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MUSEUM CONNECTIONS – Workshop Room 
18 Janvier 2018  
14h30-15h00 GECE   
 

STUDIES IN MUSEUMS: PRESENTATION OF POSSIBLE STUDIES AND 
THEIR OPERATIONAL IMPACTS 

 
Olivier Allouard, Director 

 
We have been active for a dozen years. 
Olivier Richard has come to tell us about the Cité des Sciences et de l’Industrie. He will be telling us 
about some of the events that he has worked on. 
 
I wanted to show you some studies we carried out in museums.  
A study in 2014-2015 for the Louvre Museum. 
The museum wanted a qualitative assessment of the multimedia tools available. The museum wanted 
to know who was using them and how popular they were. 
Once we had the results we tested what came out quantitatively. 
 
The first study that museums tend to carry out is a study of the visitors over a period of the year. The 
idea is to find out who goes to see the permanent exhibitions, who goes to see the temporary exhibits, 
and what routes they followed through the museums; as well as what got the visitors to come to the 
museum, and how satisfied they were after the visit. The objective being to tailor to visitors. 
The Musée des Beaux-Arts in Lyon wanted, for instance, us to deliver that evaluation. 
 
The Chateau d’Angers had run a test about the mobile app “Saint Louis, King of France”. The idea was 
to find out who was using the app and whether they were satisfied with it. 
 
Another test we ran was: how do the French today view museums and what do they expect from 
them? We made sure that our questionnaire was built in such a way that it would target regular 
museum-goers. The idea was to find out what the impact of having a museum shop, and/or a 
restaurant in the museum was for the number of visits. 
We wanted to know how important the environment was for the visitor.  
We went as far as to ask whether visitors might be interested in having a shopping mall next to the 
museum.  
We found out that 65% of current museum-goers are happy with the way things are currently, but they 
would like further things to do around it. For instance we found out for the Cité des Sciences et de 
l’Industrie that museum-goers might be interested in coworking spaces around or in museums. 
 
SPEAKER 2: We are working on events around museums. We want to get visitors coming back to 
museums, as well as engage 20-30 year-olds who don’t visit museums to start coming to museums. 
So for instance we set up an alternative visit over the weekend which was a sci-fi oriented visit of the 
Cité des Sciences et de l’Industrie (called Sciences Frictions). 
 
AIMS: 
Finding out who are the people who are interested in coming to MUSEUM EVENTS. 
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We ran 350 questionnaires for each of the three events we assessed between 2016 and 2017. 
 
Assessing a representative (so wide) sample of visitors over a short event is of course a challenge. 
 
ONSCREEN PRESENTATION OF THE SCIENCES FRICTIONS EVENTS (concert): 
- we managed to engage our target audience (under 35s) and as you know this is not the sort of 
audience museums traditionally reach and that also means very different expectations 
- one quarter of the audience we reached had never previously been to the Cité des Sciences et de 
l’Industrie 
- 24% of the audience was aged between 20 and 30 years old had not come for a year 
 
COMMUNICATION 
We don’t communicate in the same way with a younger public. The Cité des Sciences’ website is very 
important in communicating information. 
12% of visitors heard about it on the Cité des Sciences website 
6-7% heard about it through social media 
 
SPEAKER 1: I always like to stress that the visitors of temporary and permanent visitors are not the 
same people. 
 
SPEAKER 2: The new visitors we managed to attract to the Cité des Sciences thanks to the concert 
would really like to see this type of establishment to host events like concerts more often. 
We also found out that these visitors were less invested than “traditional” visitors, they were not as 
easily satisfied with their visit, even though the majority of them said they intended to come back to 
the Cité des Sciences in the future. 
 
Thank you for your attention. We could show you many more studies, but we just wanted to give you 
an overview. We still have ten minutes if you have any questions. 
 
Q: I wanted to know whether this demand for satisfaction surveys from museums was something new 
and growing fast? 
A: It is fast-growing. We have been working in the field for 13 years with cultural sites and tourist 
attractions. We have worked with places that ran an internal survey. But we are trained to do this, 
which helps. We don’t do paper questionnaires. We do online questionnaires.  
Today many cultural sites are competing with each other, so they need the tools and the information 
to improve their offer. They need to find out how to better target their visitors. They need to know 
how to better communicate with their potential visitors, etc. 
There are many different ways of finding out information about potential visitors, namely ticketing. 
All these tools help to make sure that visitors keep coming back, and that new visitors start coming. 
 
Something to think about is that museums rarely factor in a survey budget. Which is a shame because 
we really believe that quantitative and qualitative surveys about museum visitors are key (they are 
useful for teamwork on improving visitors’ experience). It should be part of museums’ general budget. 
 
Q: You mentioned the fact that it was difficult to get the data for short events. I wanted to know how 
you got around that difficulty. 
A: It wasn’t really difficult for us because we are used to it. We deployed 6-7 people to go out with the 
satisfaction surveys. What I meant was that we had to use a larger number of staff (over a longer 
period of time we might only use 2 people each day). 
Q: Would you not consider using online questionnaires then, rather than deploying more staff? 
A: Yes, we do it for music festivals, etc. Because the public is very much online already.  
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For instance, a survey we are doing in London, we have 650 contacts from ticketing. And we will get a 
90% response rate. 
 
Q: What about real-time? Have you ever made changes immediately when you found out that 
something wasn’t working? 
A: No, that wasn’t our remit. We don’t actually have the possibility of making changes ourselves. It’s 
about a longer-term change for the museums, it’s about starting to think about what to change.  
 
For smaller museums, with smaller teams, change is easier and quicker to implement. 
  


