AUDIENCE EXPERIENCE MAP: STAFF a5 s of uconces. ow do your saf oss your messun
n as that of audiences. How do your staff use your museum
spaces and how might this impact the perception or experi-

ence of audiences? Take the journey then add in your findings
and ideas at the bottom.

m MOTIVATION COMMUNICATION VISIT FOLLOW-UP LEARNING LOYALTY

Why would someone choose How does your museum learn
. . . . How does your museum seek ) .
or choose not to visit your What is the audience journey to build relationshios with or about the needs and interests What processes or strategies
museum or engage with and experience when they are . .p . of audience? How do you are in place to support and
. . continue engaging with . . o
its content? What are the at your museum? Consider the . - predict what audiences want reward repeat visitation or
L i audiences beyond the initial
motivations and factors first moment to the last. and respond to how they longer-term engagement?

. . . : visit or interaction?
influencing their choices? change?

How might people hear about
your museum and what might
inform their perceptions of
your museum, before or even
without a visit?

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

Interest in industr
" . =S Sites like Linkedin or
= Job sites Reputation . . Encouragement
= . . employment review sites Employment
— Recommendations Passion . . Wages Staff feedback surveys .
o . Staff newsletters Orientation What does career progression
o Colleagues/friends . . Exposure Word of mouth .
I . Group meetings Team building . . . look like at your museum?
) Media presence Choose not: . . Experience Manger-staff relationships
S . . Social gatherings Career growth
° Reputation Reputation Networkin Career growth
F Workload g

Unsure of purpose

OPPORTUNITIES - SHORT AND LONG TERM
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