Use this template to consider all of the potential experiences
of a first-time visitor to your museum then fill out your findings
and ideas in the blank spaces at the bottom. You can use the
example template on the previous page to guide you.

AUDIENCE EXPERIENCE MAP:
FIRST-TIME VISITOR

TIP: Print out each template or type directly into
the document.
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How might people hear about
your museum and what might
inform their perceptions of
your museum, before or even
without a visit?

Why would someone choose
or choose not to visit your
museum or engage with
its content? What are the
motivations and factors
influencing their choices?

How does your museum
speak to, address or otherwise
communicate with people?

What is the audience journey
and experience when they are
at your museum? Consider the

first moment to the last.

How does your museum seek
to build relationships with or
continue engaging with
audiences beyond the initial
visit or interaction?

How does your museum learn
about the needs and interests
of audience? How do you
predict what audiences want
and respond to how they
change?

What processes or strategies
are in place to support and
reward repeat visitation or
longer-term engagement?
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