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In the Beginning… 
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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.  

Past Mission & Vision 



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. 

Current Mission & Vision 



To what end? 



OMCA’s engagement strategy is based on 
the belief that: 
 
1.  We can make a difference in people’s lives. 
2.  We can play an active role in Oakland’s 

revitalization. 
3.  This is everyone’s job in the Museum – not just 

the staff who traditionally do this work. 
4.  This is not “add on” work – this is the work. 
5.  We are creating structures to support this work. 
6.  We are creating repeatable & reliable practices 

to make this work easier.  

Engagement 



Organizational Structure 
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Who is your audience? 



Not	  knowing	  your	  audience	  is	  like	  
wri4ng	  a	  love	  le6er	  “to	  whom	  it	  may	  

concern…”	  
	  

-‐Chris	  Taylor,	  Clay	  Studio	  





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?	  



Audience Research Spectrum @ OMCA 

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

What	  is	  the	  engaging	  
experience?	  	  Is	  the	  
content	  accessible?	  

QUESTIONS	  
ASKED	  

TYPES	  of	  
DATA	  

Market	  
Research	  
user,	  non-‐user	  
-‐	  market/field	  
-‐	  segments	  by	  
psychographic	  

Visitor	  Data	  
	  user	  

-‐	  dashboard	  
-‐	  zip	  code	  	  	  	  	  
	  	  tracking	  
-‐	  customer	  
sa4sfac4on	  

Community	  
Listening	  
user,	  non-‐user	  
-‐	  community	  
conversa4ons	  
-‐	  ethnographies	  
-‐	  listening	  circles	  
-‐	  task	  forces	  

Front-‐End	  
user	  

-‐ 	  concept	  	  
	  	  	  tes4ng	  
	  

Forma4ve	  
user	  

-‐ 	  proto-‐	  
	  	  	  typing	  
-‐ 	  exhibit	  	  
	  	  	  tes4ng	  

Summa4ve	  
user	  

-‐ 	  	  exhibit	  	  	  
	  	  evalua4on	  
-‐ program	  	  	  	  
	  	  evalua4on	  

RELEVANT	  
What	  is	  relevant	  to	  

what	  users?	  	  

ACCESSIBLE	  
Are	  we	  providing	  

different	  entry	  points	  
to	  the	  content	  &	  
experience?	  

IMAGINATIV
E	  

Are	  we	  inspiring	  
users	  to	  move	  
beyond	  what	  
they	  know?	  

PERSONAL	  
Do	  users	  see	  
themselves	  in	  
the	  content	  &	  
experience?	  
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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	  Iden4ty	  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	  direc4onal	  info,	  especially	  for	  staff	  working	  

outside	  of	  engagement	  areas	  
	  

Limita:ons	  
…qualita4ve,	  not	  quan4ta4ve	  

…just	  a	  snapshot,	  not	  a	  disserta4on	  
…if	  not	  careful,	  it’s	  easy	  for	  project	  to	  be	  one-‐sided	  or	  

one-‐dimensional	  
…may	  require	  a	  consultant	  or	  firm;	  definitely	  requires	  

facilita4on	  
	  



 

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



Benefits/Limitations 

	  Benefits	  
…give	  you	  specific	  exper4se	  or	  representa4on	  

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

	  
Limita:ons	  

…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 
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Getting to Know Our Audience 
Altered State Prototyping 



Benefits/Limitations 

	  Benefits	  
…cheap!	  

…lets	  you	  find	  out	  what	  people	  are	  really	  interested	  
in	  	  

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

	  
Limita:ons	  

…staff	  must	  be	  willing	  to	  do	  things	  “quick	  &	  dirty”	  
…you	  must	  be	  willing	  to	  ques4on	  assump4ons	  
...need	  to	  have	  4me	  to	  actually	  do	  prototyping	  

	  



Do you know what your 
audience needs? 



Market Research 

	  The	  gathering	  of	  informa4on	  about	  customer	  
and	  non-‐customer	  needs	  and	  preferences.	  

	  
You	  need	  Market	  Research	  if	  you	  want	  to…	  

…know	  why	  people	  don’t	  visit	  
…know	  how	  to	  get	  people	  to	  visit	  

…develop	  strategies	  for	  exhibi4ons	  &	  
programs	  

	  





72%	  of	  residents	  agreed	  that	  convenient	  hours	  are	  the	  second	  
most	  important	  factor	  impac4ng	  decisions	  to	  a6end	  an	  

ins4tu4on	  

©	  Copyright	  2012,	  Alexander	  Babbage.	  All	  
Rights	  Reserved,	  Confiden4al	  and	  

Proprietary.	  
52	  Trade	  Area	  Study,	  Addressable	  Market:;	  Secondary	  research	  

�  SFMOMA	  –	  every	  Thursday	  stays	  open	  un4l	  8:45pm	  
�  de	  Young	  Museum	  –	  every	  Friday	  stays	  open	  un4l	  8:45pm	  
�  MoMA	  (NY)	  –	  every	  Friday	  stays	  open	  un4l	  8pm	  
�  The	  High	  Museum	  (Atlanta)	  –	  every	  Thursday	  stays	  open	  un4l	  

8pm,	  and	  every	  third	  Friday	  un4l	  10pm	  for	  Friday	  Jazz	  

W
ee
kd

ay
	  

Earlier	  than	  
9am	   9am	   10am	   11am	   Later	  than	  

11am	  
Opening	   3%	   33%	   49%	   7%	   9%	  

Earlier	  than	  
4pm	   5pm	   6pm	   7pm	   8pm	   9pm	   Later	  than	  

9pm	  
Closing	   1%	   7%	   20%	   21%	   25%	   18%	   8%	  

W
ee
ke
nd

	  

Earlier	  than	  
9am	   9am	   10am	   11am	   Later	  than	  

11am	  
Opening	   7%	   42%	   39%	   5%	   7%	  

Earlier	  than	  
4pm	   5pm	   6pm	   7pm	   8pm	   9pm	   Later	  than	  

9pm	  
Closing	   0%	   3%	   17%	   17%	   23%	   25%	   14%	  

Selected	  examples	  of	  other	  museums’	  solu3ons:	  

Convenient	  opening	  and	  closing	  hours:	  

“My	  schedule	  is	  rather	  packed	  during	  the	  
weekend	  aCernoons	  and	  I	  work	  8-‐5,	  Monday	  
thru	  Friday,	  so	  the	  hours	  of	  the	  Oakland	  
Museum	  aren't	  ideal.	  	  	  
Wish	  they	  were	  open	  unLl	  8	  or	  9pm	  maybe	  
one	  day	  a	  week	  or	  even	  beOer,	  open	  late	  one	  
Saturday	  evening	  per	  month.”	  	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  –	  Amy	  M.,	  Lapsed	  OMCA	  Visitor	  
	  

OMCA	  

OMCA	   OMCA	  

OMCA	  





	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

Non-‐Visitor	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

Convince	  Me	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

Samplers	  &	  Seeker	  

	  
	  
	  
	  
	  
	  
	  
	  
Fan	  

	  
	  
	  
	  
	  

Loyalist	  

OMCA	  

OMCA Audience Model 
Fewer	  People	  

More	  People	  

Most	  Loyal	  

Not	  Loyal	  



LOYALIST	  

An	  OMCA	  Loyalist	  is:	  
1.  Already	  “sold”	  on	  the	  importance	  of	  going	  to	  the	  Museum	  
2.  Very	  ac4ve	  par4cipant	  at	  cultural	  ins4tu4ons	  including	  serving	  as	  volunteer,	  

member,	  guild	  member,	  etc.	  
3.  Very	  likely	  to	  be	  a	  woman	  with	  high	  household	  income	  &	  highly	  educated	  
4.  Age	  60+	  with	  discre4onary	  4me	  for	  visi4ng	  cultural	  des4na4on,	  par4cipa4ng	  

in	  con4nuing	  educa4on,	  &	  volunteering	  
5.  Ac4ve	  in	  the	  outdoors	  as	  well	  (gardener,	  hiker,	  etc.)	  
6.  Ac4ve	  reader	  and	  news	  follower	  (especially	  NPR)	  
7.  Someone	  who	  finds	  messaging	  about	  a	  specific	  exhibi4on	  or	  program	  

(especially	  in	  a	  field	  of	  par4cular	  interest)	  appealing	  
	  

“Nancy” 



FAN	  
(Convenient	  
Experience)	  

An	  OMCA	  Fans	  is:	  
1.  An	  ac4ve	  par4cipant	  in	  cultural	  ins4tu4ons,	  although	  likely	  not	  volunteering	  	  
2.  Likely	  to	  come	  for	  a	  specific	  exhibi4on	  (i.e.,	  Pixar	  or	  1968)	  or	  for	  an	  event	  
3.  Very	  ac4ve	  &	  “on	  the	  go,”	  a6ending	  cultural	  events,	  theatre,	  classes,	  etc.	  

May	  be	  a	  cultural	  prac44oner	  as	  well	  through	  cooking,	  craus,	  gardening	  
4.  Likely	  to	  be	  a	  woman	  who	  is	  ac4ng	  as	  the	  decision-‐maker,	  but	  typically	  

younger	  &	  likely	  to	  go	  to	  the	  cultural	  ac4vity	  as	  a	  couple	  or	  with	  children	  
5.  Someone	  who	  finds	  value	  &	  convenience	  important,	  including	  being	  able	  to	  

enjoy	  a	  full	  experience	  of	  food,	  shopping	  &	  learning	  
6.  Someone	  who	  will	  be	  drawn	  to	  messaging	  that	  talks	  about	  OMCA’s	  full	  

experience	  –	  s4mula4on,	  value	  &	  convenience,	  opportunity	  to	  par4cipate	  
are	  all	  key	  

	  

“Jennifer” 



SAMPLER	  &	  SEEKER	  
(Diverse	  S4mula4on)	  

An	  OMCA	  Sampler	  &	  Seeker	  is:	  
1.  A	  par4cipant	  in	  a	  range	  of	  ac4vi4es	  though	  not	  primarily	  cultural.	  Enjoys	  

music,	  sports,	  zoo,	  farmers	  markets,	  fes4vals,	  movies,	  &	  family	  4me	  
2.  Likely	  a	  woman	  ac4ng	  as	  the	  decision-‐maker,	  but	  may	  be	  a6ending	  with	  a	  

larger	  family	  (mul4ple	  kids)	  or	  with	  an	  intergenera4onal	  family	  
3.  Someone	  looking	  for	  a	  fun	  sevng	  for	  her	  children’s	  learning,	  especially	  

exposing	  her	  kids	  to	  different	  cultures	  or	  exploring	  different	  heritages	  
4.  Someone	  who	  finds	  messaging	  emphasizing	  the	  diversity	  of	  experience,	  

friendliness	  of	  the	  environment,	  &	  diversity	  of	  backgrounds	  and	  ages	  most	  
appealing.	  

	  

“Yvette” 
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Measureable Impact 

It	  is	  important	  to	  iden4fy	  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	  

organiza4on	  (Key	  Performance	  Indicators)?	  
	  

Impact	  will	  look	  differently	  for	  different	  
organiza4ons	  
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Essentials for Museums 

To	  be	  a	  thriving	  museum	  in	  the	  future,	  
ins4tu4ons	  must:	  

	  

•  Be	  audacious	  about	  the	  impact	  they	  hope	  
to	  have.	  	  

•  Share	  authority	  with	  their	  community.	  
•  Challenge	  assump4ons	  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 

 
lsasaki@museumca.org 

www.museumca.org 
@lisasasaki 

 

 


