gender of main respondent (ring yourself) Male Female

2. What is your age range?

under 16 16-19 20-24 25-34

35-44 45-54 55-64 65+

3. What is your occupation?

4. (Optional) Could you tell me roughly what is your annual household income?

£0-10,000 £10-20,000 £20-30,000

£30-40,000 £40-50,000 £50,000+

5. Do you live in XXXX Yes No

5a If ‘No’ Where do you live (postcode or place/country)

6. How many times have you been to this museum in the past 5 years?

Never Once 1-5 times 5-10 times 10+ times

7. (Optional depending on whether museum has admission charges and/or shop)
Can I ask how much you spent in the museum today?
(note admission charges where relevant)

Less than £5 £5-£10 £10-£15 £15-£20 More than £20

8. Roughly how much did you spend on getting to the museum
from where you are staying (including parking)?

9. (If visitor) Roughly how much are you spending
on accommodation while you are in XXX?

10.Roughly how much are you likely to spend
on meals and drinks today?

11.How much are you likely to spend on
shopping for food or gifts in XXX today?

12.Did you know of the museum before you visited it? Yes No

13. If Yes, how did you know of it?

THANK YOU VERY MUCH FOR YOUR TIME
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End notes

1 Thanks to Tamsin Daniel, Museum and Heritage Officer, Penwith District Council, for this
information.

2 After Film, Parks and Gardens, Libraries and Stately Homes/Castles.

3 British Tourist Authority http://www.visitbritain.com/news/media-brief3.htm 

4 Meaning higher-spending and longer-staying tourists.

5 To see how both quantitative and qualitative data – and other sources of information – can
be translated into strategic policy contexts see Making a Difference: The impact of museums,
libraries and archives in the South West published by SWMLAC in 2004 and available on
their website (www.swmlac.org.uk )

6 It is now known as Regular Performance Assessment (RPA) and it is mooted that this will
become Annual Performance Assessment (APA).
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DISCLAIMER

This document has been prepared for the titled project and must not be relied upon or used for
any other project or by any person other than the addressee of the report, without an
independent check being carried out as to its suitability and the prior authority of the South
West Museums Libraries & Archives Council being obtained.

The South West Museums Libraries & Archives Council has taken every care in the preparation
of the content of this document to present up-to-date and accurate information. However, the
South West Museums Libraries & Archives Council gives no express or implied warranty as to
the accuracy of the information in this document, and accepts no liability or responsibility for
any direct or indirect loss, damage or inconvenience as a result of reliance on or use of such
information.

Any person using or relying on the document for any purpose other than the titled project
agrees, and will by such reliance be taken to confirm his agreement, to indemnify the South
West Museums Libraries & Archives Council against all costs, claims and expenses incurred by
the South West Museums Libraries & Archives Council as a result of such use or reliance.

©South West Museums Libraries & Archives Council and Cultural Capital Ltd.

This document is available in alternative formats from
SWMLAC, including as a downloadable PDF on the
SWMLAC website at www.swmlac.org.uk

Museum Impact Assessment: A Practical Guide   31



South West Museums Libraries & Archives Council (SWMLAC)

SWMLAC is the strategic agency for museums, libraries and archives in the region. It provides
leadership and advice to the sector, and through targeted programmes of activity, enables the
sector to make the fullest contribution to the social, educational and economic well being of the
South West. As an agent for change SWMLAC seeks to develop new perspectives and a
regional dimension, which add value to existing activity of museums, libraries and archives and
enable them to reach out to wider audiences.

South West Museums Libraries & Archives Council
Creech Castle
Bathpool
Taunton TA1 2DX

Tel: 01823 259696
Fax: 01823 270933
Email: general@swmlac.org.uk
Web: www.swmlac.org.uk

SOUTH WEST MUSEUMS LIBRARIES & ARCHIVES COUNCIL

D
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w
w

.justinfolker.co.uk


