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INTRODUCTION 
 
The overall aim of this study is to uncover information which might reveal how more people can be encouraged to 
become frequent repeat visitors to the V&A. Frequent repeat visitors are defined as those who visit more than once a 
year. A major focus of the study is on how the programming of Study Days, Gallery Talks, Tours, Wednesday Late 
View Evenings, Demonstrations and Family Events supports repeat visitation. A clear picture of the use of 
Programmes will also help in planning for their more intense use. 
 
The investigation has several dimensions : a review of data on repeat visitation from studies conducted within the 
V&A; a survey of 104 users of the programmes described above; a mailing list survey of ten museum professionals 
conducted by telephone; and a literature survey of research on repeat visitation to museums. 
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MAIN ~INGS 
 
Museum visitation patterns 
 
The V&A audience could be said to be divided into three segments based on visitation. Around a half are likely to be first 
time visitors, a quarter are likely to have visited at some unspecified time(s) in the past and the remaining quarter are 
likely to be frequent visitors, visiting one or more times in the past year. 
 
It could be estimated that around one third of repeat visitors live alone. 
 
The social class profile of frequent visitors appears to be lower than the overall V&A visitor profile. 
 
Precise data on the proportion of all visitors using any of the arranged programmes is missing. The percentage data is 
likely to be very low, ranging from fractions of one per cent up towards high single figures. 
 
Around half to sixty per cent of all users of all programmes, save tours which attract high numbers of first time visitors, 
may be frequent visitors, visiting one or more times in the past year. This proportion of frequent visitors using 
programmes is around twice the representation of frequent visitors in the general audience. Programmes do support repeat 
visitation 
 
The average number of visits to the V&A made in the past year by the 104 interviewed frequent visitors was ten (range 
1-200). Those who attended Talks and Demonstrations attended more frequently than other frequent visitors. 
 
The average number of visits to other museums made by the repeat visitor survey sample was nineteen (range 0-200). 
Those who attended Talks at the V&A also attended other museums more frequently than others in the sample. 
 
Looking at all the museum visitation reported by the frequent visitor sample, it could be said that, on average, the 
interviewees attended a museum somewhere in around three out of every five weeks. 
 
The ratio of visits to the V&A and to other museums is one V&A visit to 4.3 visits elsewhere. Thus, frequent visitation is 
not a phenomenon linked to a single museum. The loyalty of frequent visitors may not be to particular museums but to 
museums as institutions or to broad categories of museums related to their content. 
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Focus on V&A programmes 
 
Programme use and museum visitation 
 
Frequent visitors who joined the Tour and Family Event programmes were more likely to visit other museums than 
users of the other programmes. It may be difficult to hold a loyal family audience. 
 
Frequent visitors attending Talks paid visits to the V&A and to other museums at the rate of around three times a 
fortnight. 
 
Ninety-five per cent of the interviewees claimed that visiting museums was an important leisure activity for 
themselves. 
 
The reasons people gave to explain the personal importance of museum visiting were broadly related to life long 
learning (more than two third of reasons) while almost one third of reasons were related to a satisfying personal and 
social life. These two broad divisions break down, in order of importance, to the following seven categories : learning, 
witnessing and seeing, personal growth, the maintenance of relationships, leisure, pleasure and a very minor category 
related to place of residence and museums. Some of the reasons frequent visitors gave for their leisure preferences 
could be used to promote general visits and programme use by those members of the V&A audience who are not 
frequent visitors. 
 
Use of the range ofprogrammes in thepast year 
 
The frequent visitors, interviewed while using a programme, were very likely to have sampled three or four other 
programmes during the past year. 
 
Those attending Demonstrations and Talks were more likely to have attended other programmes than the users of 
other programmes. 
 
Those attending Family Events, Study Days and Wednesday Late View were more likely to be demonstrating repeat 
use of their particular programme. 
 
Those attending Tours and Wednesday Late View were the least likely to attend other programmes. 
 
Forty-four per cent of interviewees were using a particular programme for the first time. Their visitation record was 
below the average for the sample. Maybe they could be encouraged to visit more often by cross programme 
marketing. 
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Sources of information aboutprogrammes 
 
Prior possession of printed information, whether from the dual sources of picking it up in the V&A on a previous visit or 
from the mailing list, was the most important source of information about their programme for around a third of all 
visitors. The mailing list was a source of information for only nineteen per cent of visitors. It should be noted that mailing 
lists are used for Study Days. The only other mailing detailing information about programmes is that of the Friends 
magazine. 
 
The most frequently cited single sources of information regarding the programme attended on the day of interview were 
the entrance of the V&A on the day of visit (around a quarter of all interviewees) and word of mouth (around one fifth of 
interviewees). 
 
Motivation to attend a programme 
 
Almost two thirds of the frequent visitors were attracted to programmes because of their content. This is not surprising 
when it is remembered that more than two thirds of the reasons given for explaining the personal importance of museum 
visiting were related to life long learning. 
 
Use of leisure time and the maintenance of relationships involving family, friends and parenting combined to give thirty 
per cent of the motivations given for joining a programme. 
 
Eight per cent of motivations to join a programme were directly related to the characteristics of guided tours. Guided tours 
fulfil a function beyond their content. 
 
Fifteen per cent of the interviewees claimed that they worked in a field related to the programme they were attending. 
However, these connections were, in the main, rather broad and expressive of a general interest in a similar field to that of 
work. Study Day attendees were more likely than those attending other programmes to say that they worked in a field 
related to the programme topic. 
 
Time of decision to attend a programme 
 
Forty-three per cent of all decisions to join a programme were made on the day or the previous one. Study Day and 
Wednesday Late View attendees were not included in this proportion. 
 
Seventy-four per cent of all decisions to join a programme were made within three weeks prior to an event. 
 
Twenty-six per cent of all decisions to join a programme were made one to four months prior to the event. Wednesday 
Late view and Family Event attendees were not included in this proportion. 
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Satisfaction of information needs 
 
Eighty-six per cent of the sample reported that they felt that they had enough information about a programme before 
joining it. Only seven per cent could make specific complaints and these were related to topic scope and access to 
information about times and arrangements. 
 
Ways in which a programme event may be followed up 
 
Sixty-two per cent of visitors said that they would be likely to follow up the programme they attended in greater depth 
in the months to come. They reported seventy-nine instances of methods they might use. 
 
Forty-one per cent of the responses involved using books, objects and exhibitions as references. 
 
Twenty per cent of the responses involved future visits to the V&A. 
 
Social aspects of visitation 
 
The visitor studies literature emphasises the importance of supporting the informal education activities of social 
groups, as groups. In the past, it was felt, museum communications were too often prepared on a one to one basis. The 
realization that social groups tended to process museum communications in ways particular to social group types such 
as adult group, couples, singletons and families has tended to place an emphasis on the needs of groups larger than 
one. Singletons have been rather neglected and, considering their high representation amongst frequent visitors, it is as 
well to remember that they can be studied as well. 
 
• Forty-five per cent of the frequent visitor sample attended programmes alone where it was possible to do so 
(ie. All programmes save Family Events). Programmes are popular amongst singletons. 
 
• Thirty-four per cent of all interviewees were accompanied by friend(s) or adult family members and a further 
twenty per cent visited with their partners. 
 
• Family Events and Demonstrations were the only events attended by children. Thirty-seven children attended 
a Family Event with the eighteen interviewees. Nine were under four years old and twenty-five were aged between 
five and nine years. 
 
• When the frequent visitors were asked if it was important for themselves to visit a museum with a companion, 
forty-five per cent said no, twenty-seven per cent said yes and twenty-eight per cent said that they liked both forms of 
visit, depending on circumstances. The forty-five per cent who did not feel that it was important to visit with a 
companion are not necessarily the fortyfive per cent, mentioned above, who did visit alone. 
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The reasons given for not feeling the need for a companion can be described as an appreciation of pleasurable solitude. 
 
Pleasure in discussion and talk supported the views of those who liked to visit with a companion. 
 
Those who liked both forms of visit, depending on circumstances, indicated that they didn't really enjoy a visit with a 
companion if the companion did not either fit in with their own approach to museum visiting or with their level of interest. 
 
Enquiries about mailing lists made to ten museum professionals from a wide range of museums 
 
The multiple use of mailing list data bases was reported so a truly coherent picture of use of mailing lists within and over 
all institutions could not be made. 
 
Most interviewees used mailing lists for bookable and non-bookable programmes. No museum could report the average 
percentage of those mailed who turned up for any programme. 
 
Mailing lists grew through collection of data through : visitor enquiries, offiers, contacts within the formal education field. 
information desk enquiries, the collection of names of attendees at events, printing an application form on the back of a 
ticket and telephone enquiries about events. Instances when lists were put together included : people ringing up, visitors 
filling in forms in the museum, a formal membership scheme, the use of a season ticket, word of mouth from those 
already on a list and data capture from programme bookings. 
 
A few museums had been using mailing lists (reviewed) for twenty to thirty years but most, considering the installation of 
computers and content reviews, had been using their present lists for between two and five years. 
 
The data protection act had opened the opportunity for many museums to 'weed' a mailing list. Friend's mailing lists are 
self-weeding on subscription renewal dates. Otherwise, the respondents reported that they hoped to review a list annually, 
every two years or every three years. 
 
The cost of individual mailings was undefinable because it varied with the weight of enclosures. Most mailing list annual 
costs were funded across departments or from a central budget. Two respondents could name annual budgets of £7,200 
(general) and £7000 (education). One Friend's mailing list was funded by selling the facility for commercial inserts. 
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No museum evaluated the effectiveness of it's mailing list in a quantifiable manner. The British Museum Front of House 
list is now on a new computer system which could provide data on bookings from the mailing list, if asked. 
 
All museums, save two smaller ones, had details of all programmes on a Website. The Tate also has an e-mail list. 
 
Museum visitation literature review 
 
Visitingpatterns 
 
Regardless of gender and social class, educational level is the strongest predictor of museum attendance. 
 
Around twenty-eight per cent of U-K adults visit a museum at least once a year. 
 
Around sixteen per cent of UK adults goes to a museum or gallery at least once a quarter. The average visitation is eight 
museums every fifteen months. 
 
UY, adults with children tend to make 2.5 museum visits a year. 
 
Around thirty-five per cent of UK adults between the ages of thirty-five and fifty-four attend museums and around a third 
of them visit five or more times annually. 
 
Twenty~-seven per cent of UK museum visitors between the ages of thirty-five and forty-four tend to visit alone as 
opposed to an average of seventeen per cent for all visitors. 
 
Twenty-three per cent of those aged over fifty-five tend to have a favourite museum which they visit frequently. 
 
Motivationsfor visifing 
 
Almost twenty year old research indicated that frequent museum visitors value 'doing something worthwhile', 'having the 
challenge of new experiences' and 'having the opportunity to learn' in their leisure experiences. 
 
Recent research at the Smithsonian museums indicated that the types of experiences which frequent museum visitors 
prefer are likely to fall within four categories: social; objects, aesthetic; cognitive; and introspective, reflective. Some of 
these categories conflict. 
 
The desire to strengthen self identity and to continue self development are said to affect the choice of museum visited. 
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Consumer research indicates that it is possible to think of the museum visitor as an escapee from the everyday world 
seeking insight from challenges, intense involvement and informed experiences. 
 
Theories about the concept of place indicate the need for museum visitors to feel comfortable and at ease with their 
surroundings. 
 
A recent study of 875 UK adult non-visitors and visitors indicated that museum visiting was prompted, in order of 
importance, by the following motivations to : broaden general knowledge, satisfy curiosity, have a day out, contribute to 
preserving the heritage, get away from normal routine, relax, socialize, satisfy specific interests, feel comfortable, fill in 
spare time and to gain a feeling of self fulfilment. 
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PART ONE: REVIEW OF REPEAT VISITATION TO THE V&A, USING 
 
V&A DATA 
 
A Repent visitation to the V&A itself 
 
An averaging of surveys conducted in the years 1984, 87, 89, 93, 94 and 95 indicated that fifty-three per cent of all 
visitors had visited the V&A sometime in the past. (Selwood, 1998) 
 
A summary of the Selwood Study prepared by David Anderson, Head of Education, indicated that in the years 1993 to 
1995 fifty per cent of all visitors had made their first visit to the V&A in the past two years. 
 
The MORI 'Visitors to the V&A, 1999' summary report indicated that, based on a sample of 1021 visitors, forty-nine 
percent of visitors could be said to have visited the V&A in the~. This report noted that the core, loyal base of visitors 
appeared to be falling. Combining raw data from the MORI Spring and Summer 2000 waves of research, based on 
unweighed samples of 357 and 314 visitors respectively, fifty-eight per cent of visitors could be said to have visited the 
V&A in the past. 
 
Using a new definition offrequent visitor as one who had visited at least once in the pasi year, the MORI Spring 2000 
survey indicates that twenty-nine per cent of an unweighed sample of 357 visitors were frequent visitors (MORI, April 
2000). Similarly, the MORI summer survey in the same year indicates that twenty-four per cent of an unweighed sample 
of 314 visitors were frequent visitors. 
 
Accordingly, around a quarter (271/o) of V&A visitors could be considered to be frequent visitors, visiting one or more 
times in the past year (based on an unweighed combined sample of 571 visits). (MORI 2000, Spring and Summer). 
 
In summary, it could be said that, with regard to visitation the V&A audience appears to be divided into three segments. 
Around half (50%) are likely to be first time visitors, a quarter are likely to have visited at some unspecified time(s) in the 
past but not in the past year and the remaining quarter are likely to be frequent visitors, visiting one or more times in the 
past year. 
 
It is of interest to note that twenty-seven per cent of the frequent visitors in the MORI Spring 2000 survey reported that 
they lived alone, while thirty-eight per cent of the frequent visitors in the MORI Summer 2000 survey lived alone. It could 
be estimated that around one third of frequent visitors live alone. 
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B. Proportion of all visitors using Programmes 
 
• The MORI 1999 report, based on a sample of 1012 visitors, indicated that five per cent of all visitors used the 
free Gallery Tours programme. 
 
• In-house data for 1998-99 indicates that 21,458 visitors took tours - 1.8 per cent of the total audience for that 
year. 
 
• The same data set indicates that 0.4 per cent of all visitors attended gallery talks in 1998-99. 
 
•  Simi I arly, 0.6 per cent of the total audience for 1998-99 witnessed 
 demonstrations. 
•  The in~house data for 1998-99 indicates that 0. 1 per cent of all visitors 
 attended Study Days. 
 
• The MORI Spring (sample = 357) and Summer (sample = 314) surveys report programme data in a less useful 
manner as they describe users as part of a subsample of those who had heard about any of the programmes ( sub-samples 
of 198 and 137 respectively). Apart from other considerations this omits those who take part in events when they come 
across them by chance. The data, considering those who had heard of programmes, from the two waves are as follows: 
Courses (8% Spring 2000); Tours (70/o Summer 2000); Talks (14%, 15%); Late View Evenings (7%, 61/o); 
Demonstrations (3%, 1 %), Family Events (1?/o, 3%); Activity Cart (3%, 5%) and Back Packs (3%,4%). 
 
• The National Audit Office report of February 200 1, using in-house data, gives numbers for use of Back Packs 
(7,400 users) and the Activity Cart (14,500 users) in 1998-99. The total audience to the V&A in 1998-99 was 1,222,039. 
Therefore, these figures translate to 0.6 per cent of all visitors using a Back Pack in 1998-99 and 1.2 per cent of all visitors 
using an Activity Cart in the same period. 
 
C. Repeat visitor use of V&A programmes using V&A generated data 
 
This data provides support for the notion that the V&A programmes help to support repeat visitation. A clue to the 
magnitude of this support is given by the Griggs (2000) qualitative investigation into the Family Programme. This study 
indicated that 'many' of the eight user families interviewed in depth used the family programme more than eight times a 
year. 
 
The Park Lane Research 'Evaluation of Tours and Talks' study (May 1998) used a sample of one hundred visitors. The 
data is reported confusingly as one is often not quite sure of the numbers of visitors using Talks or Tours, and therefore, of 
sub-sample size. It was reported that eighty-three per cent of those on Talks had been on a Talk before. This sub-sample 
may be quite small. The previous use of Tours by the interviewed users was nineteen per cent. 
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• The combined data from three Wednesday Late View surveys conducted in-house in June, July and 
August 2000 indicates that sixty per cent of the total of one hundred and one visitors interviewed had visited the V&A 
in the past two years. 
 
• An in-house study of the Sunday Extra programme, conducted in February 2000 and using a sample of 
one hundred visitors, indicated that fifty per cent of those interviewed had visited the V&A one or more times within 
the past year (ie. they were frequent visitors) while seventy-three per cent had 'visited before'. 
 
• Combined data from two in-house Study Day surveys (Brand New and Knitting) conducted in house 
(sample =253) indicates that sixty-seven per cent of users had visited the V&A one or more times within the past year 
(ie. they were frequent users). 
 
These studies indicate that it could be supposed that for many programmes (save Tours which are used highly by first 
time visitors) around half to sixty per cent of all users may be frequent visitors to the V&A (visiting one or more times 
in the past year). If it is considered that frequent visitors make up around a quarter of all visitors to the V&A, it can be 
seen that the proportion of their take up of programmes is twice the rate which, all things being equal, could be 
expected. Programmes do support repeat visitation. 
 
D. Repeat use of the programmes themselves 
 
* In-house surveys regarding Back Packs, conducted over two years from April 1998 to March 2000, 
sampled 2,25 8 users of whom six per cent (n-- 13 5) had used Back Packs before. 
 
* In house surveys regarding the Activity Cart, conducted over two years from April 1998 to March 2000, 
sampled 7445 users of whom 21 per cent (n--1626) had used the Activity Cart previously. 
 
0 An in-house survey of 205 witnessers of Demonstrations, conducted between April 1999 and March 2000, 
indicated that two per cent had been to Demostrations previously. 
 
E. A picture of repeat visitors to the V&A drawn from Mori Spring and summer 2000 data. 
 
The MORI Spring 2000 (sample = 357 unweighed) and Summer 2000 (sample = 314 unweighed) surveys contained 
105 and 74 repeat visitors (visited at least once in the past year) respectively. The frequent visitor sub-sample from the 
MORI Spring survey is similar in size to the survey undertaken for this study. The MORI Summer 
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2000 frequent visitor sub-sample is around 30 per cent smaller than them and, consequently, may not be so reliable. 
Never-the-less, the data from both MORI surveys helps to form a picture of frequent V&A visitors. 
 
The MORI data is weighed to represent the full visitation to the V&A at the time of the survey period and this weighed 
data is reported below. Where possible, the percentages are reported with the Spring survey (n= 105) first and the Summer 
survey (n--74) following in brackets. Rounding up and down effects are apparent. 
 
Sixty-four per cent (671/o) of frequent visitors are female, 34% (32%) are male. 
 
Fifty-eight per cent (521/o) of frequent visitors live in Greater London. 
 
Age ranges: 16-17, 2% (3%); 18-24, 16% (1 01/o). 25-34, 15% (221/o); 35-44, 14% (220/o); 45-54, 25% (12%); 55-64, 
17% (23%); 65+, 1 01/o (5%). These proportions are similar to those in the entire samples save for the under representation 
of 45 to 54 year olds and the over representation of 55 to 64 year olds in the Summer sample. 
 
Social class: A, 27% (14%); B, 27% (28%), C 43% (52*/o). The social class proportions for the entire Spring survey were 
AB 6 1 % and C 3 5% and for the entire Summer survey they were AB 48% and C 47%. Therefore, the social class 
grading of frequent visitors appears to be considerable lower than that of the entire samples. 
 
Fifty-eight per cent (57%) of frequent visitors worked full or part time, fourteen per cent (17%) were retired and sixteen 
per cent (20%) were students. 
 
The Spring survey reported ethnicity as: White 83%; Black 2%, British Asian 2%, other Asian 3% and Chinese 1%. 
 
•  Thirty-one per cent (16%) of frequent visitors had no access to the internet. 
 
• Frequent visitors enjoyed, at least every three months, undertaking the following activities : doing to restaurants 
76% (700/0); cinema 72% (661/1o), visiting art galleries 80% (87%); visiting museums other than the V&A 74% (78%); 
concerts 45% (33%) and opera 21% (190/o). 
 
• In the last six months the Summer sample of seventy-four frequent visitors (weighed up) reported the following 
visits to other cultural destinations Apsley House 10%, Bethnal Green Museum 5%, British Museum 67%, Design 
Museum 2 1 %, Hampton Court Palace 27%, ICA 9%, Imperial War Museum 18%, Kew Gardens 30%, Madame 
Tussauds 11 %, National Gallery 58%, National Portrait Gallery 49%, Natural History Museum 35%, Photographers' 
Gallery 17%, RCA 40%, Science Museum 26%, Tate Britain 42%, Tate Modem 54%, Theatre Museum 4%, Tower of 
London 17%. That is, the report says, visits were made to collections based museums 79%, modern museums 55% and 
traditional museums 71%. 
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Sixty-three per cent (53%) of frequent visitors spent two or more hours in the V&A on the day of interview. 
 
In the Spring 2000 survey, fifty-three per cent of frequent visitors entered the V&A free on various concessions 
(senior citizen, Friend, student other). 
 
Visits with children : One per cent (20/o) of females visited with a child aged up to four years; 0 (1%) with a child aged 
5 to 9; r/o (3%) with a child aged 10-15; 0 (11/o) with a child aged 16-17. Males were very much less likely to visit 
with children. 
 
Female visit patterns : one adult companion 65% (63%), two adult companions 15% (13%), three adult companions 
2% (21/o). Eighteen per cent visited alone. 
 
Male visit patterns: one adult companion 54% (33%), two adult companions 3% (20/o), three adult companions 1% 
(20/o). Forty-one per cent of males 
 
visited alone. 
 
Sixty-four per cent (32%) of frequent visitors said that the special exhibitions were what made them visit the V&A. 
 
In the Spring survey, 72% of fi-equent visitors came to the V&A to see the temporary exhibition 'Art Nouveau' . In the 
Summer, 10% came to see the temporary Ron Arad installation. 
 
In the Summer survey (n-74), the involvement with art or design claimed by frequent visitors was : artist or designer 
(1 60/o); qualifications (18%); teacher (90/o); know a person involved well (8%); devote free time to art or design 
 
(15%); enjoy learning and looking at art and design when visiting new places (56%) and specialist artist or designer 
(200/o). 
 
The following proportions of frequent visitors had heard of the following programmes : Friends 70% (7 10/o); Courses 
or Lectures 59% (570/o). Gallery Talks 57% (58%),; Wednesday Late view 51% (45%); Activity Cart 21% 
 
(25%); Tours 38% (43%); Family Back Packs 21% (23%); Family Events 
 
19% (300/o); Demonstrations 12% (200/o). These proportions are much higher than those found in the full samples. 
 
The following proportions of frequent visitors had actually used the following programmes: Talks 15% (160/o); 
Courses or Lectures 15% (18%); Wednesday Late View 15% (1 5*/o); Activity Cart 2% (8%); Tours 11 % (9*/o); 
Back Packs 41/1o (40/o); Demonstrations 2% (2%). These proportions are higher than those found in the full samples. 
 
In the Summer survey (n--74), sixty-four per cent of frequent visitors reported a liking for the modern and innovative 
aspects of the V&A, 52% preferred the older and more traditional feel of the museum and 87% liked the combination 
of the modern and traditional parts of the V&A 
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PART 2: SURVEY OF FREQUENT VISITOR USERS OF PROGRAMMES 
 
Survey Method 
 
One hundred and four programme users who had also previously visited the V&A within the past year (ie. they were 
frequent visitors) were interviewed face to face during January, February and March 2001. 
 
Interviews for all programmes were conducted by Dr. Paulette McManus with help from Jo Pettipher for Study Days and 
Julie Loy for Talks and Tours (both members of the V&A Learning and Visitor Services Division). Visitors were 
approached and asked if they had visited the V&A within the past year. If they had, they were invited to take part in the 
survey. 
 
The sample was split so that, in each case, eighteen visitors were interviewed from Study Days, Gallery Tours, 
Wednesday Late view, Demonstrations and Family Events (Activity Cart, Back Pack and Event) and, because of the 
difficulty in collecting data, fourteen were interviewed from Gallery Talks. This sampling method, in attempting to draw 
parity across programmes with regard to frequent visitation experience, ignores the volume of all users of a programme 
(popularity) and the volume of frequent visitors using a programme (frequency of use). 
 
The interview programme was as follows : 
 
1 . Study Days: Views of Fabulous China, 20. 1.0 1. Precise information about frequent visitors' use of other 
programmes was gathered on two subsequent programmes. 
 
2.  Gallery Talks: Eastern influences on 10 century silver, 6.2. 0 1; Rococo 
 
ornament, 13.2. 0 1; V&A and the Serpentine, 14.2.0 1; Bernini's Neptune 
sculpture, 16.2.01; Surrealist prints, 192.01; Gold and enamel boxes, 5.3.01; 
Give and Take, 14.3.01. 
 
3.  Wednesday Late View: 7 & 14.2.01, 14.3.0 1. 
 
4.  Demonstrations: Woodcuts, 20. 1.0 1; Chinese calligraphy and painting, 3.2.0 1. 
 
5. Family Events: Special activity : Chinese opera and face and mask painting, 3.2.01; Back Packs, 19.2.01; 
Activity Cart in Dress Collection, 19.2.01; Stories, dance and drama in Cannon Photography Gallery, 19.2.01. 
 
6.  Tours: 19.1.01,5,6,13,14&19.2.01,2&11.3.01. 
 
Visitors were asked about the patterning of their museum visitation, why museum visiting was an important leisure 
activity for them, why and when they decided to join a programme and whether they would be likely to follow the topic of 
a programme up by themselves afterwards, and whether they had enough information when deciding to join a programme. 
 
In the report, responses to questions are not always given in the order in which visitors were asked the questions. Data 
may m add to one hundred because of rounding up and down effects. 
 



The Sample 
 
Females dominate the sample by a little over two to one as Table One indicates. The MORI 1999 summary report also 
indicates that around two thirds of visitors to the V&A in that year were females. In the MORI Spring 2000 survey, 
around two thirds (64%) of frequent visitors were females. 
 
Table One: Sex of respondents 
Programme Male  Female  n 
Stu~y day 3 15 18 
Gallery Talk 4 10 14 
Guided Tour 5 13 18 
Wed. Late View 8 10 18 
Demonstration 4 14 18 
Family Event 7 11 18 
All 31 73 104 
% of All 30 70 100 

 
Table Two illustrates that the dominant age ranges of the sample are 35-44, 45-54 and 65+. Visitors in the age range 
thirty-five to fifty-four make up forty-three per cent of the sample. The MORI 1999 summary report indicates that around 
thirty-eight per cent of visitors in that year were in this age range. 
 
Table Two: Age range of sample. 
 
Interpretation 
 
The sample of one hundred and four frequent visitors broadly matches the demographic profile of all visitors to the V&A. 
This gives the investigation a statistical validity it would not have if the survey profile was very different to the 
demographic profile. 
 
The sub-samples for individual programmes are well within the range of ten to twenty interviewees used when 
undertaking formative evaluation of communication related issues. 
Sample 16-19 20-24 25-34 35-44 45-54 55-64 65+ 
Number 3 9 16 22 23 11 20 
Per cent 3 9 15 21 22 11 19 
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The Survey 
 
Museum visitation patterns 
 
Question 1: How many times did you visit the V&A in the past year? 
 
Responses are reported alongside Question Three. 
 
Question 3 : How many times did you visit other museums last year? 
 
Table Three ranks the average number of visits in the past year to the V&A by programme. It can be seen that the average 
number of visits made by the full sample of frequent visitors was 10 with a range of 1 to 200 visits. The average number 
of visits to all museums, including the V&A, is included in column three. It can also be seen that those who attend Talks 
and Demonstrations are likely to attend the V&A more often than other frequent visitors. 
 
Table Three: Average number of visits to V&A in past year (n--1 04) 
Programme Av. No. visits to 

V&A 
Av. No visits to all 
museums 

Range of visits to 
V&A 

 

Talks 23 74 1-30  
Demonstrations 18 29 1-200  
Study Day 7 25 1-30  
Wed. Late View 7 21 1-50  
Family Event 4 20 1-12  
Tour 2 13 1-5  
AN 10 43 (n=4450) 1-200  

 
Table Four illustrates the visitation to museums undertaken by frequent visitors to the V&A, other than visits to the V&A, 
in the past year, ranked by programme. It can be seen that the average number of visits to other museums is 19 with a 
range of zero to 200. It can be seen that those who attended Talks, beside visiting the V&A more often than the other 
frequent visitors in the sample, also visited other museums more often. 
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Table Four : Average number of visits to other museums in the past year. 
Programme Av. No. visits to other 

museums 
Range 

Talks so 0-200 
Study Days 18 6-52 
Family Event 16 2-100 
Wed. Late View 13 2-50 
Demonstrations 12 1-40 
Tours 11 2-25 
Full sample 19 0-200 

 
Interpretation 
 
Looking at all museum visitation reported by the sample, it could be said that, on average, those interviewed attended a 
museum, somewhere, in around three out of every five weeks. The minimum visitation reported to any museum, including 
the V&A, was around once every month. Clearly, frequent visitation is not a phenomenon linked to a single museum - 
these visitors are very experienced museum goers. Their loyalty may not be to particular museums but to museums as 
institutions. 
 
The sub samples are small but a distinct variation in repeat visitation to the V&A and to other museums is clearly 
demonstrated by them. Frequent visitors who use the V&A programmes may not behave in a uniform manner as regards 
visitation. The ratios of visits to the V&A and to other museums provided by the sample supports this notion. The ratio of 
visits to the V&A and to other museums is one V&A visit to 4.3 visits elsewhere (L 4.3). In order of likelihood of visiting 
other museums often, the ratios of sub samples are: Tour (L6.5), Family Event (L5), Study Day (13.6), Talk (13.2), 
Wednesday Late View (13) and Demonstrations (L 1.6). 
 
Those who went on Tours visited the V&A and other museums in the past year much less than others in the sample. Even 
so, on average they visited other museums around once a month. 
 
Conversely, those who attended Talks visited the V&A and other museums in the past year far more than others in the 
sample - they are ardent museum visitors, visiting around three times a fortnight. 
 
With regard to family events, the pattern of frequent visitation to the V&A and to other museums indicates that, similarly 
to those who attended Tours, more visits were made to other museums proportionately than to the V&A. This sample is 
very small but it gives an indication that holding a loyal family audience may be difficult. This may be because parents 
take their children to all sorts of museums in order to give them a range of informal educational experiences. 
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Question 4: Would you say that being able to visit museums was a fairly important leisure activity for you? In 
what way? 
 
Regardless of frequency of visitation (overall range 1-200) ninety-five per cent of the interviewed visitors claimed that 
visiting museums was an important leisure activity for themselves. Only five visitors demurred. They were from Study 
Day (1), Gallery Talk (1) and Family Event (3). 
 
The visitors who responded positively gave 207 reasons explaining why museum visiting was an important leisure 
activity for them. 
 
Their responses were categorized as follows : For learning (60 responses); to witness 1 see things (46); for self 1 
personal growth (3 9)- for relationships (2 1); for leisure (20) 
 
Y 
 

and pleasure (15) and structural (6). These categories are reported in more detail below. 
 
The first three categories, related to learning, seeing and growing are concerned with lifelong learning. One hundred 
and forty-five responses, 701/o of all given, were made in these three categories. The next three categories, related to a 
satisfying personal and social life (fifty six responses, 271/o of all) can be said to be related to sustaining an interest in 
life long learning. 
 
Why visiting museums is an important leisure activity. 
 
For learning (60 responses) 
 
• To learn / increase knowledge 1 educational (34 responses). 
 
• For children: educational, motivating, learning activities (12). 
 
• Cultural activity / cultural access (7). 
 
• Related to art history studies (5). 
 
• To learn to look 1 train my eye (2). 
 
To witness 1 see things (46 responses) 
 
To look at beautiful 1 rare things; for aesthetic pleasure (24 responses). 
To see new / lots of 1 particular things; satisfy curiosity 1 interest- to find out 
(9). 
To see techniques 1 how things are made 1 real things (6). 
Art interest / art access (5) 
To draw (2) 
 
For self / personal growth (39 responses) 
 
Stimulating, enriching, inspirational, satisfying, interesting, memory building (16 responses). 
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• To follow private interests, make connections 1 associations, see things linked to leisure reading (8). 
 
• Broaden outlook 1 understanding / experience 1 horizons (7). A part of a balanced 1 intellectual life; a life pattem 
(4). Self development 1 improving; keeping up with whats on (4). 
 
For relationships (21 responses) 
 
•  Museums are a family destination which includes children (8 responses). 
 
•  To socialize 1 meet ffiends and family (7). 
 
•  You can visit with your partner (6) 
 
For leisure (20 responses) 
 
•  Relaxing (10 responses). 
 
•  It's different to work / an escape from everyday 1 free use of free time (7). 
 
•  You can have a meal (3). 
 
For pleasure (15 responses) 
 
Pleasure / enjoyment 1 feels good (11). Lovely pastime 1 1 like museums (3). 1 like antiques (1). 
 
Structural (6 responses) 
 
•  Live nearby 1 part of visiting London (4). 
 
•  Museums are resource places / good value (2). 
 
Interpretation 
 
Overall, the frequent visitor's reasons for regarding museum visiting as an important leisure activity fit very closely with a 
modem museum's ideals of the promotion of life long learning and support for social enjoyment. 
 
Some of the reasons they gave, particularly those related to cultural access and the opportunity to 'look at things' along 
with the suggestion that a museum is a place for friends and family, could be used to promote programmes and more 
general visits to the V&A among the roughly three quarters of the V&A audience who are not frequent visitors. 
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Question 2: When you visited within the last year, was that to look around, attend one of our arranged 
programmes or for something else? Which programmes did you attend? 
 
Table Five illustrates the past visits of the sub-samples and the full sample by 'looking around' and programmes type. 
The only 'something else' activity reported was by one Talk attendee who had attended a two week course at the V&A 
in the past year. The repeat use of a programme by the present users of that programme is highlighted. 
 
Table 5 : Reasons for past visits (n). Multiple responses were given. 
Present visit Look  Study Talk  Tour Wed. L. Demos Family 
(n)     View  Event 
Study Day 9 9 2 2 2 - 1 
(18)        
Talk 12 3 4 5 2 2 - 
(14)        
Tour is - 3 3 1 1  
(18)        
W. L. View 13 1 2 1 7 - - 
(18)        
Demos 17 4 3 2 3 6 2 
(18)        
Family Ev. 14 - 2 - 2 3 10 
        
All 80 17 16 13 17 12 13 
(104)        

 
Interpretation 
 
Frequent visitors using a programme were very likely to have sampled three or four other programmes during the 
previous year. They made considerable use of a variety of programmes over the past year as Table Six, on the next 
page, illustrates. 
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Table 6: Attendance at other programmes and repeat use of programmes by present use, ranked. Multiple responses were 
possible. 
Present Other past R  Repeat of present (n)  R All past use (n)  R 
use (n) use (n)      
Demos 14 1  6 4  20 1 
(18)       
Talks (14) 12 2  4 5  16 3 
Study 7 3  9 2  16 3 
Day (18)       
Family 7 3  10 1  17 2 
Event    

-
1
 

(18)       
Tours 5 5 3 6 8 6 
(18)       
W.L.View 4 6 7 3 11  5 
(18)       

 
R = rank and refers to the numbers in the columns to the left. Other past use = number of attendees using another 
programme in the past year. All past use = Attendance at all programmes in the past year. 
 
Interpretation 
 
Table Six is best interpreted by reference to the ranking of events. 
 
• Those attending Demonstrations and Talks appear to be more likely to attend other programmes (Ranks 1 and 2) 
than users of other programmes. 
 
• Those attending Family Events, Study Days and Wednesday Late View appear to be more likely to demonstrate 
repeat use of these programmes than the users of other particular programmes demonstrate (Ranks 1, 2 and 3). 
 
• Those taking Tours and attending Wednesday Late View appear to be the least likely to attend other programmes 
(Ranks 5 and 6). 
 
Further interpretation 
 
The data was further analysed to show that forty-six of the 104 frequent visitors (44%) were using an arranged programme 
for the first time. They came from : Study Days (9 visitors); Talks (4); Tours (12); Wednesday Late View (9); 
Demonstrations (6) and Family Events (6). 
 
The previous visiting history of this sub-sample of forty-six was: 1 visit (13 visitors); 2 visits (16 visitors); 3 visits (6 
visitors); 4 visits (3 visitors); five visits (1 visitor); six visits (4 visitors); 11+ visits (3 visitors). Considering that the 
average number of visits to the V&A by the entire sample was ten visits, we can see that most of this subsample of 
forty-four per cent of all frequent visitors were below average in attendance. If the full range of programmes could be 
marketed more strongly 
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amongst individual programme users maybe these 'low attendance' frequent visitors could be encouraged to visit 
more often once they know what is on offer. 
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ThefoRowing six quesfionsprovide a greaterfocus on theprogrammes themselves. 
 
Question 5: How did you rind out about today's programme? 
 
Table Seven illustrates the method by which frequent visitors found out about the programme they were using 
that day. 'From entrance today' includes information and leaflets given out at the Information Desk in the foyer 
as well as posters standing in the entrance area of the museum. 
 
Table 7: Source of programme information 
Rank Source All (n) % 
1 From entrance today 25 24 
2 Word of mouth 20 19 
3 Previous leaflet pick-up 19 18 
4 Mailing list 17 16 
5 Time out / newspaper 9 9 
6 Came across it 6  6 
7 Learned society newsletter 4 4 
8 Internet 3 3 
9 Rang up 1 1 
  104 100

 
Interpretation 
 
information ftom various sources at the entrance of the V&A on the day of the event was the most used source 
of information. The preliminary analysis undertaken in preparing Table six indicated that this was a most 
important source of information for Tour visitors (11 out of 18 Tour visitors). 
 
Word of mouth was the most frequently cited single source of information. It was particularly important for 
Wednesday Late view visitors (8 out of 18 visitors). 
 
The picking up, and retaining, of a leaflet on a previous visit was the next most important source of information. 
Such an event encourages repeat visitation. 
 
The mailing list was the next most important source of inffirmation. It was particularly important for Study Day 
visitors (9 out of 18 visitors) and, perhaps, for Talk visitors (4 out of 14 visitors). This finding, admittedly on a 
small sample, indicates that mailings could be closely focused. Study Days have their own mailing list. The 
dates of other, drop-in, programmes are advertised in the Friends magazine mailing. Accordingly, Study Days 
users and Friends are the only people in the sample likely to have been exposed to a mailing from the V&A. 
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Possession of a leaflet in the home could be said to account for around one third of all sources of programme 
information. 
 
Some of the data from this sample of 104 frequent visitors can be compared to the data from a survey of 100 Sunday 
Extra Visitors (M.Hinton, in-house, 2000). 
 
in that study : 
 
14 per cent of visitors found out about the programmes from the entrance on the day compared to 24 per cent in this 
study. 10 per cent found out through word of mouth compared to 19 per cent in this study. 28 per cent came across the 
event by chance compared to 6 per cent in this study. 39 per cent found out through a leaflet compared to 37 per cent 
in this study finding out through previous possession of a leaflet and delivery of a leaflet through the mailing list. 
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Question 6: What made you decide to join this programme? 
 
The visitors gave one hundred and eleven reasons forjoining a programme. Multiple responses were given. Table 8 
illustrates the broad categories of their responses. 
 
Table 8: Motivation to join programme (n=1 11) 
Motivation % 
Subject matter 60 
Leisure 1 fi7ee time 15 
Relationships 15 
It's a tour 8 
Friend recommended 1 

 
An expansion of the categories shown in Table 8 follows : 
 
Subject matter: Interest in China, the subject, curiosity, know similar objects, for work or studies, interest in technique, 
to see a temporary exhibition. 
 
Leisure l_free time : Spare time, in time for it, an evening pastime, relaxing. 
 
Relationships: Socializing, for the children, a family activity. 
 
It's a tour: The size of the V&A, 1 will be guided, enjoyed a previous tour. 
 
Interpretation 
 
• Sixty per cent of the reasons given for attending the range of programmes were related to the subject matter of 
the programme. That is, around two thirds of frequent visitors are attracted to programmes because of their content. This 
is not surprising when it is remembered that learning, in general, was the main reason given for valuing museum visiting 
as a leisure activity. 
 
• Use of leisure time and maintenance of relationships involving fliends, family and parenting each accounted for 
fifteen per cent of motivations. Combined, these motivations make up almost one third of all reasons given. 
 
• Eight per cent of motivations were directly related to the characteristics of guided tours. Guided tours apparently 
fulfil a function beyond their content. 
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Question 7: Do you work in a rield related to today's programme? 
 
Table Nine illustrates the comparatively low percentage of frequent visitors whose work was in some way related to 
the content of a programme. 
 
Table 9 : Relationship of work to programme (n-- 104) 
Programme Yes (n) No (n) 
Study Day 5 13 
Talk 2 12 
Tour 2 16 
W. L. View 1 17 
Demonstration  3 15 
Family Event  3 is 
All 16(15%)  88(85%) 

 
The connections claimed by the interviewees were : Designer or Artist (4 visitors);Curator in a museum (3)- Art 
educator (3); Art historian (2); Travel 
 
y 
 
journalist; Travel to a particular cultural area for work; Antique dealer and Art student. 
 
Interpretation 
 
• The connections between work and the content of a programme claimed by visitors were, in the main, rather 
broad and expressive of a general interest in a similar field to that of work. 
 
• Fifteen per cent of the sample worked in a field related to the programme attended. There was little variation 
in the representation of these people across programmes save for the Study Day where five out of the eighteen 
interviewees claimed to work in a related field. By the nature of a Study Day it could be expected that closer 
connections between work and the programme would be held by frequent visitors attending a Study Day. 
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Question 8 : Roughly, how far back was it that you decided to come to today's event? 
 
Table Ten illustrates the period taken tojoin a programme in some detail in order to show the considerable differences 
displayed. 
 
Table 10 : Time of decision to join a programme (n), total n=104 
Prog Today  1 

day 
2-6 
days 

1 
week 

2-3 
weeks 

1 
mth 

2 
mths 

3  
mths 

4 
mths 

S.Day - - - - 1 3 9 3 2 
Talk 5 3 2 1 - 2 1 - - 
Tour 2 9 - 3 - 2 2   
W.L. 
View 

- 9 2 6 1 - -   

Demos. 4 4 2 3 2 2    
Fam. 
Event 

4 5 2 5 2 -    

Totals 15 30 8 18 6 9 12 4  2 
 
Table 10 can be further collapsed to show percentages within broad decision making periods. 
 
Table 11 : Broad decision making periods C/o) 
 

Today or 1 day J 2 days to 1 week 12-3 weeks 11-4 month 
 

143  1 
 
Interpretation 
 
6 
 
Forty-three per cent of all decisions to join a programme were made on the day or the previous day. Study Day and 
Wednesday Late View interviewees were not represented in this proportion. 
 
Twenty-six per cent of all decisions to join a programme were made one to four months prior to the event. Wednesday 
Late View and Family Events interviewees were not included in this proportion. 
 
Seventy-four per cent of all decisions to join a programme were made within three weeks prior to an event. This 
proportion included only one decision to join a Study Day (at three weeks). 
 
These findings have implications for the timing and content of mailings. 
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Question 9: When you were making up your wind whether to come today or not, did you feel that you had 
enough information? 
 
Table Twelve illustrates the frequent visitor's satisfaction with the information they had to hand when making 
the decision to join a programme. It must be remembered that these interviewees were very experienced 
museum visitors and that the level of information they had might not be as satisfactory for the less experienced 
visitor who might not have expectations based on previous experience. 
 
Table 12 : Satisfaction with information (n) 
Programme Yes No 
StAy Day 14 4 
Talk 12 2 
Tour 13 5 
Wed. L. View 18 - 
Demonstration 14 4 
Family Event 18 - 
AN 89(86%)  15(14%) 

 
Among the fifteen who felt that they did not have enough information were: a Talk participant who wanted 
more information about the topic; A Tour participant who thought the title was vague; two visitors who rang to 
ask about the time and need to book for Demonstrations and three visitors who thought the V&A Website 
information was poor or gave a bad printout. The other eight visitors could not give any specific reasons - 
perhaps they wanted to leave their expectations open. 
 
Interpretation 
 
Wednesday Late view and Family Events were the only programmes where all visitors felt that they had enough 
information to decide to attend the programme. 
 
Fourteen per cent of all respondents reported that they did not have enough information to help them to decide 
to attend an event but around half of them may have been wanting to keep their expectations open. This leaves 
around seven per cent with a complaint about either topic scope or access to information about times. 
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Question 12: In the months to come, will you he likely to follow up today's event or topic in greater depth? 
Any idea of how you might do so? 
 
Table Thirteen illustrates the likelihood of following up a programme by the programme attended. 
 
Table 13 : Likelihood of following up the topic of a programme (n) 
Programme Yes No 
Study Day 14 4 
Talk 9 5 
Tour 10 8 
W.Late View 11 7 
Demonstration 10 8 
Family Event   
All 64(62%)  40 

 
Interpretation 
 
Sixty-two per cent, around two thirds of the interviewees, said that they would be likely to follow up the day's 
event in greater depth. The proportion of around one third who said that they were not likely to do so was 
consistent across programmes save for the Study Day where only four out of the eighteen interviewees said that 
they would not be likely to follow up. 
 
How might you do so? 
 
Seventy-nine responses were given. The ways in which visitors thought that they might follow up the day's 
event fell into eleven categories. They are shown below in order of the ranking of responses. 
 
1. Read 1 look at books (21 responses) 
 
2. Look at objects 1 exhibitions (11) 
 
3. Attend to reminders / let it resonate (8) 
 
4. Attend another V&A programme (8) 
 
~)UCATI()N DEPT. 
 
5. Relate it to work (7) 
 
6. Visit the V&A again (7) 
 
7. Travel to a country related to the topic (4) 
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8. Buy materials and do the activity 1 demonstration at home (4) 
 

9. Talk to other 1 my child (4) 
 

10. Relate it to my hobby (2) 
 

11. Search the internet, buy postcards, renew season ticket (1 each) 
 
Interpretation 
 
Forty-one per cent of the responses involve using books, objects and exhibitions as references. 
 
Twenty per cent of responses involve future visits to the V&A! 
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Social aspects of visitation 
 
Question 10 : Are you visiting today alone, with a friend(s), your partner or with infants aged 0 to 4, children aged 
5-9 or 10-15 or with adolescents aged 16-17? 
 
Table Fourteen illustrates whether the interviewees were visiting alone or with particular social groups. 
 
The numbers in the columns relating to children indicate the numbers of adults visiting with children. The numbers in 
brackets beside these numbers indicate the number of children they were visiting with. 
 
Table 14: Social groupings (n) 
Programme Alone Friend(s)  

/ Family 
Partner  Child 

0-4 
Child 
5-9 

Child  
10-15 

16-17 yrs 

Study Day 11 4 3 - - - - 
Talk 11 3 - - - -  
Tour 8 4 6 - - -  
Wed. L. View 3 12 3 - - -  
Demonstration 6 6 4 (5) 2(2) 1 (1)  
Family Event - 6 5 7 9 2 5 2 1 (1) 
All 39(38%)  35 21 7 A(9 

(9 
1~6  
1 
16(25)  

2(2)  1 

 
Multiple responses from all save those visiting alone were possible. In the event, they were only given by Demonstration 
and Family Event interviewees. 
 
Interpretation 
 
• Forty -five per cent of visitors to programmes where it was possible to join alone (ie. Disregarding the eighteen 
Family Event interviewees) did visit alone. Programmes are popular for adults visiting alone. 
 
• Thirty-four per cent of all interviewees were accompanied by a friend(s) or an adult family member(s) or by their 
partner. 
 
•  Twenty per cent of all interviewees visited with their partner. 
 
• At Demonstrations, six adults in charge of a combined eight children were interviewed. Five of these children 
were under four years old. 
 
• At Family Events, the eighteen interviewees had brought a total of thirty-seven children to the programme. This 
is an average of two per interviewee. Nine of these children were under four years old and twenty-five aged between five 
and nine years old. 
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Question 11 : As a general rule, is it important for you to visit a museum with a companion? 
 
Table Fifteen illustrates the importance which frequent visitors placed on making their museum visits with a 
companion. 
 
Table 15: Desirability of a companion (n) 
Programme Yes No 50/50 
Study Day 2 10 6 
Talk 4 9 1 
Tour 5 9 4 
Wed. L. View 5 8 5 
Demonstration 4 5 9 
Family Event 8 6 4 
All 28(27%) 47(45%)  29(28%) 

 
Interpretation 
 
Remember that the data from MORI surveys described in Part One of this report indicated that around one third 
of repeat visitors (not specifically frequent visitors, visiting in the past year) live alone. This may have some 
effect on visiting patterns. 
 
• Forty-five per cent of the frequent visitors said that it was not important for them to visit a museum 
with a companion. They gave a range of common supporting explanations which could be said to be the 
enjoyment of pleasurable solitude. In detail, the reasons were expressed as : go at own time, own pace; no 
distractions; don't have to consider others; can look at what I'm interested in; think to yourself, calm and less 
stressful; can please yourself., it's time for yourself, can chill out; it's difficult to find a like minded friend; 
different people are interested in different things; relaxing. 
 
• Twenty-seven per cent of the fl7equent visitors said that they found that it was important to visit a 
museum with a friend. They gave a range of very common supporting explanations which indicated pleasure in 
discussion and talk. In detail, the reasons were expressed as : 1 like company, to share experiences; to discuss- 
it's entertaining - you can make jokes- it's good to talk; you can share with your partner; good for family 
outings. 
 
• Twenty-eight per cent of the sample said that they liked to do both - visit alone sometimes and 
sometimes with a ffiend. They gave a common range of reasons which mirrored the responses given by both 
those who liked to visit alone and those who liked to visit with a companion. In detail, the reasons were 
expressed as ; It depends on your companion's interests; not if I'm serious about a subject; you can use up spare 
time when alone; it's boring if the companion thinks that they ought to come to the museum; it's nice to have a 
companion to look at pictures; usually go with partner; not when drawing but otherwise discovery is not fun 
without friends. 
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PART THREE: TELEPHONE INTERVIEWS REGARDING USE OF MAILING LISTS AND REPEAT 
VISITATION 
 
Survey method 
 
Ten UK museum professionals in charge of, or knowledgeable about, mailing lists at a variety of museums of differing 
status, size and collection type were interviewed on the telephone during March 2001. A request for information about 
mailing lists and repeat visitation at the nine Smithsonian museums was made but was not responded to. 
 
The professionals were telephoned and asked if they would mind answering a few questions about their mailing lists and 
repeat visitation at their museum in exchange for the same information from the V&A. It was stressed that this 
information would be confidential between themselves and the V&A and readers of this report should respect this 
promise. 
 
As these were telephone interviews, the interviewees were not pressed if they could not answer a question straight away 
but the question was returned to later in the interview. 
 
The interviewees 
 
Sarah Carthew, Head of Friends (till Feb.2001), British Museum (attendance 4.7 million) 
 
Martyn Wyatt, Front of House Manager, British Museum (4.7 million) 
 
Anne Pennington, Research Officer, National Galleries and Museums on Merseyside (eight sites) 
 
Polly Larner, Friend's Secretary, National Maritime Museum (500,000) 
 
John Cooper, Head of Education Department, National Portrait Gallery (1.02 million) 
 
Sarah Briggs, Marketing Offlicer, Tate Modem & Tate Britain (unknown, 2 million) 
 
Fiona Morehead, Public Affairs and Administration, Courtauld Gallery (175,000) 
 
Christine Lalumia, Assistant Director, Geffrye Museum (68,500) 
 
Janice Lane, Education Officer, Brighton Museum and Art Gallery (175,000) 
 
Vivienne Hall, Marketing Department, Birmingham Museum and Art Gallery (525,000) 
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General comment about the survey 
 
It very quickly became evident that most institutions have multiple mailing lists and that few interviewees were very 
likely to have a coherent picture of how exactly mailing lists, overall, ftmetioned in their institution. Mailing lists can 
appear to be 'orphans' with, at times, no-one able to take, or holding, rigorous responsibility for them save in the 
situation of Friend's and Education Section lists. 
 
Often the original enquiry involved being shunted around to different people till someone was found who felt able to 
answer questions. The very variety of positions held by the interviewees attests to the split interests in a mailing list(s) 
within an institution. The fact that those interviewed could not always answer pertinent questions about mailing lists 
'on the spot' also attests to the manner in which mailing lists are employed instrumentally and functionally in most 
museums. 
 
The survey 
 
Question 1 : Do YOU have any data on repeal visitation to your museum? 
 
Question 2 : Do you have any data on repeat visitation which occurs as a result of specialprogramming? 
 
The only institution which could give data on overall repeat visitation was National Museums and Galleries on 
Merseyside. This institution issues an '8 pass' costing £3.00 (£1.50 concessions) usable at any of the eight museums 
over a twelve month period. The pass has a number and a postcode on it and repeat visitation is recorded. The data is 
surveyed using a base of every eighth visitor over a twelve month period and was sampled for the period April 1999 to 
March 2000 for a recent DCMS report. Across the eight venues, fifty-four per cent of visits are repeat visits to NMGM 
as a whole. Visiting patterns by venues differ. The Walker Art Gallery has a repeat visitation figure of sixty-four per 
cent. 
 
No data on repeat visitation via special programming occurring as a result of the use of mailing lists is recorded by the 
Central Services Department of NMGM or any of the other museums included in the survey. 
 
When a museum says that it has data on repeat visitation it does not necessarily mean that this data has been analysed. 
In one case, analysed data was not to be revealed to outside institutions. The responses given to the queries about 
overall repeat visitation and repeat visitation occurring as a result of programming by those other than N~ are listed 
below along with the post of the respondent. 
 
British Museum, Head of Friends: Yes but no details. British Museum, Front of House Manager: No on both counts. 
National Maritime Museum, Friends Secretary : Sixty per cent of the Friends visit annually, no information on 
programming. 
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National Portrait Gallery, Head of Education : No on both counts. Tate Britain and Tate Modern, Marketing Officer: No 
public information at the moment. Courtauld Gallery, Public Affairs and Administration Officer: No on both counts. Do 
not collect data about use of annual ticket. Geffirye Museum, Assistant Director: We know people come back but we do 
not collect the data. Brighton Museum and Art Gallery, Education Officer: Sixty to eighty per cent of schools repeat visit 
and sixty per cent repeat visit a particular role play programme. Birmingham Museum and Art Gallery, Marketing Officer: 
No on both counts. 
 
Question 3 : Do you use a mailing list? 
 
Question 4 : Do you have any data on the repeal visitation ofyour museum through the agency of the mailing list? 
 
All institutions used multiple mailing lists. The Tate has 35,000 on its Friends list- the Brighton Museum and Art Gallery 
has 1,200 on its Education list; The National Maritime Museum has 5,000 on its Friends list, while the British Museum 
Front of House list varies between two to six thousand between weedings. 
 
No institution, save Brighton Museum and Art Gallery, had data on repeat visitation occurring through the agency of the 
mailing list. At that museum, sixty to eighty per cent of schools mailed make repeat use of their special schools 
programming 
 
Question 5 : Do you use mailing lisisfor non-bookable programmes? 
 
Question 6 : Do you use mailing lisisfor bookable programmes? 
 
All museums used mailing lists for both types of programme save for the National Maritime Museum and Brighton 
Museum and Art Gallery where they were only used for bookable programmes 
 
Question Seven : On average, what percentage of those mailed turn upfor any programme? 
 
Most museums did not know the average percentage of those mailed turning up for any programme. The British Museum 
Friends reported a ninety per cent response (? activity over a year7) while the Tate reported sixty to seventy per cent 
response for focused mailing for specialist programmes. 
 
Question 8: How didyour mailing list develop? 
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Mailing lists developed through offer, visitor enquiries, contacts within the formal education field, information desk 
enquiries, collection of names of attendees at events, printing an application form on the back of a ticket, and through 
telephone enquiries about events. 
 
Question 9: How long have you been using a mailing list? 
 
The response to this question may depend on how long a respondent had been working at a particular museum. The 
periods of use ranged from under a year, with regard to revised lists and the use of a new ENTA box office system, to 
2, 3, 5+, 10+, 21 and 30years. 
 
Question 10 : How do you put the mailing list together? Visitors ring and ask to be put on? Visitorsfill in aform in the 
museum? Other means? 
 
Mailing lists get put together when : people ring up, visitors fill in forms in the museum, through membership 
schemes, through use of season tickets, through word of mouth from others on a list and through data capture from 
programme bookings. 
 
Question 11 : How often do you review and adjust the mailing list? 
 
The data protection act has opened an opportunity for many museums to weed their mailing lists. Friends mailing lists 
were adjusted daily or slightly less frequently depending on subscription renewal dates. Otherwise, respondents 
reported that they tried 1 hoped to revise a list annually, every two years or every three years. 
 
Question 12 : Is your mailing list seen mainly as a service to the Friends ofyour museum? 
 
Only two mailing lists were used mainly as a service to the friends of the museum. 
 
Question 13 : Do YOU know the cost of each individual mailing to a visitor? Ifyes, please say. 
 
No-one knew the cost of each individual mailing because it varied with the weight of enclosures. Some respondents 
commented that mailings always went out second class. Mailing houses were commonly used. 
 
Question 14 : Do you have an annual budgetfor)vur mailing list? Ifyes, please give amount. 
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Most mailing list costs are funded across museum departments so few could report specific budgets. The issue is clouded 
because of the consideration of the separate costs of printing and postage. The British Museum Front of House budget is 
£7,500 and the National Portrait Gallery Education Department budget is £7,000. The National Maritime Museum Friends 
mailings are funded by selling the facility to include commercial inserts to companies. 
 
Question 15 : Do you measure the effectiveness ofyour mailing list in any way? 
 
The dominant response was no. The British Museum Friends list monitors renewals, reviews its mailing company 
annually and tests its list against bought in lists in order to bench mark. Two interviewees deduced that their lists were 
effective because people turn up for programmes. One museum asked people attending booked events how they heard 
about theevent. The Front of House list at the British Museum is now on a new computer system which could record 
bookings against mailings if asked. 
 
Question 16 : Are your bookable and non-bookable programmes on your website? 
 
Question 17: Have you any in&cation of the level of response you getfirom advertising programmes on your website? 
 
Only two museums did not have the range of their programmes on their website and one of those did not have a website. 
The Tate also uses an e-mail list. No museum knew the etTectiveness of advertising on their website. 
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PART FOUR: REPEAT VISITATION LITERATURE REVIEW 
 
7he data reported below on visitation determinants andpopulanonpattems regarding museum visitation is derivedfrom 
large scale population studies or analyses of them. 
 
With regard to motivation to visit museums repeatedly here is very little published, well designed research on 
visitation which has been conducted with large enough samples to allow generalization to other museums. 7he most 
authoritative and reliable sources are provided by Mari" Hood (1983); Zahara Doering, who summarizes around a 
decade of her high quality work at the nine Smithsonian museums and that done by Richard Prentice, Professor of 
Tourism at Queen Margaret College, Edinburgh. 
 
No literature onfrequent visitatiom defined as one or more visits annually, to a particular museum could befound 7he 
study reported here would appear to be a unique investigation in thisfield 
 
A bibliography of the papers consulted appears at the end of this section. 
 
Prime visitation determinant 
 
Both Doering (1995) and Davies (1994) demonstrate that, regardless of gender and social class, formal education level 
is the strongest predictor of museum attendance. 
 
Population patterns of museum visitation 
 
•  Davies (1994) indicated that, in 1993, twenty-eight per cent of UK adults 
 claimed to have visited a museum or gallery at least once in that year. This 
 may be a fairly stable visitation pattern as a MORI 1999 survey for 
 Resource (DCMS) indicated the same percentage visiting in the past year. 
•  Using 1994 Henley Centre data, Davies (1994) shows that sixteen per cent 
 of the UK population goes to a museum or gallery at least once a quarter. 
 This visitation rate translates to eight visits over a one year three month 
 period. Repeat visitation to any particular site was not recorded. 
 
• The MORI 1999 Resource survey provides data by life style profile. It indicated that adults with children 
tend to make around 2.5 visits to museums annually. This is slightly below the attendance rate for other adults. 
Children aged between five and ten years appeared to have slightly more influence on museum visiting than younger 
or older children. 
 
• Also indicated is that around thirty-five per cent of people between the ages of thirty-five and fifty-four (the 
dominant age range in the V&A 
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Programme Survey reported here) attend museums and that around a third of them visited at least five times in the past 
year. 
 
• Also from the MORI Resource report, it is indicated that twenty-seven per cent of those aged between 
thirty-five and forty-four tend to visit alone as opposed to an average of seventeen per cent for all visitors. The high 
numbers of frequent V&A visitors attending programmes alone has been indicated in this study. 
 
• The MORI report also indicated that around two thirds of forty-five to fifty-four year olds tended to visit 
museums with their partner as opposed to around a half of all visitors. 
 
• Twentya-three per cent of those aged over fifty-five have a favourite museum which they like to visit 
frequently (MORI for Resource, 2001). 
 
In summary, in the UK population, a little below a third of adults visit a museum or gallery once a year. Around a 
sixth of UK adults could be frequent visitors (visiting more than once a year) to museums as institutions. Around a 
tenth of UK adults aged between thirty-five and fifty-four may be frequent museum visitors - this is the audience 
sector most likely to be more easily encouraged to visit often. Families with children aged between five and ten may 
be the easiest family group type to encourage to visit. Younger middle aged adults are more likely to tend to visit 
museums alone than other adults and those aged fifty-five and over are more likely than other people to be loyal to a 
particular museum. 
 
Motivational Studies 
 
The literature on the subject of why visitors visit museums and what they hope for from their visitation clearly places 
museum visitation, and repeat or frequent visitation, as a leisure choice fuelled by inner motivations and the desire for 
particular experiences of a social, cognitive, aesthetic or reflective nature. Middleton (1998) describes such people as 
an inner-directed attitudinal group which is growing rapidly in society - a group which is a natural and growing 
constituency for museum visiting as a part of leisure choices. 
 
The exploration of generic motivations to attend museums may allow for the redesign of programmes and provision; 
reveal gaps in provision which could be filled; provide a more focused approach to marketing provisions and provide 
a justified explanation about why some people choose not take advantage of such provision. Since frequent visitation 
can be claimed as a measure of success in providing experiences which museum visitors want, the issue of numbers of 
visitors to a museum and actual visits made can be considered more calmly, especially when considering whether 
frequent fl fr 
 
visitors receive disproportionate bene it OM museum resources when compared to those who visit rarely. 
 
The oldest study in the field of museums and leisure motivation was undertaken by -Marilyn Hood around twenty 
years ago (Hood, 1983). She used previously 
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determined leisure choice attributes when she quizzed five hundred and two Toledo, USA, citizens on their visiting habits 
with regard to the Toledo Art Gallery. She defined occasional visitors as those who visited one to two times annually and 
frequent visitors as those who visited three or more times a year. The leisure choice attributes used were, in alphabetical 
order : being with people or social interaction, doing something worthwhile, feeling comfortable and at case in one's 
surroundings, having a challenge of new experiences, having an opportunity to learn and participating actively. The 
attributes of doing something worthwhile, having a challenge of new experiences and having an opportunity to learn were 
most favoured by her frequent visitors. 
 
Downing (1999), using data from empirical research (in-depth interviews, surveys and comment analysis) at the nine 
Smithsonian museums describes four types of experiences which visitors preferred and found most satisfying. They are : 
 
Social experiences such as spending time with friends and family or seeing the visitors' children learning new things; 
 
Object experiences which give prominence to 'real things' as when visitors are moved by beauty or enjoy seeing rare, 
uncommon or valuable things, 
 
Cognitive experiences which emphasize the interpretive or intellectual aspects of a visit as when visitors enrich their 
understanding, gain information or knowledge and reflect on the meaning of what they see in the museum- and 
 
Introspective experiences which are focused on the visitor's personal reflections, usually triggered by something seen in 
the museum. These occur when visitors feel spiritual connections, imagine other times or places, think about what it 
would be like to own something, recall past memories or feel a sense of belonging in the museum. 
 
Downing notes that the categories of desire for social experiences and introspective experiences conflict, as do those for 
object experiences and cognitive experiences. Clearly, there will be some variation in what frequent visitors seek, and can 
obtain, from a particular visit to a museum. 
 
Downing notes that most people who enter a museum are probably motivated by a desire to strengthen their self identity 
through association with the subject matter of the museum coupled with a desire to continue self development, 
intellectually, culturally emotionally and socially. 
 
Her studies also show that people tend to attend to exhibition presentations that they think will be congruent with their 
own attitudes, presented from a point of view which they expect to agree with and have subject matter which is personally 
relevant. That is, Downing claims that exhibitions are powerful tools for confirming, reinforcing and extending existing 
beliefs rather than agents of attitude change. 
 
Prentice (1996) imports particular consumer research theories of consumption into a view of museum visiting. The 
notions employed are demands for dreaming and insight and, secondly, a sense of either insiderness or outsiderness. 
Using these theories, he describes the contemporary museum visitor as a daydreamer (away from 
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the work-a-day world and reality) seeking insight from informed experiences, challenges, intense involvement and, 
perhaps, alternative interpretations. The concept of outsider 1 insider is derived from investigations into the theory of a 
sense of place. As derived for use in museums it equates with Hood's leisure attribute of 'being comfortable and at case in 
one's surroundings'. In this paper, Prentice argues for the experience of visitors as the appropriate core of museological 
studies with museum settings being seen as constructions to facilitate experience. 
 
Prentice et a] (1997) reports an on-the-street survey of eight hundred and fifty-seven adults undertaken in Edinburgh. The 
study was undertaken in order to describe generic motivations for visiting, and not visiting, cultural attractions. Fifty-two 
per cent of those interviewed said that they had visited a museum in the past twelve months. The motivations for these 
visits, in order of importance were : to broaden general knowledge, to satisfy curiosity, to have a day out to contribute to 
preserving the heritage, to get away from normal routine, to relax, to socialize, for specific interests, to feel comfortable, 
to fill in spare time and to gain a feeling of self fulfilment. 
 
It can be seen that the motivations to attend museums described in the museum studies literature are often reflected in the 
accounts given by the frequent visitors to the V&A who took part in the study reported here. 
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