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So, how did we do it?
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Mission: OMCA’'s mission is to connect
communities to the cultural and
environmental heritage of California.

Vision: To be a dynamic place of learning
and connection where our public discovers,
explores, and celebrates the California
experience.



Mission: OMCA's mission is to inspire all
Californians to create a more vibrant future
for themselves and their communities.

Vision: OMCA is the heart of a thriving
community and achieves leadership in the
field through an exemplary commitment to

and impact on our surrounding
neighborhoods.



To what end?



OMCA’s engagement strategy is based on
the belief that:

1.
2.

2

We can make a difference in people’s lives.
We can play an active role in Oakland’s
revitalization.

This is everyone’s job in the Museum — not just
the staff who traditionally do this work.

This is not “add on” work — this is the work.

We are creating structures to support this work.
We are creating repeatable & reliable practices
to make this work easier.



Organizational Structure
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Who is your audience?



Not knowing your audience is like
writing a love letter “to whom it may
concern...”






How do you find the “right” fit
with an audience?

and

How do you get that audience to
engage with you?

and

How do you know what you
know?



QUESTIONS
ASKED

TYPES of
DATA

What are audiences
looking for? How are
we serving their
needs?

RELEVANT

What is relevant to
what users?

ACCESSIBLE
Are we providing
different entry points
to the content &
experience?

PERSONAL
Do users see
themselves in
the content &
experience?

What is the engaging
experience? Is the
content accessible?

IMAGINATIV
E

Are we inspiring
users to move
beyond what

they know?

Market Community Visitor Data Front-End Formative Summative
Research Listening user user user user
user, non-user  user, non-user  -dashboard -concept - proto- - exhibit

- market/field - community - zip code testing typing evaluation
- segments by ~ conversations tracking - exhibit  -program
psychographic - ethnographies - customer testing  evaluation

- listening circles satisfaction

- task forces
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Do you know what your
community needs?



Community Listening @ OMCA

Three examples of how OMCA got to know
its neighbors

...The Neighborhood ldentity Report
...Pacific Worlds Task Force

..Altered State Prototyping



Getting to Know Our Neighbors
Oakland Neighborhood Identity Report



Oakland Neighborhood Identity Report
Digital Ethnographies



Oakland Neighborhood Identity Report
Digital Ethnographies



Oakland Neighborhood Identity Report
Community Conversations









Benefits/Limitations

Benefits
...allows you to see beyond demographics
...lets you hear directly from the community

...provides directional info, especially for staff working
outside of engagement areas

Limitations
...qualitative, not quantitative
...just a snapshot, not a dissertation

...iIf not careful, it’s easy for project to be one-sided or
one-dimensional

...may require a consultant or firm; definitely requires
facilitation



Getting to Know Our Community
Pacific Worlds Task Force



Getting to Know Our Community
Pacific Worlds Task Force
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Pacific Worlds Task Force



Getting to Know Our Community
Pacific Worlds Task Force



Benefits/Limitations

Benefits
...give you specific expertise or representation

...allows you to tap into wider networks
...lets you catch large-scale issues upfront

Limitations
..expert opinion/knowledge, not all opinions/
knowledge

...there will be opinions and not always in your favor
...you will inevitably leave someone out

...you must be willing to share authority

...can be labor-intensive for staff



Getting to Know Our Audience
Altered State Prototyping



Getting to Know Our Audience
Altered State Prototyping



Getting to Know Our Audience
Altered State Prototyping



Benefits/Limitations

Benefits
...cheap!
...lets you find out what people are really interested
N

...gives you a wide variety of opinions
...helps to build confidence in risky subjects

Limitations
...staff must be willing to do things “quick & dirty”
...you must be willing to question assumptions
...need to have time to actually do prototyping



Do you know what your
audience needs?



Market Research

The gathering of information about customer
and non-customer needs and preferences.

You need Market Research if you want to...

...know why people ©
...know how to get peop
...develop strategies for exhi

on’t visit
e to visit

nitions &

programs






72% of residents agreed that convenient hours are the second
most important factor impacting decisions to attend an

Institution
Convenient opening and closing hours:

0]
T Opening 3% 33% 49% 7% 9%
o
S

Closing 1% 7% 20% 21% 25% 18% 8%
2
g Opening 7% 42% 39% 5% 7%
o
S

Closing 0% 3% 17% 17% 23% 25% 14%

Selected examples of other museums’ solutions:

» SFMOMA — every Thursday stays open until 8:45pm
de Young Museum — every Friday stays open until 8:45pm
MoMA (NY) — every Friday stays open until 8pm

vV vy

The High Museum (Atlanta) — every Thursday stays open until
8pm, and every third Friday until 10pm for Friday Jazz

“My schedule is rather packed during the
weekend afternoons and | work 8-5, Monday
thru Friday, so the hours of the Oakland
Museum aren't ideal.
Wish they were open until 8 or 9pm maybe
one day a week or even better, open late one
Saturday evening per month.”

—Amy M., Lapsed OMCA Visitor







OMCA Audience Model

Fewer People

v

More People

Loyalist

Fan

Samplers & Seeker

Convince Me

Non-Visitor

Most Loyal
A

Not Loyal



“Nancy”

An OMCA Loyalist is:

1.
2.

w

o

Already “sold” on the importance of going to the Museum

Very active participant at cultural institutions including serving as volunteer,
member, guild member, etc.

Very likely to be a woman with high household income & highly educated
Age 60+ with discretionary time for visiting cultural destination, participating
in continuing education, & volunteering

Active in the outdoors as well (gardener, hiker, etc.)

Active reader and news follower (especially NPR)

Someone who finds messaging about a specific exhibition or program
(especially in a field of particular interest) appealing




“Jennifer”

A\

(Convenient
Experience)

An OMCA Fans is:

1.
2.
3.

An active participant in cultural institutions, although likely not volunteering
Likely to come for a specific exhibition (i.e., Pixar or 1968) or for an event
Very active & “on the go,” attending cultural events, theatre, classes, etc.
May be a cultural practitioner as well through cooking, crafts, gardening
Likely to be a woman who is acting as the decision-maker, but typically
younger & likely to go to the cultural activity as a couple or with children
Someone who finds value & convenience important, including being able to
enjoy a full experience of food, shopping & learning

Someone who will be drawn to messaging that talks about OMCA’s full
experience — stimulation, value & convenience, opportunity to participate
are all key




“Yvette”

SAMPLER & SEEKER

(Diverse Stimulation)

An OMCA Sampler & Seeker is:
1. A participant in a range of activities though not primarily cultural. Enjoys

2.

music, sports, zoo, farmers markets, festivals, movies, & family time

Likely a woman acting as the decision-maker, but may be attending with a
larger family (multiple kids) or with an intergenerational family

Someone looking for a fun setting for her children’s learning, especially
exposing her kids to different cultures or exploring different heritages
Someone who finds messaging emphasizing the diversity of experience,
friendliness of the environment, & diversity of backgrounds and ages most

appealing.
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It is important to identify how you are
measuring success before you start.

...What is the impact you want to see?
...Does everyone agree this is your impact?

....How will you measure it for your
organization (Key Performance Indicators)?

Impact will look differently for different
organizations






25000

20000

15000

10000

5000

Paid Attendance Comparison:
FY12.13 - FY14.15

VAN
\Y N—

July

Aug

Sep

Oct

Nov

Dec

Jan

Feb

Mar

Apr

May

Jun

==FY12.13

FY14.15



Admissions Revenue FY11.12 - Present
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To be a thriving museum in the future,
Institutions must:

Be audacious about the impact they hope
to have.

Share authority with their community.
Challenge assumptions at every level.
Know what success looks like.



My museum/gallery is
successful when....

And this matters,
because....









Lisa Sasaki

Director, Audience & Civic Engagement
Oakland Museum of California

Isasaki@museumca.org
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