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INTRODUCTION

This toolkit is a guide for your museum to collect
and analyze social impact data. Throughout the toolkit,
you will find summaries of tasks, checklists, best practic-
es, language and materials to use, and tips for success. The
journey to measure museum social impact requires time
and commitment, likely from numerous employees or vol-
unteers and across departments. We recommend that you
read the toolkit in its entirety and familiarize yourself with

the tasks before beginning this work.

This museum social impact toolkit was developed
as part of the Measurement of Museum Social Impact
(MOMSI) research study, and was informed by the experi-
ences of the study’s host museums from across the United
States. Tips for success and perspectives included in the
toolkit represent the experiences of museums of various

sizes, scopes, and regions.

MOMSI was funded by the Institute of Museum
and Library Services (mg-245336-oms-20). the views, find-
ings, conclusions or recommendations expressed in this
toolkit do not necessarily represent those of the Institute of

Museum and Library services.

WHY USE THE MUSEUM SOCIAL IMPACT TOOL-
KIT?

Compared to economic and educational impact,
social impact is elusive and challenging for museums to
measure. Here are some questions to guide you in thinking
about why you should use this toolkit and measure social

impact at your museum.

4

« Does your leadership talk about the impact your

museum has on its community? Is there data or

evidence to support those claims?

+ How do you document and show the value of your
museum to your board, elected officials, and/or your

community?

« Do you need impact data to receive funding or to

report as a result of funding?

When the museum community was asked why they would

use the social impact toolkit, here’s what they had to say:

« Thesocial impact survey has been tested and validated
in the field.

+  Museums can develop and use shared language around
“museum social impact,” as agreed upon and written in
this toolkit.

«  Using the toolkit could help identify new partners and

potentially reach new audiences.

The Measurement of Museum Social Impact (MOMSI) Project




https://museumsocialimpact.org

BACKGROUND

The Utah Division of Arts & Museums and
Thanksgiving Point Institute, with funding from the Insti-
tute for Museum and Library Services (IMLS) facilitated
the Measurement of Museum Social Impact (MOMSI)
study between 2020-2023. MOMSI sought to under-
stand if the survey instrument developed during two
pilot projects to measure museum social impact was valid
and reliable at a national level. Working with 38 muse-
ums across the United States (see Appendix A), MOMSI
collected and reported social impact data and produced

a validated museum social impact survey instrument.

LITERATURE REVIEW

The issue of measuring museums’ impact has
been a recurring challenge for museums. In 2003, Weil
observed that “over time, the museum field will need to
develop a vast arsenal of richer and more persuasive ways
to document and/or demonstrate the myriad and bene-
ficial outcomes that may occur for their individual visitors
and have impact on the community beyond.” Museums
have struggled to demonstrate their impact, and as such
have struggled at times to receive support from their com-

munities.

Over a decade later, Lee and Linett pointed out
that while we have no shortage of data, “the field seems to
be approaching an inflection point, where the long-term
health, sustainability, and effectiveness of cultural organi-
zations depends critically on investment in and collective
action around enhancing the field’s capacity for using data

strategically and thoughtfully to inform decision-making.”

The issue persisted when Jacobsen (2016a) stat-
ed that “the field needs to adopt a shared framework and
language because we still lack an accepted way to mea-

sure our impact.” The MOMSI study sought to address

this need by researching the social impact that museums
have on individual members of museums’ communities.
Jacobsen (2016b) identified 1,025 indicators to mea-
sure museum impact and performance. While our work
has been informed by Jacobsen’s, it is also narrower and
deepens the focus on social impact, reflecting on insights

from literature in the public administration field.

A first and most important step in measuring so-
cial impact is to define it. We recognize that there are
multiple ways to define social impact, highly nuanced by
the fields in which it is researched. We chose a definition
put forward by Philips and Wong (2016) for its plausibility
to ways museums contribute to social impact: “The effect
of an activity on the social fabric of a community and the
wellbeing of the individuals and families who live there.”
Next, we explored factors that make communities places

where people want to live.

Communities with residents who like where they
live are generally more successful, attracting and retain-
ing a talented workforce, which leads to a growing local
economy. Drivers of these factors have been studied ex-
tensively, and we drew upon survey findings from Knight
Foundation and Gallup (2010) and a systematic review
by McMillan and Chavis (1986) to, again, consider plausi-
ble factors in terms of how museums might impact social

well-being.

Two “drivers” were identified by the Knight Foun-
dation and Gallup: education and community openness.
The prior aligns to museum missions, and hence the Con-
tinued Learning and Engagement construct. The latter re-
fers to how open or welcoming a community is to differ-
ent types of people. These concepts support and inform

our Valuing Diverse Communities construct.

McMillan and Chavis discuss a multifaceted “in-
tegration and fulfillment of needs”, implying a sense of
meeting the needs of the ‘whole person’. We drew upon

these ideas to develop our Strengthened Relationships

The Measurement of Museum Social Impact (MOMSI) Project
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BACKGROUND

and Increased Health and Well-Being constructs. At multiple points of the project leading up to and including MOMSI,

the survey instrument was subject to validity and reliability measures including expert review and scale reliability analysis
of both the State and MOMSI responses.

LOGIC MODEL

Inputs

US Museums
o Staff and
volunteers

o Visitors and
communities

Activities

Invite visitors
to participating
museums

Provide access

to:

« Lifelong
learning op-
portunities

« Arts/History
« STEM Topics

o Culture

Outputs

Access to muse-
um exhibits and
programs

Short-Term Intermediate Long-Term
Outcomes Outcomes Outcomes/
Impacts
Content Stimulate Continued
Knowledge inquiry, wonder, | learning and
School success | curiosity, and engagement
interest
Making i
interpretations Critical thinking
Personal Conservation
application
Restorative Recharge Increased
Self esteem Positive outlook | healthand
L ) well-being
Participating Involvement in
in community community
activities
Altruism Connection Valuing diverse
Empathy to community communities
o (belonging,
Communication perspective,
Perspective place, sense,
etc.)
Empathy
Positive time Strengthened [ Strengthened
spent with social relationships
others relationships
Care and Strengthened
concern for family
others relationships

Figure 1. Measurement of Museum Social Impact (MOMSI) logic model.
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BACKGROUND

Figure 1 shows the logic model that informed the MOMSI research study. MOMSI, and the social impact survey
included in this toolkit, measures four long-term outcomes, or impacts: continued learning and engagement, increased
health and well-being, valuing diverse communities, and strengthened relationships. Each long-term outcome is based
on and guided by short and intermediate outcomes. These short and intermediate outcomes provided the basis for the

statements participants respond to on the social impact survey.

SURVEY DESIGN

The museum social impact survey used in MOMSI and included in this toolkit uses a retrospective pre-then-post
test (RPT) design. Using this approach requires only one administration of the survey, which for this study is after the

participant has visited the museum for the last time during the study period.

In social science research, the RPT is a popular way to assess learners’ self-reported changes in knowledge, aware-

ness, skills, confidence, and attitudes or behaviors. Benefits of using RPT include:

« Ittakes less time than asking participants to complete two surveys (a pre and a post survey).
« ltis less burdensome because participants only take one survey.
« It minimizes pretest sensitivity (sensitizing the participant to what to think about during their visits).

« It avoids response shift bias (inaccurate pretest ratings because participants’ understanding of survey questions

changes because of the visit).
Like any tool, limitations to RPT exist, including:

«  RPT survey questions require a different way of thinking that most people are not used to experiencing when

taking a survey.

« Inaccuracies in memory when the recall period is long. In the case of this project, participants are asked to recall

up to six months prior.

« Self-reporting in any kind of survey is vulnerable to bias.

- SOLIAL
IMPACT

The Measurement of Museum Social Impact (MOMSI) Project 7
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BEFORE YOU BEGIN

Getting institutional buy-in is an important first step
in measuring your museum'’s social impact. Not only will the
social impact data be helpful for staff across departments,
but having multiple stakeholders involved will increase the
likelihood of successfully recruiting participants and ob-
taining useful results. Use the questions and insights listed
in the Introduction to frame the conversation for using this

toolkit in your museum.

You may also consider using the Social Impact Pla-
cemat Activity included in this toolkit. This interactive, guid-
ed activity engages participants to think through what social
impact means, what the data might mean for your museum,
and how the questions the survey seeks to answer might
align with some existing programs. Use the prompts on the
placemat as conversation starters, having participants think
and respond individually and then as a group. We suggest

about one hour for this activity.

For best results, plan to complete this social impact
study within a 12-month period. Think about your busy sea-
son, or when most people would wish to visit (especially if
an outdoor museum), as well as any special exhibits, con-
struction, or other factors that might influence a regular mu-
seum visit. This study, however, is not limited to 12 months.
[t might take your museum longer to fulfill all the parts of this

study - and that’s okay!

Figure 2 shows the list of activities, outlined by
month, that you need to complete as part of this museum
social impact toolkit. Use the Getting Started Guide at the
end of this section to help you - and others in your museum

- prepare to start this study.

SOCIALZ
IMPACT:

During the MOMSI study, the
timeline shifted many times,
especially to accommodate a longer
time frame to recruit participants or
for participants to complete their
visits to the museum. Build in a
buffer, and know that your timeline
might not match the timeline

presented here.

The Measurement of Museum Social Impact (MOMSI) Project
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BEFORE YOU BEGIN

JUN JUL AUG SEPT OCT NOV DEC

Activities JAN FEB MAR APR MAY

Propose Study to Leadership

Complete the Getting Started Guide

Finalize Budget

Recruitment Participants

Study Open Period

Close Study

Data Analysis

Share Findings

Figure 2. List of activities to successfully complete this study. The shaded boxes show an estimated timeline for completion.

EXPECTATIONS

There are five expectations to consider before you begin using this toolkit. Agreement and support from museum

leadership is imperative. Keep in mind that some of these expectations may require monetary support.

1. Accept at least 125 participants into the study. Ideally, you will recruit that
many or more. While this number might seem high, most MOMSI host

museums (big and small) were able to meet this requirement.

There will be some attrition among participants over the course the study, so it is important to start

with enough to still have a hearty data set in the end.

The Measurement of Museum Social Impact (MOMSI) Project 9
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BEFORE YOU BEGIN

2. Waive admission fees for study participants. MOMSI (and the pilot
studies) required participating museums to offer free admission to study
participants and one guest for three separate museum visits, equaling six

free admissions per participant.

Some MOMSI host museums chose to offer free admission for up to four people during each visit.

This allowed participants to bring a family unit or multiple children to the museum for the study.

3. Offer an incentive for completing the social impact survey. The free
admission is one incentive; however, incentivizing the completion of the
survey ensures you get something in return for all those waived admission
fees. The incentive should be something that works for your museum,
budget, and staff. You might also consider waiving parking fees, helping
with transportation costs, offering a discount in the gift shop or museum

cafe as an incentive to participate.

Identify an incentive early on and include language about that incentive in communications to par-
ticipants. This helps keep participants engaged throughout the course of the study. The social impact
survey included in this toolkit includes language for participants to opt-in to receive that incentive.

Here are some examples of incentives MOMSI host museums used:

e Membership, either to everyone who completed the survey or a few offered
through a drawing;

o VISA gift cards valued at $25-5100;

o S50 gift cards to a national company; gift cards to local restaurants;

o gift baskets offered through a drawing;

o free tickets to special features at the museum.

10 The Measurement of Museum Social Impact (MOMSI) Project
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BEFORE YOU BEGIN

4. Protecting participants. You may wish to obtain approval from an ethics
board (Institutional Review Board, or IRB). If you are part of a university or
other similar governing structure, they may require you to have an IRB in
place to complete this study. For most non-profits, an IRB is best practice
but is not required if you will only use the results internally (as opposed
to publishing them in a journal or other source). See Appendix B for more

information about IRBs and resources for best ethical practices.

5. Some activities require an online survey platform, such as SurveyMonkey,
Qualtrics, or Google Forms. These may be free or paid, so spend time to
determine what your museum might already have access to or is willing to

purchase in order to conduct this study.

Partnering with a university for this study might give you access to a paid survey platform. When
considering a partnership, ask the right questions to see what they could provide. The right univer-
sity partner (i.e., a social science or public administration graduate student or program) might also

assist with data analysis.

i

The Measurement of Museum Social Impact (MOMSI) Project 11
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BEFORE YOU BEGIN

PUT A PLAN IN PLACE : o
Museum tip: Form a social impact

Having a plan in place helps your museum succeed
in collecting and using social impact data. Use the Get- committee within your museum,
ting Started Guide to help you think through all the steps . .
and identify the right people to see this project through InCIUdlng many (or a") of the
to completion. You may wish to identify where different

people who need to fulfill the

departments, staff, volunteers, or board members can help

complete the various tasks. This not only distributes the different steps of the project.
work, but also ensures a succession plan along with buy-in

across the museum. Check in regularly to make sure

Museums of different sizes, in different communi- YOU're meeting your target gOals
ties, and with different staff capacities will identify certain ) . .
challenges in completing this study. Some steps may take and still on track to finish the
longer for some museums than for other museums to com-
. iy . . . study.
plete. For this reason, it is hard to estimate the time require-
ment needed for successful completion of each step in the

study; however, we estimate the total project will require 150 hours across all staff and steps from start to finish.

The Getting Started Guide is comprehensive and covers all the steps of the study. You may need to return to the
guide at several points throughout the study, or read through the toolkit before determining how you'll proceed with each
step. The guide is designed to help you be successful and make thoughtful decisions. We encourage you to share your

plan with others in the museum and keep the guide in an accessible place for reference throughout the study.
COLLABORATE

Use this time to collaborate with other museums in your city, state, region, or even nationally. As part of the effort,
establish a community of practice so you can help one another through challenges and solutions. This connection to peers
was valuable during the national study, even just to bounce ideas around. However, the community will also allow you to
connect with peers in a new way and develop new skills. If you choose to work with museums in the same city or same

content focus area, you might consider discussions about similarities and differences in your data and findings.
TRANSLATIONS

Included in the Appendices (F, G) are Spanish and Simplified Chinese translations for participant recruitment,
visitor communications, and the social impact survey. You may need to work with a translator on any language specific to

your museum, for additional materials, or for translations into other languages.

The Measurement of Museum Social Impact (MOMSI) Project
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This activity is designed to guide you and your team
=
o mon — > F as you think about museum social impact. You can

2 —z v>nq use this activity before collecting social impact data
= or after you have data as a way to test assumptions.

If visitors were asked how this museum
benefits the community, what would they
say? Add your ideas to the branches.

@ o® What might your data say about
g‘ your audience? Who do these

statements resonate with?

TG

i INSTITUTE of ., Utah Division of
Museum...Library % a‘ Arts & Museums

Before You Begin Materials: Social Impact Placemat Activity
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LEARNING & ENGAGEMENT

| wonder about how things work.

| experiment to create new ways of doing things.

| can see how exploration leads to learning.

I regularly ask thought-provoking questions to get at the root of the problem.

| ask insightful 'what if' questions that provoke exploration of new possibilities.

My mind is actively engaged in new ideas.

| challenge the way things are currently done.

I regularly visit local museums (could also include zoos, gardens, and aquariums).

I incorporate recently learned information into my day-to-day life.

| appreciate the value of museums (could also include zoos, gardens, and aquariums).

Review the museum social impact
indicator statements.

Puta *E\ statements that resonate
with you, your work, or your team.

Are there statements that your museum
already measures? Underline them.

HEALTH & WELL-BEING VALUING DIVERSE COMMUNITIES
I manage my emotions effectively. I learn new things from people who are different from me.
I am able to bounce back from adversity. I am able to see things from the point of view of others.
I regularly volunteer in my community. I am concerned for the well-being of others.
| am open to new ideas. When interacting with others, | recognize their deeply held beliefs.
I am content with my life. My values are based on the collective well-being and not on my own gains.
| often contemplate the positive aspects of my life. I am open to multiple perspectives.
I am confident in my ability to generate creative ideas. I understand how cultures are similar and different.
My life feels in control. | can adapt when working with others of different cultural backgrounds.
| am motivated to maintain my physical health. | am aware of the challenges faced by others with backgrounds different than my own.
| take time to relax. | enjoy meeting people who are different from me.

| often feel the stress of life.

I have difficulty concentrating.

| often compare myself to others.

| become defensive when others try to give me feedback.

| often criticize others.

I am confident in contributing my opinion to a conversation.

\ A
-\

[

Who might you share your data with? How? =

rd

STRENGTHENED RELATIONSHIPS

| build strong and supportive relationships with a variety of people.

| keep my commitments to others.

| make it a point to spend time with my friends and/or family.

| often engage in meaningful conversations with my friends and/or family members.
I help my friends and/or family members explore their hopes and dreams.

I am aware of the challenges my friends and/or family members face.

I turn to my friends and/or family when | face challenges.

| learn new things from my friends and/or family members.

| recognize the importance of my friends and/or family members in my life.

| am excited when something good happens to a friend and/or family member.
| get upset at friends and/or family members when they make mistakes.

It is easy for me to develop social relationships.

The Measurement of Museum Social Impact study was made
possible in part by the Institute of Museum and Library Services.

Before You Begin Materials: Social Impact Placemat Activity
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Before You Begin Materials: Getting Started Guide

Before We Begin

Getting Started Guide
Before We Begin

Name of project manager:

Identify a second person who can support and/or step up to lead the project, if needed:

What is our allocated budget for this project?

Be sure to consider the waived admission (plus waived admission for the number of guests participants
are allowed to bring), an incentive for completing the survey, and any other incentives we might offer
(free parking, discount at gift shop, etc.).

Review each task and set a timeline (i.e., March-May) for our completion of each. Use the
recommended timeline outlined in the toolkit, but set goals that feel right for our museum.

Getting Started:

Recruitment:

Study Open:

Close Survey:

Data Analysis:

Reporting:

The Measurement of Museum Social Impact (MOMSI) Project 15
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Review this list of tasks. What departments need to be involved in each step? If possible,

identify an individual who we will work with to achieve that step.

Activity

Department

Individual

Budget

Participant
Recruitment

Create Participant Applicant Form

Draft Recruitment Language

Share Recruitment Language

Communicate with Partners

Track Recruitment

Communicate with Participants

Welcoming
Participants

Print Participant Materials (optional)

Train Staff

Create System for Free Tickets

Create System for Tracking Participants

Track Participant Visits

Draft Schedule for Communications

Collecting
Data

Create Survey in Desired Platform

Share Survey with Participants

Track Survey Completion

Analyzing
Data

Qualitative Analysis

Quantitative Analysis

Write Reports

Share Findings

Incentives

Additional Incentives Offered

Identify Incentive for Survey

Distribute Incentives to Participants

16 The Measurement of Museum Social Impact (MOMSI) Project
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Before You Begin Materials: Getting Started Guide

Before We Begin

Recruitment

What platform will we use for the participant recruitment form?

How many participants will we strive to recruit into the study?
Consider a minimum of 125.

What demographic groups, if any, are we hoping to recruit?
What questions might we need to add to the recruitment form that will help us identify those groups?

If we recruit more than our desired number, how many will we select to participate?
If we do not select everyone who applies to participate, how will we make a selection? Will it be a
randomized list? Certain demographics?

How many guests can each participant bring? See the toolkit for suggestions.

Besides free admission, what (if any) additional incentives will we offer participants
during each of their visits?

What incentive will we offer participants who complete the social impact survey?

Will we allow participants to use their free admission on evening or special events? If so,
describe the parameters.

The Measurement of Museum Social Impact (MOMSI) Project 17
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Before You Begin Materials: Getting Started Guide

Before We Begin

Outline 2-3 methods we will use to recruit participants.

If we are recruiting through partners, list those partners and the museum staff who will
communicate with each partner.

Preparing to Welcome Participants

How will participants receive free admission?

How will we train staff on welcoming study participants?

Study Open

What method will we use to track participation?

How often will we send reminder emails?

What date will we send the final reminder email?

18 The Measurement of Museum Social Impact (MOMSI) Project
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Before You Begin Materials: Getting Started Guide

Before We Begin

What platform will we use for the social impact survey?

Data Analysis

What staff feel comfortable analyzing qualitative data?

What staff feel comfortable analyzing quantitative data?

If we do not have staff for data analysis, who might we reach out to for help?

Reporting

What resources might we need for reporting? Think about presentations, report
templates, meetings to prepare.

With whom will we share our findings?

Who will be responsible for sharing findings?

The Measurement of Museum Social Impact (MOMSI) Project 19
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STEP 1: PARTICIPANT RECRUITMENT
Museum tip: Recruit more

Once you are ready to begin the social impact participants than you think
study at your museum, you need to think about recruiting o
you will need for a good

participants. These participants will apply to participate in

the study, will visit your museum up to three times with sample or representation.
the number of guests you identify, and will then complete . ol. o
the social impact survey. Even with a built-in buffer,

Q]
There are a few specific tasks required during this it's better to have more

step of the study. More detail about items in this checklist data than not enough.
is included below. Refer to the Getting Started Guide to

help you outline and manage these tasks.

To have strong statistical
Checklist for step 1:

significance, you need 40-60

D Create a prospective participant recruitment form completed surveys. As with any
in an online survey platform

social (human) studies, people will
D Draft recruitment language, or edit the provided

language sign up to participate and then

Decide on the incentive your museum will offer dI’Op out (referred toas attrition).

participants

Studies typically experience 40-

P recrui e 0 e 0 °
ostrecruifment 60% attrition, so recruiting a higher

Contact partners, if applicable .
number of participants helps ensure

Track recruitment

you end up with enough completed

OO00 O

Contact people accepted into the study
surveys.

20 The Measurement of Museum Social Impact (MOMSI) Project
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STEP 1: PARTICIPANT RECRUITMENT

WHAT SHOULD YOU CONSIDER WHEN RECRUITING PARTICIPANTS?

o Locals versus tourists: Because participation allows visitors to complete three visits, we suggest recruiting a local au-

dience. Data collected from a local audience will also speak more to the social impact your museum has to your direct

communities and city. If your audience is mostly tourists, we encourage you to think strategically about what your data

might say and with whom you will share the findings.

«  We recommend recruiting, or at least accepting, a minimum of 125 participants into the study, though you are wel-

come to exceed that number. If you ultimately recruit fewer, that’s ok! We will share how to handle different data

sizes later in this toolkit.

«  We recommend recruiting adults (18+ years of
age) only. If you recruit minors, you will need to
consider ethics, including if they need parent/

guardian consent to participate.

« Think about who you want to recruit into this
study, and whose social impact data will be useful

to your museum. You might consider:

« Certain demographic groups. For instance,
you might consider income, race, zip code,

college student, etc.
« Non-visitors
+ Lapsed members
«  Friends of “friends”

«  What partners does your organization have that

can help your museum recruit?

Museum tip: Ask members, social
media followers, and your regular
visitors to recruit on your behalf.

They can share their love for your
museum with their friends, who get
free admission through the study,
provide a new perspective, and may
one day become members or “friends”

themselves.

Depending on your audience, your museum might want to consider how you

support transportation costs or barriers to your museum.

This might include waiving parking fees or providing public transit tickets in advance to

participants so they can get to the museum more easily.

The Measurement of Museum Social Impact (MOMSI) Project 21
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STEP 1: PARTICIPANT RECRUITMENT

CREATING A PROSPECTIVE PARTICIPANT : ;
RECRUITMENT FORM Museum tip: The audience

In the Materials section, use the Prospective Par- you deflne ShOUId matCh your

ticipant Recruitment Form to create an online form for recruitment methods. This might
prospective participants. You will need an online survey

mean that recruitment takes longer
platform (i.e., Qualtrics, SurveyMonkey, Google Forms) to 8

complete this step. Feel free to add questions that your than you expect. Be open to pivoting

museum will find helpful, especially if you wish to recruit and changing your methods as
and accept a certain sample. Consider if you want to be

able to text participants reminders about the study. If so, needed or pIIOtlng all new methods

add an optional question to collect their phone number. of recruitment. If you find a method

Clearly state how you will use that information. Some .
. . . . . that works, share your experience
prospective participants might appreciate text reminders;

others will not. with your community of practice!

Use a link to the participant recruitment form, or create a QR code, to include with recruitment materials.

Identify who will communicate with participants and what email address they’ll use. You
may wish to set up an email address specific to the project so multiple staff can access it during the
study. Include language at the end of the form, or on the “submission complete” page of the form,
asking prospective participants to add that email address to their contacts. This will help prevent

your future communications from landing in their spam or junk folders.

OPENING RECRUITMENT

Use the Recruitment Language found in the Materials section Flyers can be available at your
to begin recruiting. This includes e-newsletter and social media posts;

however, during the MOMSI study, host museums were also provided front desk or off-site events,

a flier with recruitment language and a QR code that linked to the pro- . .
spective participant recruitment form. Here are some places and ways shared with Communlty

to recruit F)a.rticipants, and might help you reach people who do not partners, posted in libraries
regularly visit your museum:

« Reach out to home school « Post recruitment flyers or other community gathering
families
« Have a table at different com- spaces, or provided to schools
«  Email members, munity gatherings (ie, farmer’s
non-members, lapsed markets, community festivals to send home with students or
members or concerts, holiday events or
orograms) shared with caregivers.

« Use the Next Door app to

reach your neighbors
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STEP 1: PARTICIPANT RECRUITMENT

Museum tip: Some of your prospective participants might not be tech savvy.

Consider having tablets or a computer identified for those participants to use

to complete the recruitment form and social impact survey.

Included in this toolkit are recruitment materials in
Spanish and Simplified Chinese. Feel free to use
these resources as needed, though recognize you
might have other language needs in your communi-
ty. Once you identify additional language(s), find a
translation service who can help fill that need.

During the national study, the form was com-
pleted by bots. This might have been because the
form was shared publicly through numerous channels,
both by our team and host museums. We caution you
to watch for spam in your form. These cases were
identified because the email addresses were generic
and often a mix of numbers and letters and did not
match the name provided in any way. These submis-
sions were also made at off hours (overnight) and in
large batches.

ACCEPTING PARTICIPANTS

You may wish to accept everyone who applies
to participate, or you may wish to accept a target au-
dience (i.e., first-time visitors or certain demographic
groups, as you previously identified). Form fields will
provide you with information about prospective par-
ticipants to help make those decisions. Here are some

things to watch for:

«  Duplicate applications

«  Multiple participants from the same household
« Incomplete applications

We recommend only accepting one adult per

household. Depending on how your form is config-

ured, some people might not complete an application or you
might find duplicates. Check for incomplete applications and
duplicates and then ensure you have reached your desired

number before closing the form.

This toolkit includes language to send to accepted partici-

pants. Consider if you will:

«  Accept people on a rolling basis, and email them directly

after submitting the form; or,

«  Wait until you have a certain number of applicants and

then select study participants all at once.

In either case, you may want to include language in
the form or send a follow-up email letting prospective partic-
ipants know when they will hear if they are accepted into the

study or not.

NOTIFYING PARTICIPANTS

The final step in recruiting for the study is notifying
participants. Edit the Notifying Participants language includ-
ed in the Materials section to fit your museum and the param-
eters you set in place. Be sure to include the following import-

ant information when communicating with participants:

«  The check-in process, or how to get their free admission/

tickets (see next section)

« Any parameters for their visits (for instance, if special
events or evening events are included in the free admis-

sion they receive as a participant)
« How many guests they can bring for each visit

o Thetimeline to finish their visits
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A CASE STUDY:

One MOMSI host museum had a specific audience in mind for

recruitment. Working with community partners and relying on
demographic data in the prospective participant recruitment form, the
museum was able to recruit and accept participants from various socio-

economic backgrounds and racial identities.

However, they were concerned that, even though people opted in to the study, they would not see
the notifications or fail to complete the study’s requirements. This would ultimately take the spot away from
someone else who would complete the requirements.

Working with the project team, the museum tested a confirmation process. When sent the notification
email, each participant was required to send a response by a specific deadline agreeing to complete three
visits to the best of their ability and complete a social impact survey. If the team didn’t hear from a participant,
the next participant on the list was selected.

Looking back, this was a good way to combat some attrition. The museum didn’t have every partici-
pant complete all three visits, but more than 80% of participants remained in the study. Instead of an email
response, you might use a Google Form or other link.

While there are benefits to this method, it did require more staff time to

continue reaching out to prospective participants.

s SOCIAL
:IMPACT
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Step 1 Materials: Participant Recruitment
Prospective Participant Recruitment Form

Thank you for your interest in helping [MUSEUM] measure social impact. If selected to participate, you will visit the
museum with a friend or family member 3 different times. You will then complete a 30-minute survey to share how your
experiences at the museum impacted various outcomes. If you do not have internet access, we may be able to provide a

computer and a space for you to take the survey or recommend options for access.

The [MUSEUM] may use quotes or other responses from the social impact survey in reports and publications. Any

personal information will be kept confidential.

Your participation in the study is completely voluntary. You may withdraw at any time or refuse to participate entirely.
There will be no penalty if such actions are taken except that you will forfeit your opportunity to attend the museum for

free.

As part of your participation, you and a guest will be given free admission to the [MUSEUM]. Additionally, you will
have the option of entering yourself into an opportunity drawing if you complete the social impact survey, which will be

emailed to you after completing 3 visits.
| am 18 years of age or older. Yes/No
| have read and agree to the above and desire to participate in the social impact study at [MUSEUM]. Yes/No
[If yes, direct the form to the following questions.]
In a normal year, how often do you visit [MUSEUM]?
« | have never attended this museum
« | have attended this museum 1-2 times in a regular year
« | attend this museum regularly (3+ times a year)
Are you a member of the museum selected above? Yes/No

Personal Information - The following information will only be used for the purpose of this study. We will not share or distribute

any of the following information.
o Firstand last name
o Email address

«  City, State, Zip
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Prospective Participant Recruitment Form

What is your gender?

Male
Female
Another category - please specify

Prefer not to say

With which racial or ethnic group(s) do you identify? (Select all that apply.)

American Indian or Alaskan Native
Asian

Black or African American
Hispanic or Latino

Native Hawaiian or Pacific Islander
White or Caucasian

Another category - please specify

Prefer not to say

What is your age?

2 6 The Measurement of Museum Social Impact (MOMSI) Project

18-24
95-34
35-44
4554
55-64
65-74

75 or older
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Step 1 Materials: Participant Recruitment
Prospective Participant Recruitment Form
What is your annual household income?

« | prefer not to say

Below $10,000

- $10,000-$19,999

« $20,000-$29,999

« $30,000-$39,999

« $40,000-$49,999

« $50,000-$59,999

«  $60,000-$69,999
. $70,000-$79,999

- $80,000-$89,999

«  $90,000-$99,999
.« $100,000-$109,999
.« $110,000-$119,999
« $120,000-$129,999
« $130,000-$139,999
«  $140,000-$149,999

« $150,000 or higher

Recruitment Language
Draft Newsletter Language

The [MUSEUM] seeks to evaluate the social impact we have on our communities, and we are seeking individuals to

participate in the study.
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Step 1 Materials: Participant Recruitment
Prospective Participant Recruitment Form
Draft Flier Language

We are seeking participants to assist [MUSEUM] in evaluating the social impact we have on our surrounding commu-

nities. If you are interested in participating, please visit [FORM].
Draft Social Media Language

The [MUSEUM] is looking to measure the impact our work has on our community, and we are looking for participants

to visit our museum and tell us about their experience.
For information and to apply, visit [FORM].
Draft Social Media Language 2
We are looking for participants to help in a social impact studly.
Apply to participate
Visit the museum 3 times
Take a survey
Learn more here
Notifying Participants
For those you are accepting

Congratulations! You have been selected to help [MUSEUM] measure social impact. Thank you for agreeing to be

part of this study, which will tell us more about the value this museum brings to your life.

As a part of this study, we ask that you visit the museum a total of three times between [DATES] and take a survey
upon the completion of your visits. We encourage you to bring a guest to the museum who will also be granted free

admission.

[ADD ANY ADDITIONAL INCENTIVE LANGUAGE]

When you arrive at the museum for each of your visits [EXPLAIN CHECK IN PROCESS].
Options:

«  Upon your first visit, bring this email (printed or on your phone) to the front desk staff and they will give you a card that
identifies you as a study participant. You will be responsible for holding on to this card throughout the duration of the

study. The card expires August 31st, 2022, so please plan your visits accordingly.
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Step 1 Materials: Participant Recruitment

Prospective Participant Recruitment Form

«  When you arrive at the museum for each of your visits, look for the graphic copied below. Scan the QR code with your
smartphone or tablet and complete the form by typing your name. Don't forget to hit “Submit.” This checks you in for one

of your three required visits. Be sure to follow this step for each visit!

« Before you visit the museum, please reserve a ticket online at [link]. When reserving your ticket, use [ABC123] in the
promo code on the upper left-hand corner at checkout after you've selected a date. You'll know that the code has been

successfully redeemed when the balance is zero dollars. If it doesn’t accept your promo code, please email me.

Please note that the museum may collect your email address during this process. By proceeding, you consent to them having

access to that information.

Follow the museum'’s instructions for checking in with your e-ticket. Upon your first visit, notify the front desk staff of your
participation in this project and they will give you a card that identifies you as a study participant. You will be responsible for
holding on to this card throughout the duration of the study. The card expires August 31st, 2022, so please plan your visits

accordingly.

If you have any questions or concerns, now or during the study, please reach out to [STAFF and CONTACT INFORMATION].

Thank you again for participating! We appreciate your time and your feedback.

For those you are not accepting

Thank you for your interest in participating in the social impact study at [MUSEUM].
Explain decision, options include:

+  Due to the number of applicants for this site, you were not selected as a participant.

«  Ourresearch project asks that only one person per household participate; therefore, you were not selected as a partici-

pant. If there was an error, and you do not live in the same household as another participant, please let me know.

We hope that you continue to support and visit [MUSEUM] in the future.
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STEP 2: PREPARE TO WELCOME
PARTICIPANTS

As participant recruitment concludes, prepare
museum staff to welcome participants. Managing the
study requires you to set up a system for tracking partici-
pant visits so you know when a participant has completed
the three visits and can receive the social impact survey.
At this step in the project, more people (and likely more
departments) are involved; therefore, ensure everyone is
knowledgeable about the study and knows what to ex-

pect when participants arrive.

Remember, participants and their guest(s) receive
free admission for each visit. There are specific tasks re-
quired during this step of the project, some of which are
optional or may change based on needs. More detail

about items in this checklist is included below.
Checklist for step 2:

Decide if you will use punch cards. If so, get the

cards printed in time for participants’ first visit.

O

Train staff, primarily those who work an

admissions desk.

Decide on, and set up, a system for tracking

O

participants’ visits.

What should you consider when recruiting

O

participants?

>SOCIAL

IMPACT

TRAINING FRONT-OF-HOUSE STAFF

It is important that all staff interacting with partic-
ipants in the study are aware of the study, what incentives
participants receive as part of the study, and the steps for
tracking participation. Before you begin to train staff, you
will first need to identify how you will track your visitors

(see options below). Then, train front of house staff on:
« Checking in study participants

«  Waiving the admission fee for the participant and
their guest(s)

« How many guests each participant can bring per visit

« If add-on paid experiences (i.e., planetarium shows,
carousel rides, special exhibits, etc.) are waived for

participants or not
« Tracking visits

«  Who on staff to reach out to if either front of house

staff or participants have questions

Refer to the Front-of-House Quick Guide for So-
cial Impact Study that is included in the Materials section.
You can edit the information provided and leave a printed
copy at the admissions counter. It’s likely that you are not
able to train all front-of-house staff at one time. If that is
the case, you might wish to assemble a quick training vid-
eo that staff can watch when best for their schedule. In-
cluded in the Materials section is a Training Video Script.
Of course, edit it to include information relevant to your

museum’s processes.
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PUNCH CARDS
If you wish, use the Punch Card Template in the

Materials section to create a reminder punch card for par-
ticipants. Add your logo, website, and an email address in
case participants have questions. On each participant’s first
visit, punch the first hole and mark the visit in your tracking
system. Either the museum or the participant hold on to the

card.

STEP 2: PREPARE TO WELCOME PARTICIPANTS

If desired, print the participant’s
name on the card. You could then ask
for identification for each subsequent
visit to make sure participants are not
sharing the free admission.

Museum tip: Keep the cards at the museum’s admission desk

instead of having participants hold on to them. This ensures they

do not get lost and acts as an in-place tracking system.

This worked especially well at a small museum.

CHOOSE YOUR TRACKING SYSTEM

Tracking visits informs you when participants have completed their three visits and are ready to receive the sur-

vey. It also identifies which participants you need to email to remind them of participation in the study. We used multiple

tracking systems during the national MOMSI study, meeting the needs of the project while also finding the best fit for

each museum. Here are some options for tracking visitors:

e Punch cards: Punch the card for each visit. When a
participant receives their third punch on the punch
card, send them the social impact survey. In this case,
it might be best to keep the card at the museum and

print participants’ names on their respective cards.

e Printed spreadsheet: Basic but does the job! Simply
print a spreadsheet with each participant’s name and
a box for each of the three visits. As participants check
in for a visit, staff simply check or fill the box next to
the appropriate visit number. See the Sample Visitor
Tracking Spreadsheet in the Materials section for an

example.

Digital spreadsheet: Similar in setup to the printed
spreadsheet, but kept digitally. This document might
be a shared document that many can access and update

live.

Link tracking with online tickets: Assign a discount
code to online tickets, or create a special ticket for study
participants. Use that code/ticket to track the names as-

signed and participants’ visits.
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STEP 2: PREPARE TO WELCOME PARTICIPANTS

o Provide a membership: Instead of waiving admission for three visits, consider providing a membership to partici-
pants at the start of the study. Tag the memberships as study participants, and then regularly pull a report of study

participant members who visited in a given timeframe.

Sign with QR code: Post a sign with the study logo, brief description, and a QR code that directs participants to an

online form. On the form, have participants type in their name. The form will automatically timestamp the submis-
sion. Edit the Visitor Check-in Form included in the Materials section. Use this tracking method in conjunction with a
spreadsheet to note dates of visits for each participant. You may wish to include a link on the sign in case participants

cannot scan the QR code.

Examples of the above ideas are included in the Materials section. When it comes to tracking participant visits,
consider what works best with your museum'’s existing ticketing system and what will be easy for staff to deploy, as well as

what your accepted participant needs may be.
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Step 2 Materials: Prepare to Welcome Participants
Front-of-House Quick Guide for Social Impact Study

What to do when a social impact visitor walks into your museum

On their first visit:
1. Search for the participant in the participating visitor log to make sure they are a study participant.

2. Distribute their participant punch card, if using. Your museum may write their name or any other information on the card.

Each time they visit your museum for the project:
1. Search for the participant in the participating visitor log.

2. Make sure they have not already completed 3 visits. If they have, your museum does not have to provide another free

admission as part of this study.
3. Find their name and in the next available column, mark the date of their visit.
4. Punch or mark their participant punch card, if using.
5. Grant them and the allowed number of guests free admission to your museum.

a. Your museum may be allowing more than one guest to accompany the participant. Please ask internally if you are

unsure.

b. Free admission covers regularly available exhibits and programs, and may not include special exhibits or fee-based

programs. Please check with your supervisor.

On their final visit:
1. Remind them this is their third and final visit that includes free admission as part of the project.

2. Letthem know to watch for a survey from the museum in the next couple of weeks.

If questions remain:

1. Staff should send participants to the website for more information (if applicable), or provide the project manager’s name

and email address.
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Step 2 Materials: Prepare to Welcome Participants

Training Video Script

Intro:

This training is designed to help you, as museum front-of-house staff, and your museum be successful in measuring social im-

pact at the museum. I'll share a bit about the project and the role you will play in making it successful.

Social Impact:

First, what is social impact? We are using the definition that social impact is the effect of an activity on the social fabric of a
community and the wellbeing of the individuals and families who live there. This is measured through four long-term out-
comes: continued learning and engagement, increased health & wellbeing, valuing diverse communities, and strengthened

relationships.

What's Happened So Far?

« People in your museum'’s surrounding area have completed an application to participate in this social impact study.
« From those applicants, we have selected people to participate and visit the museum three times.

«  We have [x number] of participants.

Let’s dive into what the project looks like and your role in it.

What to Expect?

« Participants will be notified that they were selected for the project and told they are welcome to start visiting the museum.
«  We will have a list of participant names so you know who to expect.

« Each visitor is asked to visit THREE times and they are allowed to bring [one] guest for each visit.

«  Each visit, the participant and their guest(s) receive free admission to your museum. They are instructed to visit during

regular hours, and your museum is not required to waive admission for special exhibits or fee-based programs.

«  The project manager will send visitors a link to the social impact survey.
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Step 2 Materials: Prepare to Welcome Participants

On Their First Visit:

«  Confirm the participant is in your log. The log may have been shared digitally, and you should have access to it, or it may

be printed out for you.
« Iftheir name is on the list, provide them with a punch card, making sure to punch one hole for their first visit.
« Inthe spreadsheet, mark the date of their visit.

Remember, MOMSI visitors are welcome to bring one guest. Their guest’s name will not appear on the log and does not need

to be recorded.

On Future Visits:

«  Continue tracking participant visits per the tracking system in place. It is incredibly important to track every visit and accu-

rately complete the log.

On Their Final Visit:

Participants are welcome to complete their three visits on days/times convenient to them, so some may come regularly at first,

others may spread their visits out.

«  Notify the participant that it is their final visit and that they will receive a link to the social impact survey in the next couple

of weeks.
Always good information:

«  Ask them to show a welcome email from the museum that identifies them as a participant. That email should clearly state
they are a participant and list your museum. If they do not have that email, but insist they are a participant, follow your

museum'’s guest services guidelines.

« Ifusing a digital spreadsheet, we recommend you print or save the file to a desktop in case the internet fails. Alternatively,

write participant names down on a list and upload the information at a later time.

The Measurement of Museum Social Impact (MOMSI) Project 3 5



https://museumsocialimpact.org

Step 2 Materials: Prepare to Welcome Participants

Visitor Check-in Form

Participant Name | Visit1 Visit 2 Visit 3 Sent Survey

Participant 1

Participant 2

Participant 3

Participant 4

Please use this form if you are a participant in the social impact study at [museum name].

Please type the name of the person participating in the study who is visiting the museum today. This would be the person

who submitted an application and received emails from our team.
Date

| understand that | have to complete this form during each of my three visits to this site.
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Step 2 Materials: Prepare to Welcome Participants

QR Code Sign Example

50 aAL
IMBA T

Are you a participant in the social
Impact project?

Scan the QR code below with your smart phone. You will be
directed to a short form to report your visit.

Alternatively, visit [link] to complete the form

Scan here to report your visit

INSTITUTE of Utah Division of
".'.':'-‘-. Museum...Library " Arts&Museums  mEssevnG

SERVICES POINT
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Step 2 Materials: Prepare to Welcome Participants

Punch Card Template

- SOCIAL
IMPACT

W

Once you have completed your three
visits, please take the survey at:

> museums.utah.gov/impactstudy

Thank you for your participation!

(' Utah Division of
P Arts & Museums
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STEP 3: STUDY OPEN

Once you have notified participants, they are wel-
come to begin completing their three free visits as part of
the study. By this time, you should have your tracking sys-

tem in place and staff trained on processes.

Below are tasks to complete during this step of the
project, which will help you be successful throughout the
several-month stretch of the study open period. Examples

to help you with these tasks are outlined here.
Checklist for step 3:

D Draft reminder emails.

D Create, or reference an existing, schedule for
sending reminder emails. Check in with the staff

who will see that task through.

D Publish an FAQ webpage, or write standard re-
sponses for FAQs.

Read through Step 4: Social Impact Survey and
make sure you are prepared to complete that step

concurrently with this step of the study.

ABOUT THE STUDY OPEN PERIOD

Participants are welcome to visit at their leisure,
stay as long as they would like, and explore what interests
them. Be sure you agreed upon and communicated what,
if any, special events are included as part of their participa-

tion.

This portion of the study is the longest to complete.
It is a fine balance between giving participants enough
time to complete three visits and keeping them engaged
in the study. If you have special exhibits scheduled, or if
your museum is primarily outdoors (garden, zoo, etc.), you
may want to schedule the study open period around those

times.

Museum tip: A museum where admission
is always free may need to identify a
different type of incentive to bring
participants into the museum. Consider
offering small incentives to participants
during each visit. For instance, for the
first visit a S5 gift card, a $10 gift card for
the second visit, and a $15 gift card for
the third. Then, offer a larger incentive
for completing the survey.

REMINDER EMAIL CONTENT

Inevitably, participants will forget about their
participation in the study or will need a reminder to visit.
Sending reminder emails is a good way to keep participants

engaged and ultimately increases participation in the study.

Your reminder emails should include the following

information:

« The deadline for completing visits, creating a sense of

urgency.

« Incentive offered to them as participants in the study.
Be sure to mention free admission for participants and
their guest(s), the incentive participants can opt into af-
ter completing the social impact survey, and any other
incentives you offer along the way (i.e., parking, public

transportation, or gift shop discounts).

« Any special events or programs included with admis-

sion on certain dates.

« New exhibits, events, or other pertinent information.
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STEP 3: STUDY OPEN

Review the Reminder Email Language included in the Materials section for inspiration while crafting your own
reminder emails. Edit the language for your museum, and determine a schedule for when to send the reminder emails,

especially the final reminder.

SCHEDULING REMINDER EMAILS

Sending reminder emails might seem overwhelming, but this task likely only needs to be completed 2-3 times
during the Study Open period. During the national study, reminder emails were sent to participants every 6-8 weeks.
We recommend outlining a schedule for sending reminder emails and blocking off the time at the start of the project. You
might also consider drafting a standard communication, only editing important or new information such as events or new

exhibits opening.

Work with your communications team at the museum regarding the schedule. Be sure reminders to study partici-

pants don't overlap with other communications, so as to not overwhelm participants’ inboxes.

OTHER COMMUNICATIONS CONSIDERATIONS

In the Before You Begin section of this toolkit, we recommended assembling a committee in your museum to
navigate this study. If you formed that committee, or even if you didn’t but identified multiple employees to help with the
study, now is a good time to check in with one another. The Study Open period is one of the most passive and longest

parts of the study.

During this time, participants will likely ask many questions. Be prepared with standard responses or a frequently
asked questions webpage. You can find Example FAQs in the Materials section. These are based on common questions

received during the national study.

If participants opted in to receive text messages from your museum reminding them about participating in the

study, alter the reminder language and create a schedule for text message reminders.

SOCIAL

SIMPACT
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Step 3 Materials: Study Open

Reminder Email Language

Ending Soon: FREE Visits to [Museum]
Hello friend,

Thanks for participating in the social impact study at the Museum. Remember, we ask that you complete up to three

visits to the museum before the end of May 2022.

As a thank you for your participation, after completing three visits and the post-visit social impact survey, we are
thrilled to offer all participants a FREE year of Household Membership to the Museum! Good for two adults and chil-
dren under 18 until the end of 2023.

Want to see something new for your final visit? On May 21 a new exhibition opens...

Make a day of your visit by including a stop to the outdoor café. The café is open Tuesdays-Sundays, 11:30am-2:30pm

for you to enjoy a delicious lunch on the veranda

We can’t wait to welcome you to the Museum as spring blossoms. Plan your visit now and we'll see you soon!

Visit FREE Today: [Museum]
Hello,

This is a friendly reminder that you were selected as a participant in the social impact study at [Museum]. More infor-

mation about your visits and reserving your free admission passes is included below.

As a part of this study, you will be required to visit the museum a total of three times and take a survey upon the com-
pletion of your visits. We encourage you to bring 1 guest to the museum who will also be granted free admission. The

holiday season is a great time to visit with friends and family, and there’s much more to see and do in 2022!
New exhibitions are coming your way, including ...
Engaging programs also count towards your visits, including:

When you arrive at the museum for each of your visits, please stop by the front desk to let them know that you are there

as a part of this study.

Each time you visit, there’s even more in store for you. Earn gift cards to Starbucks, Kroger and one a favorite eatery.

Check-off all three visits, and enter to win a fantastic gift basket.
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Example FAQs

What is the expected timeline to participate in MOMSI?
« Visitor Recruitment: Open through [Date]

« Notification of Acceptance into Study: [Date]

«  Study Open Period: From [Month] to [Month]

What is expected of participants?

Participants are asked to visit the same museum three times and then complete a social impact survey. The survey will
take approximately 30 minutes to complete. You will be asked about your experience at the museum and to respond to

prompts that measure social impact.

| completed a visit to the museum. Where do | find the survey?

You will only complete the social impact survey one time, and it will be emailed to you about two weeks after your third

and final visit as part of this project or when we close the study in [month], whichever comes first.

When will | receive the social impact survey?

We ask that you visit the museum three times. Shortly after your third visit (estimated two weeks), you will receive an

email from our team with a link to the survey.

I can no longer visit the museum three times. Can | still participate in the study?

We understand life events happen. If you were able to visit the museum at least one time, our team will send you a link

to the social impact survey.
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STEP 4: SOCIAL IMPACT SURVEY

Though we have outlined it here as a sequential step, it is important to know that sending the social impact survey

to participants really happens concurrently with step 5: study open period. Because participants complete their visits on

their own time, some will finish sooner than others, requiring you to send the survey sooner. Be sure to read through this

section and make sure you are prepared to send out the survey within the first month of the study open period.

Checklist for Step 4:

There are specific tasks required during this step of the project, some

of which might require more time to complete.

D Recreate or import the social impact survey in the online sur-

vey platform of your choice.

D Draft email language to send to participants with the link to

the survey.

D Prepare for and fulfill incentives for participants who opt-in
after completing the survey.

WHEN TO SEND THE SOCIAL IMPACT SURVEY

Use the tracking system
you already have in
place to monitor which
participants have
received the social
impact survey, and the
date you sent it to them.

We recommend that you email the social impact survey to participants approximately two weeks after their third

visit to the museum. This allows participants to have time to reflect on their full and multiple museum experiences, not just

what is most recent.

While the study asks participants to complete three visits, it is likely you will have participants who only complete

1-2 visits during the Study Open Period. The national study sent the social impact survey to anyone who completed at

least one visit during this time period. One question in the survey asks participants to self-report the number of times

they visited — information that might be useful when analyzing data. You will send the survey to these participants when

the study open period closes, which is a date you determine at the start of the study and is included in reminder emails to

participants.

The process of emailing the social impact survey to participants over a long period of time and based on individual

preferences for visiting the museum is why tracking participants’ visits is so important.
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PREPARING THE SOCIAL IMPACT SURVEY

You will find the full Social Impact Survey in the If you have a Qualtrics

Materials section. The survey uses a retrospective pre-

then-post design. In the Materials section is an image of the accou nt, use the g Sf file

Retrospective Pre-then-Post Design. Depending on the SOCiaI |mpact Survey _

survey platform you use, which is likely the same as what

you used for participant recruitment, it may take some time Qualtrics included in

to develop the survey. Once you have the survey prepared,

send it to colleagues to test. Be sure to delete any of their the Materlals section.
responses so they do not alter your findings. Importing this file Wi"
We do not recommend editing the survey, as it is a format the question

valid and reliable instrument. This means the survey mea-
sures what it intends to measure and consistently measures Iayout and Ioglc; however,
the same thing, no matter who takes it. The only exception

you will need to update

is the content-specific questions. If those do not seem per-
tinent to your museum, you may wish to leave them off the Ianguage specific to your
survey. You can, however, add open-ended questions or

demographic questions, and those will not influence re- museum.

sults.

EMAILING THE SOCIAL IMPACT SURVEY

Included in the Materials section is a draft of Survey Email Language. Both the email and the social impact survey
state the survey will take approximately 20-30 minutes for participants to complete. In your email, be sure to include lan-

guage about the incentive your museum is offering to participants who complete the survey.

Like the study open period, you will need to send the survey link numerous times to some participants. Survey
Reminder Email Language is included in the Materials section. Social science research regularly sees a 40-60% return
rate for surveys, though the national social impact study averaged an 80% return rate. However, the attrition at this stage is

why we recommend recruiting more participants than needed - the more surveys completed, the stronger your statistics.

The language drafted and included in the toolkit references museums helping participants who may not have a
computer or tablet to take the survey. We understand that the assistance museums might provide will look different based

on your size.
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TRACKING SURVEY COMPLETION

STEP 4: SOCIAL IMPACT SURVEY

The social impact survey is anonymous unless participants opt in to receive the incentive; therefore, it is challeng-

ing to know who completed the survey and who needs follow-up reminder emails.

If participants provide their contact information for the incentive, you know they have completed the survey and

can remove them from your reminder list.
Otherwise, you need to rely on the participant

informing you they have completed the survey. The re-
minder emails include language asking participants to
respond to the email if they have completed the survey,
which is another way you can monitor completion and

remove them from your email list.

More sophisticated survey platform allows you
to import an email list and the platform will generate a
unique code for each email address. This built-in track-
ing system allows you to know when an email address

has completed the survey.

During the national study, our team emailed
participants the social impact survey three times - the
initial social impact survey email and then two reminder
emails over 2-3 months. Be sure to build in time for par-
ticipants to complete the survey and for you to obtain as

many completed surveys as possible. However, be sure

to officially close your survey on your agreed upon date.

Add a column on your
tracking sheet indicating a
participant has completed
the survey. That way, you
do not continue to email
them.

FULFILLING INCENTIVES

Create a new spreadsheet to track participants who
opted in to receive the incentive. The spreadsheet should
include participant information collected on the survey (we

recommend name, email address, and phone number).

Contact participants with the details on how they
will receive their incentive, which depends on which in-
centive you choose. Once the incentive is dispersed to the

participant, mark it as fulfilled in the spreadsheet.

If you are holding a drawing for an incentive, email
participants who have opted in and let them know when

the drawing will take place.

Participant contact information should be kept
separate from a participants’ survey responses to maintain
confidentiality, with only the necessary staff being able to

connect data with a participant’s name.
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Step 4 Materials: Social Impact Survey
Introduction

Thank you for taking the time to participate in this study! Your responses to this survey will help [museums] better un-

derstand our social impact.

This survey will take approximately 20-30 minutes and will ask questions directly related to your experience before and

after visiting the museum.
If you have any questions, please contact [staff name and email].
Background

How many times did you visit the museum between [month] and [month]?

[FOR SURVEY PREP: Select one option. List of options: 1,2, 3, 4 or more]

Impact

To help the museum better understand your experience, please read each statement below, and provide a response for

each section.

In the section labeled “Before attending” check the circle that best describes your level of agreement before attending

the museum.

In the section labeled “After attending” check the circle that best describes your level of agreement after attending the

museum.

[FOR SURVEY PREP: All of the following statements are scored, both before and after, on a scale of 1-7 where 1=
Strongly disagree, 4=Neutral, and 7=Strongly agree]

[FOR SURVEY PREP: Continued Learning & Engagement]
| wonder about how things work.
| experiment to create new ways of doing things.
| can see how exploration leads to learning.
| regularly ask thought-provoking questions to get at the root of the problem.

| ask insightful ‘what if’ questions that provoke exploration of new possibilities.
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Step 4 Materials: Social Impact Survey
| can see how exploration leads to learning.
| regularly ask thought-provoking questions to get at the root of the problem.
| ask insightful ‘what if’ questions that provoke exploration of new possibilities.
My mind is actively engaged in new ideas.
| challenge the way things are currently done.
| regularly visit local museums (could also include zoos, gardens, and aquariums).
| incorporate recently learned information into my day-to-day life.

| appreciate the value of museums (could also include zoos, gardens, and aquariums).

[FOR SURVEY PREP: Increased Health and Well-Being]
| manage my emotions effectively.
| am able to bounce back from adversity.
| regularly volunteer in my community.
| am open to new ideas.
| am content with my life.
| often contemplate the positive aspects of my life.
| am confident in my ability to generate creative ideas.
My life feels in control.
| am motivated to maintain my physical health.
| take time to relax.
| often feel the stress of life.
| have difficulty concentrating.
| often compare myself to others.
| become defensive when others try to give me feedback.
| often criticize others.

| am confident in contributing my opinion to a conversation.
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[FOR SURVEY PREP: Valuing Diverse Community]
[ learn new things from people who are different from me.
| am able to see things from the point of view of others.
| am concerned for the well-being of others.
When interacting with others, | recognize their deeply held beliefs.
My values are based on the collective well-being and not on my own gains.
| am open to multiple perspectives.
| understand how cultures are similar and different.
| can adapt when working with others of different cultural backgrounds.
| am aware of the challenges faced by others with backgrounds different from my own.
| enjoy meeting people who are different from me.
[FOR SURVEY PREP: Strengthened Relationships]
| build strong and supportive relationships with a variety of people.
| keep my commitments to others.
| make it a point to spend time with my friends and/or family.
| often engage in meaningful conversations with my friends and/or family members.
| help my friends and/or family members explore their hopes and dreams.
| am aware of the challenges my friends and/or family members face.
[ turn to my friends and/or family when | face challenges.
| learn new things from my friends and/or family members.
| recognize the importance of my friends and/or family members in my life.
| am excited when something good happens to a friend and/or family member.
| get upset at friends and/or family members when they make mistakes.

It is easy for me to develop social relationships.
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[FOR SURVEY PREP: Content-specific Questions]
| have an appreciation for art.
| have conversations with others about history.
| am motivated to learn about history.
| have an appreciation for history.
| have conversations with others about science and the natural world.
| am motivated to learn about science and the natural world.
| have an appreciation for science and the natural world.
| have conversations with others about conservation.
| am motivated to learn about conservation.

| have an appreciation for conservation.

[FOR SURVEY PREP: Open-ended Questions]
What about your visits surprised you?
How does this museum benefit your community?
How did participating in this study change your perspective of museums/cultural sites?
What, if anything, did you dislike about your experience at the [Museum]?
In what ways, if any, did [Museum] change the way you interact with others?

s there anything else you would like to share?
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Demographics

Were you a member of the museum in the year prior to your participation in this project?

Yes/No

What is your gender?
Male
Female
Another category - please specify

Prefer not to say

With which racial or ethnic group(s) do you identify? (Select all that apply.)
American Indian or Alaskan Native
Asian
Black or African American
Hispanic or Latino
Native Hawaiian or Pacific Islander
White or Caucasian
Another category - please specify

Prefer not to say

What is your age?
18-24

25-34
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Step 4 Materials: Social Impact Survey
Another category - please specify

Prefer not to say

What is your age?
18-24
25-34
35-44
45-54
55-64
65-74

75 or older

What is your annual household income?

| prefer not to say

Below $10,000

$10,000-$19,999
$20,000-$29,999
$30,000-$39,999
$40,000-$49,999
$50,000-$59,999
$60,000-$69,999
$70,000-$79,999

$80,000-$89,999
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Step 4 Materials: Social Impact Survey
$90,000-$99,999
$100,000-$109,999
$110,000-$119,999
$120,000-$129,999
$130,000-$139,999
$140,000-$149,999

$150,000 or higher

Incentive

Would you like to have your name entered to receive a prize from the museum you visited?

Yes/No

Please type in your contact information. Your contact information inserted here will only be used to contact you regard-

ing the prize.
Name
Email address

Phone number
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Retrospective Pre-then-Post Design

Before attending After attending
$e IField/MuseumMame ) SeFieldMuseumName )
Strongly Swangly Strongly Strangly
Disagree Heutral Agree Dasagres Hewutral Agree
1 2 | 4 5 [ 7 1 2 : | i 5 [ 7

| manage my emations
effectively.
| am able to bounce back from
adversity.

| regularly voluntesr in my
community.

| am open o new ideas.
| am content with my Life.

| often contemplate the
positive aspects of my life.

| am confident in my ability to
generate creative ideas.

My life feels in control.

Image from 6.1: Retrospective Pre-then-post design image

Depending on the survey platform you use, a side-by-side design might
not work. In this case, you may have a block of statements and the scale for

"Before” followed by a block of the same statements for “After.”
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Survey Email Language

Thank you for participating in the Social Impact study at [museum]. Now that you have completed your visits, we ask
that you take a survey about the impact the museum has had on you and your life. The survey will take 20-30 minutes

and your feedback is very valuable to us.
Click here to take the survey.

For the best experience, we recommend taking the survey on a computer, laptop, or tablet. If you need access to a

computer or tablet to take the survey, please let me know and we can coordinate assistance.

At the end of the survey, you will be given the opportunity to opt-in to receive an incentive from the museum.

Thanks for your time and feedback,

Survey Reminder Email Language
Don’t forget to complete the social impact survey!

Thanks for visiting the [museum]! Please help the museum better understand its impact on you and your life by com-

pleting a 20-30 minute survey. The final date for you to complete the survey is [date].
Click here to take the survey.
If you have already taken the survey, please let me know and | will remove you from our email list.

For the best experience, we recommend taking the survey on a computer, laptop, or tablet. If you need access to a

computer or tablet to take the survey, please let me know and we can coordinate assistance.
At the end of the survey, you will be given the opportunity to opt-in to receive an incentive from the museum.

Thanks for your time and feedback,
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STEP 5: ORGANIZING, ANALYZING, AND INTERPRETING DATA

Once you have finished collecting your data you need to determine how you will organize, analyze, and interpret
the information to derive meaning and drive action. This might be work you, or others at your museum can and will do;
however, this is a step that many may feel is the least approachable. Rely on partners or students at local universities, or
determine if there is room in your budget to hire a consultant to help with data analysis. Use national museum professional

organizations to help you find consultants.

These processes will differ depending on the type of data collected. From the survey, you will have both quantita-
tive (numeric) and qualitative (text) data. Quantitative data is typically captured in surveys using closed-ended questions
with limited response options such as the responses to a question on a 7-point scale (where 1= strongly disagree and 7 =
strongly agree; like the statements in the social impact survey) or responses to demographic questions that have fixed cat-
egories. Qualitative data is typically captured in surveys using open-ended questions where visitors respond to a prompt

in their own words, with no predefined response options.

Broad steps for organizing, analyzing, and interpreting both types of data are elaborated below. However, these
steps may be adapted based on your organization’s goals, existing knowledge and theory, and professional experience

and judgment. For example, you may have questions such as:
«  Who completed our survey?
«  What are the perceived social impacts of our museum from the perspective of survey participants?

« Are there differences between these visitors’ pre-visit and post-visit perceptions of the social impact of our

museum?
« Do these differences vary based on their membership status or the number of visits they make?

«  What changes could we make to improve the perception of social impact at our museum?

Answering these questions will
require different approaches
from different sources of data

collected in your survey.
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Checklist for Step 5:

Below are the tasks you might wish to complete
for data analysis. Information to help you complete quan-
titative and qualitative analysis is included here and in the

Materials sections.

D Use descriptive statistics to understand frequen-
cies, averages, or percentages in social impact data

and/or your participants.

D Prepare your social impact data in order to run a

Paired Sample t-test, and run the statistical test.
D Analyze data from open-ended questions.

D Summarize and report findings in various ways.

You might wish to use descriptive statistics

if you are interested in the percentage

of survey respondents who identified

as a certain demographic category or to
determine the average score on a specific
social impact indicator.

QUANTITATIVE DATA: DESCRIPTIVE STATISTICS

Quantitative data you receive from the social im-
pact survey included in this toolkit can be analyzed using
descriptive statistics (e.g., frequencies, averages, etc.) or
simple tests that explore relationships between two vari-
ables or between a single variable measured at different

time points.

Descriptive statistics are a way to summarize and
describe a set of data in a simple and meaningful manner.
They provide a quick overview of the information con-
tained in the data without getting into complex calcula-

tions or analysis. Think of descriptive statistics as a snapshot

or a summary of the important features of the data.

Below are other examples of using descriptive

statistics with the data you collected:

« A percentage of visitors who were accepted into
the study compared to a percentage of those who

completed the study (survey attrition).

« A percentage of visitors who received a link to the
survey compared to a percentage of those who com-

pleted the survey (survey response rate).

« The average number of museum visits made by sur-

vey participants (visitation frequency).

« The percentage of visitors who identify as members
compared to a percentage of visitors who identify as

non-members (membership status).

« The average score on each of the four social impact
indicators or each item within a single indicator, for
both pre- and post-visit measures (museum perfor-

mance).

« The percentage of survey respondents who identify
as a certain gender, race, age, etc. (survey demo-

graphics).

If your sample was small (you had less than 40
surveys returned), you may wish to only use descriptive
statistics or trends, such as the percentage of participants
that increased their understanding of individual social im-
pact statements. A small sample does not mean you can-
not run a t-test, but the power in the statistic might not be

as strong with a smaller sample size.

In the Materials section, you will find more infor-

mation on Calculating Descriptive Statistics.
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QUANTITATIVE DATA: PREPARING DATA FOR A PAIRED SAMPLE T-TEST

In addition to describing your survey respondents and providing information about average scores on social im-
pact statements, you will likely want to demonstrate that the difference between scores for the post-visit measures and
pre-visit measures are real or significant, or that the difference is not just by chance. One statistical test that can help you

to make that determination is a Paired Sample t-test.

A Paired Sample t-test, sometimes called a dependent t-test, is used to compare the mean, or average, of two
paired measurements, such as measurements collected at two different time points for the same individual. Even though
the social impact survey included in this toolkit measures pre and post in the same instrument (using the retrospective

pre-then-post design), it does measure two points of time - before and after their visit(s) to the museum.

The purpose of the test is to statistically determine whether the mean difference (a post-visit mean minus a

pre-visit mean) of the paired measures is significantly different from zero. If the means are significantly different from

zero, you can have greater confidence that the difference you are observing is real and not occurring by chance.

>SOCIAL

The paired measures for this instrument
is the mean of the before score and the

wv mean of the after score for each social
g I M PAC T impact statement (i.e., “My mind is

actively engaged in new ideas.”).

Most survey platforms will export your data into a spreadsheet that can be opened in Microsoft Excel. From the
survey platform, export the data as a .csv or .xlsx file. Once exported, you need to (1) make sure your data is arranged

properly to run a t-test, (2) identify and deal with any missing data, and (3) check the data for outliers.

If you are new to statistics, or need a refresher, review Preparing Data for a Paired Sample t-test included in the

Materials section for how to complete these three steps.

Missing data is normal! It is typically indicated by an empty cell in your
spreadsheet and can occur for a variety of reasons. You might have missing data
due to attrition (i.e., someone just stopped taking the survey) or because a
participant did not complete a specific portion of the survey. In the latter case,
they may have simply missed a question or just did not want to respond.
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QUANTITATIVE DATA: RUNNING AND INTERPRETING
A PAIRED SAMPLE T-TEST

Once your data is prepared, you are ready to run
a paired sample t-test. You can use either microsoft excel
or google sheets for this statistical test. This toolkit outlines
steps in excel, but several online tutorials exist for complet-

ing this task in google sheets.

Once you have data, you can begin the process of
interpreting the results. Data interpretation refers to the
process of reviewing the results of your analysis to answer
research questions, confirm or reject hypotheses, and/or
draw conclusions about your data. These interpretations
come from the statistical tests provided and are interwoven

with theoretical and practical explanations of your analysis.

Review running and interpreting a paired sample
t-test in the materials section for a step-by-step guide on

this process.

QUANTITATIVE DATA: REPORTING RESULTS OF A
PAIRED SAMPLE T-TEST

The results of a Paired Sample t-test are typically
presented in both table and narrative formats and include
the indicator statement (from the social impact survey), the
mean differences, the critical t-statistic, and the p-values.
Results from quantitative analysis might also be presented
visually, either through graphics or summary tables. Choose
a method of reporting findings that works best for the au-
dience, recognizing that different audiences likely have
different needs. See examples in Reporting Results of
Quantitative Analysis in the Material section. You can see
another example reporting findings in the Measurement
of Museum Social Impact Report (the full study descrip-
tion and results, Appendix D).

QUALITATIVE DATA: TYPES OF ANALYSIS

Qualitative data analysis can be overwhelming as
you contemplate how to get from a mass of unorganized
and unstructured responses to a map of the central themes
in the data. There are many methods to support the process
of qualitative data analysis. Two more common methods in
evaluation research are content analysis and thematic anal-

ysis.

An example of content analysis would be if
several guests use a phrase such as “museums
are too expensive,” content analysis would
identify the word “expensive” and the number
of times it was used across all responses.

Content analysis simply counts words that are re-
peated most often in the data. Words that are mentioned
more frequently are believed to be more important or rep-
resentative of the data. Content analysis is typically visually
represented in either a table or word cloud, where more
frequently repeated words are represented with larger/
darker text in the cloud. The other common method is the-
matic analysis. Thematic analysis requires you to apply a
code to represent a unique idea or sentiment and then look
to see if there are patterns or clusters of similar codes that
would reflect larger themes occurring in the data. Thematic
analysis is usually presented in the form of a narrative or the-

matic map of overarching concepts.

An example of thematic analysis would be if
several guests use a phrase such as “museums

are too expensive,” and several other guests

use a phrase such as “l don’t have time to visit
museums.” You might identify two codes (Cost and
Time) representing each of these ideas. You might
then wish to cluster those codes under a theme of
Barriers to Museum Attendance.
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We recommend trying qualitative data analysis for yourself. While it might seem like a daunting task at the start, it
is rewarding to read the words of your participants deeply and carefully. This toolkit elaborates on thematic analysis since
it is the more complex of the two approaches. One of the most well used Thematic Analysis approaches is Braun and

Clarke’s Six Step Thematic Analysis Process, included in the Materials Section.

Using Braun and Clarke’s process, three of our team members met
several times over the course of a month, and came to consensus on
the themes and descriptions for a sample of the data. We were then
able to divide the analysis of the full data set, knowing we agreed
upon the themes and how to code responses.

To strengthen your confidence in the findings you
have presented, you could involve more than one per-
son in the analysis process. In this situation, analyzers can
meet periodically to share their codes or themes, typically
with the goal of reaching some consensus regarding which
codes or themes are more representative of the visitors’

perspective.

The national study used thematic analysis for three of the

open-ended questions:

« How does this museum benefit your community?

« How did participating in this study change your per-

spective of museums/cultural sites?

. . 2 Useum.nLibrary ﬁ Utah Division of
« Inwhatways, if any, did [Museum] change the way you 7 - P Arts & Museums

interact with others?

Appendix C is the qualitative analysis codebook that was developed through our process with data from the
national study. This codebook outlines the themes that emerged in our data set for each of the questions above. It also
describes how we define, or operationalize, each of those themes and provides example quotes from the study’s sample.

You may wish to use our codebook in your analysis, or you might see similar themes emerge from your data.
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QUALITATIVE DATA: RELIABILITY

Oftentimes, people assume qualitative data and
analysis is subjective and question the results that are pre-
sented. To help overcome this, researchers will quantify the
number of preliminary codes that were similar (or different)
and present a score that represents the reliability (or con-

sistency) of the analyzers.

QUALITATIVE DATA: REPORTING RESULTS

Qualitative data can be reported using the themes
you developed. Simply count the number of times a theme
emerged in the data and report that number in a table next
to the theme. Best practice is to also include sample quotes
from participants that are representative of each theme,
usually in a narrative format, to support the claims you make
in the report. See Qualitative Report Table in the Materi-
als section. For an example of reporting qualitative data in
full (tables, counts of themes, examples, and a narrative),
review the Measurement of Museum Social Impact Re-
port.

FINAL THOUGHTS

To calculate reliability, consider the
following. If your survey had 200
responses and two people identified
the same (or similar) codes for 160 of
those responses, then you might say
you reached 80% agreement. You could
either present the findings with those
different codes in place or engage in
discussion to bring the other 20% of
codes into agreement and provide a
description of how that agreement was
reached. Usually, the best defense for
a code or theme is that there is ample
evidence (quotes from the visitors) to

support that code or theme.

Quantitative and qualitative data each have their own strengths and weaknesses. They are both valuable when

reporting to stakeholders. Quantitative data is typically viewed as being more objective and can highlight the scale/scope

of your impact while qualitative data, with all of its wonderful subjectivity, can highlight the relevance and nuance of your

impact. In many cases, quantitative data tells us what is happening and qualitative research helps clarify how and why it

is happening. When paired together, these two types of data can tell a more complete story that resonates with diverse

audiences.
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Calculating Descriptive Statistics

In Microsoft Excel, you can quickly calculate these descriptive statistics either using Excel functions (for example,
=Sum() - adds all numbers in a range of cells, =Frequency() - calculates how often values occur within a range of cells, =Mode()

- returns the most frequently occurring value in a range of cells, etc.) or the descriptive statistics tools (Nelson & Nelson, 2014).

Numerous video and text tutorials are available online and within excel explaining how and when to use these func-

n_n

tions and tools; however, typically you can just type the “=" symbol into a cell followed by the letters of the function you are
trying to utilize (e.g., “mode”) and the function will appear in a drop down list (Nelson & Nelson, 2014). You can then select
the function, insert the range of cells you are interested in learning more about (and any other criteria required) and click enter

(Nelson & Nelson, 2014).
Preparing Data for a Paired Sample t-test
How do | prepare my data to perform a Paired Sample t-test?

To perform the paired t-test, make sure your data is arranged so that each row represents a single individual, and
each column represents their responses to the pre and post (before and after) visit measures, as shown in Figure 1
(Foster, 2008). It is also important to note that some response items may have been reverse-coded in the survey. When

a question is reverse coded in a survey, the scale or scoring for that particular question is reversed compared to other
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Figure 7.1-1 Sample Spreadsheet for analysis
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questions. Higher values on a reverse-coded question indicate lower levels of agreement or endorsement, while lower
values indicate higher levels of agreement or endorsement (Kent University, 2023a). We see this most in the health and
wellbeing items of the social impact survey. For example, we hope responses to the statement “l am open to new ideas,”
will have higher scores in the “after” visit response section. In contrast, we hope responses to the statement “| feel the
stress of life,” will be lower in the “after” visit response section. In the case of the “| feel the stress of life” statement, the
responses will need to be adjusted before analysis so that the scale or scoring is the same as the other questions in the
survey. This ensures that the interpretation of responses aligns consistently across all questions, by standardizing the
scoring direction so that higher values always represent the same underlying construct (i.e., “strongly agree”). In the so-
cial impact survey, which uses a 7-pt scale, dealing with reverse-coded items is as simple as changing 1s to 7s, 2s to 6s, and
3s to 5s. This approach effectively reverses the scoring of the item while maintaining the same relative distance between
the values. It is important that you document the reversal or flopping of the scale for transparency in your analysis. Once

your data file is set up correctly, you can review it for missing data.
How do | identify and deal with missing data?

To conduct a paired t-test, you need to have a matching number of complete responses on the pre and post visit

measures, so missing data must be addressed.

There are several strategies to manage missing data, however, the two simplest methods are deletion and imputation
(Little & Rubin, 2019). These strategies are most appropriate when your data is missing completely at random. When data is
not missing completely at random, there may be valid reasons for the missing values such that removing those values could
bias the results of your analysis. For example, you may find that guests who identify as female are more likely to skip a subset
of questions in the survey. By removing those missing responses, you would be changing the gender composition and subse-

quently the representativeness of your data.

While there are statistical tests that can determine the randomness of your missing data, you can also do this manually
by sorting your file based on different demographic or behavioral characteristics and visually scanning for patterns that might

suggest the data is not missing completely at random.
The two most common methods of deleting missing data:

«  Simply delete a whole row representing an individual from your spreadsheet if it has any missing values. While this is the
most efficient way to deal with the problem of missing data, if you delete too many of these cases you could end up with

a small sample size, which could reduce the validity and meaningfulness of your results; or,

« Ratherthan deleting an entire row of data, you include rows in some analyses but exclude them in others. For example, if a
guest completed the pre and post visit measures for two of four indicators, you would include them in the analysis for the
two completed indicators and exclude them from the analysis of the two incomplete indicators. This allows you to main-

tain a larger sample for some analyses, but also results in different samples and sample sizes for each t-test you perform.
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« Identify the average for a specific indicator and input that average into the missing cells in that column. You could also do
this with the median or mode instead of the average, or mean. This can be a useful strategy if you have few missing values,

but can result in a loss of variation in the data set if you have a large pool of missing values; or,

Identify an individual who responded similarly on measures that were completed by both individuals, copying the

more complete values from the first individual into the missing values of the other individual.
After addressing missing data, you would check your complete data set for outliers.
How do | check my data for outliers?

Outliers are extreme values or values that are substantially different from other values in your data set (Howell, 2012).
They can skew the results of your analysis and should be identified and either removed or retained based on their most likely

cause.

Outliers that represent true values should typically be retained in your dataset because they represent the real vari-
ations in your sample of guests (Howell, 2012). For example, a participant from a marginalized community may report lower
responses than other participants because they don't feel like their community is well represented in the museum or they may
feel that their community is not impacted in the same way as other guest communities. This participant perspective represents
a real perspective that exists in your museum and, therefore, should either be included in the analysis or excluded from anal-

ysis but included later in the interpretation and reporting of results.

Outliers that don't represent true values may appear due to human error. For example, a participant may misinterpret
a question and provide all 1's (strongly disagree) when in reality they meant to provide all 7’s (strongly agree). You can use oth-
er data points in your dataset to verify whether a response like this occurred in error. One way to look at this is through other
data provided by the participant. If all of this participant’s open-ended responses reflect a positive sentiment or if other similar
closed-ended responses were rated positively, you can reasonably assume that this person’s extreme negative response was

made in error and can either remove or repair their response.

There are several other ways you can check for outliers. The most basic method is the sorting method. Using this
method, you can sort your quantitative measures from low to high and visually scan for values that seem abnormally high or
low. You can also use visualizations such as scatterplots, box plots or box-and-whisker plots, and statistical tests to identify

outliers (Howell, 2012); however, those strategies will not be discussed here.
Running and Interpreting a Paired Sample t-test

Before performing a Paired Sample T-test in Microsoft Excel you need to ensure that you have loaded and activated

the Microsoft Excel Analysis ToolPak. This is a free tool that can be installed from within the Excel program. Once activated,

you can access more complex analysis tools by clicking on Data Analysis in the Analysis group on the Data tab, as shown in

Figure 2. This test can also be performed in Google Sheets, as shown in this video.
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Figure 7.1-2. View of the data analysis group in Microsoft Excel.

Once your data is prepared for analysis, you can proceed with the following steps (Nelson & Nelson, 2014):
1. In Excel, click Data Analysis on the Data tab.
2. Inthe Data Analysis window (see Figure 3), choose t-Test: Paired Two Sample for Means.

3. Under Input, select the ranges for both Variable 1 (the pretest scores for a single indicator) and Variable 2 (the

posttest scores for that same indicator).

4. Under Hypothesized Mean Difference you'll typically indicate zero. This assumes there is no difference between the

two means. The t-test will confirm or reject this assumption.

5. Check the Labels checkbox to include the name of the variable in the output. Ensure you include the label row in

your range in step #3.
6. Verify that the default Alphais 0.05.

7. Click OK

t-Test: Paired Two Sample for Means ? X

Input
Variable 1 Range: $B51:58815

Cancel

I+

vanable 2 Range: SES1:SES15 b 3

Help
Hypothesized Mean Difference: 0

Labels
Alpha: | 0.05

Output options

I+

\J Qutput Range
(®)New Worksheet Ply:

) New Workbook

Figure 7.1-3. View of the data analysis window for a Paired Sample t-test.
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t-Test: Paired Two Sample for Means

- Before attending - After attending
[Figld-MuseumNome] - | manage my [Fielg-MuseumiNaome] - | manage my emotions
emaotions effectively. effectively
Mean 5.5 5545454545
Variano 1651162751 16459048626
Observatis 44 44
Fearson C 0.9583p0222
Hy pothesi 0
df 43
t Stat -0.813350047
P[T<=t] on 0210249149
t Critical ¢ 1681070703
PT==t] tw 0.420458257
t Critical © 2 016E519%

Figure 7.1-4. Example Paired Sample t-test output.

Once you click OK in the Data Analysis window, an output of your analysis will be automatically inserted into your

spreadsheet, as a new sheet unless otherwise specified, as shown in Figure 4.

This output will include a mean value for both your pre- and post-visit survey responses, several test-statistics, and
the number of observations included in the analysis. If the two-tailed p-value is less than the p-value designated in step
#3 above (0.05), the difference between these two means is statistically significant. This means we reject the stated
hypothesis or the assumption that the mean difference is zero. Doing so suggests that a real change, positive or negative,
has occurred between the pre- and post-visit survey responses, or that the visits to the museum impacted the participant

for that particular statement.
Reporting Results of Quantitative Analysis

Results from the Paired Sample t-test might be presented in a table (Figure 5) or as a narrative (Figure 6). You may
wish to take the results from the t-tests and create different types of visualizations. Figure 7 shows graphs for long-term
outcomes. Each graph represents the percentage of indicator statements that showed a statistically significant positive
change. Another way to visualize the data is shown in Figure 8. This table reports the mean for each indicator statement
for both before (pretest) and after (posttest) museum visits. The shaded cells are those that the t-test reported a signifi-

cant change.
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CONTINUED LEARNING AND ENGAGEMENT

Statement T-value P-value Mean Differ- Mean After Mean Before
ence Visiting Visiting

| wonder about |1.0807 0.2806 0.1335 5.4761 5.3426

how things
work.

| experiment 3.3480 0.0009* 0.4082 4.7380 4.3298
to create new
ways of...

| can see how 4.5551 0.0000* 0.7264 5.7857 5.0593
exploration
leads to learn-
ing.

| regularly ask 2.6049 0.0096* 0.2038 5.3571 5.1533
thought-pro-
voking ques-
tions...

* Significant at the p < 0.05 level

Figure 7.1-5. Example Paired Sample t-test results table.

The results of the paired sample t-test suggest that participants who visited
museums during the course of the study reported statistically significant increas-
es in their continued learning and engagement as it relates to experimenting (t =
3.348, p < 0.05), exploring (t = 4.555, p < 0.05), and asking questions (t = 2.605,
p < 0.05), but did not report significant change related to wondering (¢t=1.081, p =

0.28).

Of the four indicators measured, three (75%) had a statistically positive in-
crease. On average the post-visit indicators were 0.5 points higher than the pre
visit indicators.

Figure 7.1-6. Example Paired Sample t-test results narrative.
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Continued Learning &
Engagement

10 af 10

indicators

Health & Well-Be

1 af 16

indicators

ing

Walng Diverse

-
U T LA S

Qof 10
indicators

serengrhened
Relatiorships

10 of12
indicators

Figure 7.1-7. Example Paired Sample t-test results
presented visually for each outcome.

| experiment
to create new
ways of doing
things.

| can see how
exploration
leads to learn-

ing.

| regularly ask
thought-pro-
voking ques-

tions to get at

| ask insight-
ful ‘what if’
questions that
provoke explo-

the root of the | ration of new
problem. possibilities.
Before 4.859 6 5.381 5.397
After 5.293 6.448 5.655 5.741

*Note: Green cells indicate significance

Figure 7.1-8. Table visualization for pretest and posttest means and t-test statistical significance.
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BRAUN AND CLARKE'S SIX STEP THEMATIC ANALYSIS PROCESS

Step 1: Familiarize yourself with the data

In this stage, the person analyzing the data reads through the qualitative responses several times to capture high level

impressions of what visitors are saying.
Step 2: Assign preliminary codes to the data

In this stage, the person begins to assign codes to unique ideas represented in the data. “Coding” is the process of
labeling or organizing qualitative data to identify patterns or themes in the set of responses. A single label, or “code,” could be
applied to a phrase within a sentence, an entire sentence, or multiple sentences (sometimes called meaning units). More than

one code can be applied to a single meaning unit.

For example, if a visitor said, “museums help me feel connected with other members of my community and help me
learn more about the world around me”, you might assign two codes, one for each part of the sentence. Specifically, the code
‘connection’ could be applied to the first part of the sentence and the code ‘learning’ could be applied to the second part
of the sentence. These codes can be reviewed and refined as new meaning units are analyzed. The codes are typically doc-
umented in a code book (a table with a list of codes, a brief description of the code, number of instances of each code, and

sample quotes or locations in the dataset of each code).
Step 3: Search for patterns or themes in your codes

After all of the data has been assigned codes, the person analyzing the data would begin to look for similar, or “like,”

codes and cluster them together into categories, or themes.

For instance, using the examples from Step 2, while these might seem like distinct codes, they could be clustered into
narrow themes such as Social Impacts of Museums and Cognitive Impacts of Museums, respectively, or into a broader theme

of Benefits of Museum Visitation.
Step 4: Review themes

In this stage, the person reviews the themes to determine the accuracy and inclusiveness of the themes. One might
check to see if the themes are inclusive (all the codes fit into or are represented by a theme) and exclusive (each theme rep-
resents a concept that is distinct from the other themes). One might also check to see if the themes seem to reflect the general
essence of the data based on the familiarization, coding, and theming steps. If any themes don’t seem to align with the codes
or underlying responses from visitors it might need to be updated, or a code may need to be clustered under a different

theme.
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BRAUN AND CLARKE'S SIX STEP THEMATIC ANALYSIS PROCESS

For example, say you have themes about Barriers to Attending Museums and Benefits of Attending Museums; yet,
there are several survey responses about the cleanliness of the bathrooms. Those responses don't seem to fit either of these

themes, and you may need an additional theme, such as Museum Experience Factors, that captures these comments.

Step 5: Define and name themes

In this stage, the themes are assigned a name that best represents the essence of the codes and responses they are
named for, and defined so that those who were not involved in the coding process understand the theme and the ideas it
represents. You may, for example, have clustered several codes around the idea of Barriers or Constraints and could name this
theme: Barriers to Attending Museums. You could define, or operationalize, this theme by including a statement like: “Visitors
identified multiple barriers, or factors that would prevent them from visiting the museum. These barriers may be structural
(e.g., lack of transportation), interpersonal (e.g., lack of friends to visit with), or intrapersonal (e.g., lack of interest in museums)

in nature.”
Step 6: Write up your findings

In this final step you would organize and present your themes (and sub themes) by providing the theme names,
definitions, summaries of codes, and key/representative quotes using the visitor’s voice. The goal in this stage is to ensure
that the consumer of the researcher understands what you learned from your survey respondents, how you arrived at those
conclusions (i.e., how did you get from your raw data, to your codes, to your final themes), what actions should be taken as a
result of your findings (i.e., implications for museum professionals, ideas for future research), and limitations associated with

your research (i.e., small sample size, biased sample via recruitment of members only, etc.).
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QUALITATIVE REPORT TABLE

Theme Total Number of Responses
Centering/Restorative 96

Conversation catalyst 272

Did not change 389

Negative 13

New connections with others 108

Not applicable 245

Shared experience 367

Social emotional experience 261

Figure 7.2-1. Example report table for qualitative coding of responses to the ques-
tion In what ways, if any, did [Museum] change the way you interact with others?
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Now that you have your social impact findings, it's time to share the results. You might wish to do this through
written reports, presentations, or more formally through press releases. Consider all of the audiences you want to engage
in conversations around your social impact data - staff, board members, elected officials, granting foundations, the public,
your study participants, etc. Sharing findings should happen at the end of the study; however, how your museum will use

the results will be an ongoing conversation.

Checklist for Step 6: A Iongel‘ report can

Below are tasks you might wish to complete as a way of sharing your aISO serve as good

results. More information and resources are provided to help you fulfill

these tasks. documentation of how
[ Write a report showing your social impact results. you conducted the study,
[[] Create a presentation highlighting the study and findings. should you wish to repeat
[[] Share your findings with various stakeholders. itdown the road and

need to remember what
was done and lessons

PREPARING REPORTS learned the first time.

Be prepared to share different report styles with different audiences. For instance, you may wish to have a short
summary of findings for grant applications, a longer report to share with your board, and a presentation to share with com-

munity members and staff.

Appendix D includes a short report from the national study, which you can use as a template for how to write your
own report. The Measurement of Museum Social Impact Report is a longer version of a report and includes more informa-

tion.

In a longer report you might wish to include who you partnered with, specific recruitment methods, methods on
how you analyzed the data, and implications (or how you plan to use the findings). All the elements from a written report

should be included in a presentation.

See Example Presentation in the Materials section.
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AUDIENCES

Your first step might be to share the results internally with staff, especially so people involved can recognize the im-
portance of the work and effort they put into making the study a success. Work with your director, board, or other leaders to

determine the best audiences and timeline for sharing findings.

Other audiences might include new staff, advocates for your museum, and elected officials. Depending on the gov-
erning structure of your museum, some of these audiences might be a higher priority than others. The goal here is to use

results both internally to drive decisions in your museum, and also externally to engage new and existing audiences.

USING SOCIAL IMPACT FINDINGS AT
YOUR MUSEUM

Throughout the course of our team’s
time measuring museum social impact, we have
seen museums use the results in numerous ways.

These include:

«  Advocating for and successfully completing a

capital campaign project.

« Incorporating feedback from the study into

master, strategic, and interpretive plans.

« Developing a marketing structure based on

experiences of those in the study.

«  Considering what programs that have been
on hold should be brought back.

«  Guiding conversations around other research in the museum, primarily empathy, belonging, and cohesiveness.

«  Starting diversity, equity, inclusion, accessibility, and justice conversations and considering new audiences and approach-

es to the work.

+ Including findings in grant applications to show the museum is committed to measurable impact work.
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Museum tip: Think about
how to share the results
outside of your museum.
Consider writing a press
release and inviting press to
visit your museum and share
the results more publicly. Or,
highlight relationships you
built as a result of the study
as evidence of engagement
and experience at your
museum. Finally, invite the
public to your museum and
share findings as a way to
start a conversation with

local communities.

COLLABORATION

STEP 6: SHARE YOUR FINDINGS

We recognize that things cannot change overnight as a result
of your findings. The goal is to continue to have conversations with
the results (good or bad) at the center and guiding your conversa-
tions. No study is perfect, though, so directly call attention to what

might be missing from your data and findings.

Appendix A lists the museums that
participated in the national Measurement
of Museum Social Impact (MOMSI) study.
Contact one from your content area, region,

or state to see how you might collaborate.

As your study comes to an end, reach out to peers in the museum field either locally or nationally. Share your

findings with them and encourage them to use the social impact toolkit. As more museums in your area of interest or in

your region have social impact data, the stronger the case you can collectively make for the impact of museums in your

communities.

Establish a community of practice or a mentor program for museums who have either completed or are starting to

use this toolkit. Think about your lessons learned, what you would do differently, or how you could support others in this

work.
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APPENDIX A: MOMSI HOST MUSEUMS
HOST MUSEUMS, MEASUREMENT OF MUSEUM SOCIAL IMPACT (MOMSI)

+ Arkansas State University Museum: https://www.astate.edu/a/museum/

« Atlanta History Center: https://www.atlantahistorycenter.com/

o Bellevue Botanical Garden: https://bellevuebotanical.org/

« Calaboose African American History Museum: https://www.calaboosemuseum.org/

« Carter County Museum: https://cartercountymuseum.org/

o Chazen Art Museum: https://chazen.wisc.edu/

« Conner Prairie: https://www.connerprairie.org/

o Cradle of Aviation Museum and Education Center: https://www.cradleofaviation.org/

«  Crystal Bridges Museum of American Art: https://crystalbridges.org/
+ Desert Botanical Garden: https://dbg.org/

« Florence Griswold Museum: https://florencegriswoldmuseum.org/

«  Franklin Park Conservatory and Botanical Garden: https://www.fpconservatory.org/

«  Fresno Chaffee Zoo: https://www.fresnochaffeezoo.org/

+  Gallery One: https://www.gallery-one.org/

«  Greensboro History Museum: https://greensborohistory.org/

« Jackson Hole Children’s Museum: https://www.jhchildrensmuseum.org/

+ Jule Collins Smith Museum of Fine Arts at Auburn University: http://jcsm.auburn.edu/

« Kemper Museum of Contemporary Art: https://www.kemperart.org/

+ Los Angeles Zoo and Botanical Gardens: https://www.lazoo.org/

«  Minneapolis Institute of Art: https://new.artsmia.org/

« Minnesota Historical Society, Minnesota History Center: https://www.mnhs.org/historycenter

«  Molly Brown House Museum: https://mollybrown.org/

«  Montshire Museum of Science: https://www.montshire.org/

«  Museum of Science, Boston: https://www.mos.org/

« National Aquarium: https://aqua.org/

« Oklahoma City Zoo and Botanical Garden: https://www.okczoo.org/

o Pérez Art Museum Miami: https://www.pamm.org/

«  Plains Art Museum: https://plainsart.org/

« Queens Botanical Garden: https://queensbotanical.org/

« Rochester Museum and Science Center: https://rmsc.org/

«  Rockwell Museum: https://rockwellmuseum.org/

+ San Diego Chinese Historical Society and Museum: https://sdchm.org/

+ St. Louis Zoo: https://www.stlzoo.org/

« The Children’s Museum of Indianapolis: https://www.childrensmuseum.org/

o The Glazer Children’s Museum: https://glazermuseum.org/

«  The Morton Arboretum: https://www.mortonarb.org/

« University of Michigan Museum of Natural History: https://Isa.umich.edu/ummnh/ b
>SOCIAL

«  Utah Museum of Contemporary Art: https://www.utahmoca.org/
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APPENDIX B: IRBS AND PROTECTING PARTICIPANTS

What is an Institutional Review Board, or IRB?

An institutional review board, or IRB, is a group of people who review research studies and ensure
participant ethics are not breached. An IRB will review social-behavioral research and evaluation studies.
Their goal is to protect the rights, welfare, and privacy of humans participating in research.

Do | need an IRB to complete this social impact study?

The short answer is “no,” you do not need an IRB to complete this social impact study, especially if you
do not plan to publish or share your findings outside of your museum. If you are a university museum,
or have another governance structure where IRBs are often used, check with the Research Office to see
what might be required.

If | wanted to obtain an IRB, how might | go about that?
There are several commercial IRBs you can use for project oversight. These IRBs, often independent,
charge a fee (usually about $1,000 per project).

What if an IRB is a cost barrier? Should | still complete this study?

Yes! While you do not need an official IRB on record for this study, we strongly recommend that you
follow best ethical practices. For a small fee, one person at your museum might consider completing
CITl's Social-Behavioral-Educational ethics course. The most important thing to consider when asking
people for information is that you are doing so with good reason, are taking every assurance to protect
their identity and information they provide, that you treat them justly, and that their participation is vol-
untary and they consent to participate. You can learn more about guiding principles at this website.

How else might | protect participants?

Consider including language for participants to opt-in to receiving emails or text messages from your
museum. When they complete the prospective participant form, they are opting in to receive emails
about the project. However, you should ask the participants to consent before including them on other
mailing lists. You might also ask participants to opt in for you to share their quotes anonymously.

Consider how long you will store the data collected through this study. Traditionally, data is kept for
three years. Your organization (or university or governing structure) might have a timeframe in which
you are required to keep data. They might also have an existing system for proper disposal of data. Data
should always be stored on a secure computer, and access to raw data should be limited to a few individ-
uals.
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QUALITATIVE ANALYSIS CODEBOOK - NATIONAL STUDY

Each question we analyzed has its own codebook. Below are each of the codebooks for the three

questions we analyzed.

How does this museum benefit your community?

Theme

Continued learning and
engagement

Key Concepts

Learning or education; programs or
activities museums offer; experienc-
ing wonder; exploring the museum/
grounds; intent to visit

Example Quote

“Providing lessons of history about
the minority people”

Increased health and wellbeing

Physical and mental health; stress;
emotions; relaxation

“In addition to introducing various
artists, the grounds provide a won-
derful place to walk around enjoying
beautiful views.”

Not applicable These responses didn't really ad-
dress the question.
Other The "other" category will change

based on the museum, but is includ-
ed to capture recurring themes that
come up case-by-case that do not fit
into another category. For instance,
equity because a museum is free;
preserving a local history; or hav-
ing a collection that can't be found
elsewhere

Strengthened relationships

Relationships with friends or family
and the importance of relationships;
spending time together

"It provides a space for children to
play and learn and a place for par-
ents and families to connect.”

Valuing diverse communities

Different backgrounds or cultures;
people who are different than me;
collective rather than individual;
other perspectives; considering age
diversity

“it allows people of all backgrounds
to experience cultural and intellec-
tual stimulation and knowledge”
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How did participating in this study change your perspective of museums/cultural sites?

Theme Key Concepts Example Quote
Appreciation | For the museum and the work that goes into making the mu- [ “l am beginning to understand
- Internal seum; the number and/or types of programming; importance | better why they are so expensive to
of collecting and preserving; museums aren't static create, maintain and develop.”
Appreciation | The work of museums impacts the community; the value “Gained appreciation for museums
- External museums bring to the community; a place of equity and inclu- [ and what they offer community”
sion; desire to fundraise
Did not This category includes any response where participants stated
change their interactions didn't change. If a response has "It didn't
but..." and provides a way their perspective changed, code
the response into other categories as much as possible. If it
doesn't fit another category, code it here.
Healthand | Wellness benefits - emotional, physical, mood “Before the study | was not focused
well-being on ways visiting [museum] impacts
my attitude, mood and overall well-
ness as a person.”
Increased Respondent expressed increased interest and intention for “| really enjoyed it and made me
interest visiting more or other museums; exploring other cultural insti- | want to visit these type of places

tutions in their community

more regularly.”

Museums as
spaces for
family and

children/
youth

Both in the space and outside of it.

“I now hold this museum in much
higher regard. After experiencing
the great programing they have for
the children | am amazed at all they
have going on.”

Negative

Negative perspectives

“When my children were growing
up we regularly visited [museum].
Now | wonder how | would feel
about taking them to these places if
| felt | had to combat propaganda.”

Not applica-
ble

These responses didn't really address the question.

Places of
learning

Respondent talks about what they learned. May use words
like explore, curious, etc. May mention connection to specific
content or representation; access to new information; seeing
galleries or spaces of the museum they haven't visited

“| got a better understanding of dif-
ferent cultures and the experiences
of people in the past. It was better

than just reading about it in a book.”

Reaffirmed
existing
feelings

Respondent indicates they had an existing appreciation and
may state that visiting for the study reminded/reinforced this.
Participants may express that coming out of the pandemic and
being able to visit museums again reminded them how much
they enjoy these spaces.

“| don't think it changed my per-
spective very much. May have
solidified my thoughts about these
institutions being very important.”
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In what ways, if any, did [Museum] change the way you interact with others?

Theme

Key Concepts

Example Quote

Centering/ Inward facing; respondent describes a change in their mood | “It had a very relaxing
Restorative that in turn benefitted interactions. May have nuances of effect on everyone | was
health & wellbeing. Examples include that the museum visit | with. The meditative, calm
slowed them down, became more meditative, changed how | moods continued through-
they interacted, or gave more confidence after COVID clo- out the day”
sures.
Conversation Provided topics for conversation, with friends/family, peers, or | “maybe just provided more
catalyst professionals. Sparked a conversation with another. conversations points with

the information and things |
saw there.”

Did not change

This category includes any response where participants stated
their interactions didn't change. If a response has "It didn't
but..." and provides a way interactions changed, code the re-
sponse into other categories as much as possible. If it doesn't
fit another category, code it here.

“No change”

with others

folks who are "like-minded" or have similar interests as well as
new commuinty or new friends that participants have joined/
want to join.

Negative Negative experiences with the museum, or others as aresult | “Negative ways since their
of their visit. refusals of accepting the
corrective suggestions.”

New connections | This includes person-to-person connections, and refers to “It's opened a new door to

meeting people who are
learning just like me”

ing quality time together and encouraging others to visit.

Not applicable These responses didn't really address the question.
Shared The physical space provided opportunities to interact with “l don't notice a change in
experience others, to have shared experiences. Examples include spend- | how | interact with others.

| did attend the museum
with a family member twice
and we spent quality time
together”

Social-emotional
experience

Outward facing; respondent describes a positive change in
how they connect with others. This includes empathy for oth-
ers and being more inclusive.

“It helps build sympathy
and empathy for other
living beings.”
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INTRODUCTION

When museums talk about impacts, they often refer to the educational, economic, and
social dimensions of impact. Of the three, social impact is perhaps the most difficult and elusive
to measure with data-based evidence. At this pivotal time in history, advocating for museums,
their staff, their collections, and their programs is more important than ever. To do that
successfully, though, we cannot simply say museums have a social impact based on our gut
instinct and intuition. We need to measure and demonstrate with data the impact museums
have on visitors and their communities. The Measurement of Museum Social Impact (MOMSI)
study filled that need.

In 2020, the Utah Division of Arts & Museums, in partnership with Thanksgiving Point
Institute, was awarded a National Leadership Grant from the Institute of Museum and Library
Services (IMLS) to support the MOMSI research study. Over the course of the three-year grant,
MOMSI met three primary goals. First, validate a museum social impact survey. The social
impact survey had been used in two pilot studies (Ashton, et al. 2019) and was found to be
reliable and valid in Utah. With national data, we tested the survey’s validity further. Second,
measure museum social impact nationally. The study captured social impact data at 38
museums across the United States. Third, develop and publish a museum social impact toolkit.
This toolkit is free for download for museums to use to measure social impact on their own.

To reach these goals, the MOMSI team recruited museums across the U.S. to serve as
host museums, and ultimately selected 38 museums into the cohort (Appendix). The
experiences and results presented here are aggregated from those 38 museums.

LiTeERATURE REVIEW

The issue of measuring museums’ impact has been a recurring challenge for museums.
In 2003, Weil observed that “over time, the museum field will need to develop a vast arsenal of
richer and more persuasive ways to document and/or demonstrate the myriad and beneficial
outcomes that may occur for their individual visitors and have impact on the community
beyond.” Museums have struggled to demonstrate their impact, and as such have struggled at
times to receive support from their communities.

Over a decade later, Lee and Linett pointed out that while we have no shortage of data,
“the field seems to be approaching an inflection point, where the long-term health,
sustainability, and effectiveness of cultural organizations depends critically on investment in and
collective action around enhancing the field’s capacity for using data strategically and
thoughtfully to inform decision-making.”

The issue persisted when Jacobsen (2016a) stated that “the field needs to adopt a
shared framework and language because we still lack an accepted way to measure our impact.”
The MOMSI study sought to address this need by researching the social impact that museums
have on individual members of museums’ communities. Jacobsen (2016b) identified 1,025
indicators to measure museum impact and performance. While our work has been informed by
Jacobsen’s, it is also narrower and deepens the focus on social impact, reflecting on insights
from literature in the public administration field.
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A first and most important step in measuring social impact is to define it. We recognize
that there are multiple ways to define social impact, highly nuanced by the fields in which it is
researched. We chose a definition put forward by Philips and Wong (2016) for its plausibility to
ways museums contribute to social impact: “The effect of an activity on the social fabric of a
community and the wellbeing of the individuals and families who live there.” Next, we explored
factors that make communities places where people want to live.

Communities with residents who like where they live are generally more successful,
attracting and retaining a talented workforce, which leads to a growing local economy. Drivers
of these factors have been studied extensively, and we drew upon survey findings from Knight
Foundation and Gallup (2010) and a systematic review by McMillan and Chavis (1986) to, again,
consider plausible factors in terms of how museums might impact social well-being.

Two “drivers” identified by the Knight Foundation and Gallup were education and
community openness, with the latter particularly referring to how open or welcoming a
community is to different types of people, and hence our Valuing Diverse Communities
construct. The prior driver, education, aligns to a core value of the museum field (American
Association of Museums, 1992), and leads to the Continued Learning and Engagement
construct. McMillan and Chavis discuss a multifaceted “integration and fulfillment of needs”
(p.9), implying a sense of meeting the needs of the ‘whole person’ and hence our Strengthened
Relationships and Health and Well-Being constructs. At multiple points of the project leading up
to and including MOMSI, the survey instrument was subject to validity and reliability measures
including expert review and scale reliability analysis of both the State and MOMSI responses.

METHODS

RecruiTiNG Host Museums

In January, 2021 the MOMSI team opened a call for host museums to participate as
research sites. The call was posted across platforms, including in blogs and listservs through
national and regional museum professional organizations (i.e., American Alliance of Museums,
American Association of State and Local History, Association of Zoos and Aquariums, etc.). We
shared the call widely across the profession in an effort to have a diverse cohort of host
museums —meaning we wanted museums that represented various staff and budget sizes,
various content-focus areas, and every region of the U.S.

The 71 applications we received were reviewed by a panel composed of people both
internal and external to the study. Panelists scored applications based on the diversity of criteria
outlined above. We also took into account whether the applicant museum had an internal
research and evaluation department (or staff member) and their admission price. While the
IMLS proposal only required the study to accept 30 museums into the cohort, we ultimately
accepted 38 museums due to the depth of the applicant pool.

The 38 museums selected as host sites were required to fulfill study expectations,
including (1) being open to the public by fall 2021, (2) recruiting at least 100 participants into
the study from their community, (3) allowing participants, and at least one guest of each
participant, to visit the museum three times free of admission, and (4) offer an incentive to
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participants who completed the social impact survey. These were not easy “asks” from host
museums given ongoing financial and staff constraints due to the COVID-19 pandemic.

RECRUITING PARTICIPANTS

After a brief training with the MOMSI team, each host museum set out to recruit at least
100 participants into the study at their museum. Recruitment needed to be a local effort. The
MOMSI team supplied draft language for e-newsletters, social media posts, and flyers along
with the project logo and images, which the host museums could then use to recruit in their city
and communities. All host museums were provided a link to an online form, written and
managed by the MOMSI study team, to share when recruiting participants. People interested in
being part of the study completed that form, which required them to consent to participate in
the study, select the host museum they wished to visit as a study participant, and enter their
name and contact information. The MOMSI team worked closely with each host museum
providing recruitment updates. Each museum received a list of participant names, but other
contact information was kept confidential and not shared with host museums. As the MOMSI
study was considered human-subjects research, Independent Review Board ethics approval was
obtained from an independent IRB service.

Each host museum managed recruitment efforts, with some using traditional means of
newsletters and social media and others using apps like Nextdoor or attending community
events. One museum recruited by reaching out to lapsed members, another invited
friends-of-friends (using the museum’s regular visitors to invite their friends to participate in the
study), and yet another worked with existing partners to recruit through their channels. Larger
museums, sometimes with international followers on social media, had to focus efforts locally,
using flyers at libraries, sending information home with students at Title 1 schools, and emailing
participants from museum program lists.

There was no single identified way for museums to recruit participants, nor did the study
want to set parameters on how or whom museums recruited to participate in the study. Some
museums attempted to reach first-time visitors, some were focused on racial or socio-economic
diversity. These choices were determined by the museums themselves, as the MOMSI team
recognized that museums are in different places, both geographically and in their diversity,
equity, and inclusion (DEI) initiatives. Therefore, what worked for one museum in this cohort
would not necessarily work for another.

Overall, museums recruited between 18 and 1,725 participants. The median number of
participants museums selected into the study was 125. The spread of prospective participants
recruited at museums is quite large. Of course, not all museums reached the 100 participant
threshold the study asked for. That was expected, and helped the MOMSI team understand
challenges museums might face when completing a study like this on their own. Seven (18%) of
host museums recruited fewer than 100 participants, and many of these museums were in
small, more rural communities.
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PARTICIPANT ENGAGEMENT

There are two elements to consider here: (1) participants visiting the museum up to
three times, and (2) participants receiving and completing the social impact survey. We'll turn
first to participant visits to the museum.

Participants were asked to visit their respective museum up to three times during the
study period (September 2021-August 2022). The study period was not consistent across all
host museums, mostly due to some museums requiring extra time for recruitment. Several
outdoor museums (i.e. zoos and gardens) were in the cohort, and opted to extend the study
period through the summer months for increased likelihood of participants visiting in more
favorable weather.

As indicated above, personal information of participants (specifically email address) was
not shared with host museums. Therefore, it fell to the MOMSI project manager to
communicate with study participants at each of the 38 museums. Working with museums on
language, especially pertaining to how participants would receive free admission (showing their
participant status at the gate, through a discount code for online tickets, etc.), the project
manager emailed participants first when they were selected as a participant, and then several
times throughout the study period with reminders and updates.

Sending reminder emails to participants was an effort to reduce attrition. Still, across all
38 host museums, the MOMSI sample experienced about 75% attrition between the time of
participants submitting the form to making their visits and finally completing the social impact
survey. This high attrition might be a result of either the emails landing in participant’s “junk”
inboxes or participants choosing not to visit the museum due to ongoing COVID-19 surges. In
some instances, participants expressed the latter. However, the reasons leading to high attrition
remain unknown.

As in the previous pilot studies, MOMSI asked participants to visit the same museum up
to three times during the study period. MOMSI was designed with three visits in mind for a few
reasons. First, we wanted to give participants an opportunity to visit the museum with different
guests. The participant might experience different parts of the museum depending on whom
they attended with. Second, we wanted participants to have multiple “touch points” with the
museum, not just a one-off visit. Finally, visiting numerous times allowed participants to
experience any changes in the museum. For instance, a new exhibit or even a different season
and weather. Host museums were responsible for tracking participants’ visits to their museum,
though the MOMSI team created various tracking systems and worked with each museum to
make this as streamlined as possible for the host museums.

The second element to consider regarding participant engagement is asking the
participants to complete the social impact survey. Like the recruitment form, the MOMSI team
created the survey and the project manager was responsible for distributing the social impact
survey to participants. A link to the online survey was sent in an initial email to participants,
who were then reminded numerous times to complete the survey.
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SociAL IMPACT SURVEY

The MOMSI museum social impact survey (see the Measurement of Museum Social
Impact Toolkit for the full survey) uses a retrospective pre-then-post test (RPT) design. Using
this approach requires only one administration of the survey, which for this study is after the
participant has visited the museum for the last time during the study period. In social science
research, the RPT is a popular way to assess learners’ self-reported changes in knowledge,
awareness, skills, confidence, and attitudes or behaviors (Klatt and Taylor-Powell, 2005).
Benefits of using RPT include:

e [t takes less time than asking participants to complete two surveys (a pre and a
post survey).

e |[tisless burdensome because participants only take one survey.

® It minimizes pretest sensitivity (sensitizing the participant to what to think about
during their visits).

e It avoids response shift bias (inaccurate pretest ratings because participants’
understanding of survey questions changes because of the visit).

Like any tool, limitations to RPT exist, including:

e RPT survey questions require a different way of thinking that most people are not
used to experiencing when taking a survey.

e Inaccuracies in memory when the recall period is long. In the case of this project,
participants are asked to recall up to nine months prior.

e Self-reporting in any kind of survey is vulnerable to bias.

Based on feedback from the study’s advisory committee, and supported by Falk (2022),
the MOMSI project manager emailed the social impact survey to participants approximately
two weeks after their third visit to the museum or at the end of the study period, whichever
came first. Because many participants only completed 1-2 visits, and we felt it was still
important to collect data from them, anyone who completed at least one visit to the museum
during the study period was emailed the survey. The survey asked participants to self-report the
number of times they visited the museum during the study.

The museum social impact survey was emailed to 2,562 participants, who were asked to
respond to 48 social impact indicator statements on a scale of 1-7, where 1= strongly disagree
and 7= strongly agree. With the RPT design, participants submitted responses for both before
and after their visit to the museum. These indicator statements each align with one of four
long-term outcomes: continued learning and engagement, increased health and well-being,
strengthened relationships, and valuing diverse communities. In addition to these social impact
indicators, participants responded to 12 content-specific questions and six open-ended
questions. Included at the end of the survey were demographic questions, including gender,
race/ethnicity, age, household income, and zip code.

Along with free admission, each MOMSI host museum identified an incentive to offer
study participants who completed the survey. This ranged from a membership to gift cards to
gift baskets, and some museums offered the incentives to every person who completed the
survey while others facilitated a drawing and announced one or more winners. Participants
were given the opportunity to opt-in for the incentive at the end of the social impact survey. At
this point in the study, the names and contact information of participants who opted in to
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receive the incentive were shared with the host museums. Host museums, then, dispersed the
incentives to their respective participants.

DATA ANALYSIS

Of the 2,562 participants who received the survey, 2,042 completed the survey (79%
return rate). However, some of those surveys were incomplete. The social impact indicator
statements and content-specific questions were analyzed using a Paired Sample t-test in
Microsoft Excel. Each host museum received a report of how many indicator statements in each
long-term outcome showed a statistically significant (p-value = <0.05) positive change. Indicator
statements that were negatively worded were reversed for analysis.

The MOMSI team analyzed three of the six open-ended questions. These open-ended
guestions were more closely tied to measuring social impact and we agreed could draw trends
shared nationally, while the other questions were more host museum-specific and tied directly
to experiences at that one museum (i.e., visitor satisfaction). The three questions out team
analyzed were:

1. How does this museum benefit your community?

2. How did participating in this study change your perspective of museums/cultural

sites?

3. In what ways, if any, did [museum] change the way you interact with others?
Thematic analysis was used for each question. A team of three first reviewed responses from a
sample of the data. This sample included 20% of each host museum’s responses, to alleviate
biasing the sample with museums who had larger study samples. After identifying codes, the
team met to review the codes and come to a consensus on and define themes emerging for
each question. During this process, the team established a codebook. Another 20% sample was
drawn to test the codebook. Inter-rater reliability was tested using Fleiss’ Kappa and results
showed there was strong agreement between raters (U= .767, u=.745, and 1= .806,
respectively for the questions above).

Each host museum received access to their data, with participant information removed,
for further analysis.

REsuLTts

SURVEY VALIDATION

To meet the first goal of MOMSI, using the data from the national study, we performed
psychometric analysis using two different tests for internal consistency reliability, or how closely
related a set of items are as a group. Cronbach's Alpha is one measure of this internal
consistency. Gutman Split Half looks at half of the data at a time, and assumes that the two
halves of the test should yield similar true scores and error variances. For both statistics,
acceptable values range from 0.7 to 0.9. Table 1 shows the Chronbach’s alpha and Gutman
split-half statistics for each long-term outcome for both the pre (before visiting the museum)
and post (after visiting the museum) scores.
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Table 1. Chronbach’s alpha and Gutman split-half statistic for each long-term outcome.
Survey Segment Statistic
Continued Learning & Engagement
Cronbach’s Alpha Before / After, .859 /.826
Gutman Split-Half Before/After; .793 /.783
Health and Well-Being
Cronbach’s Alpha Before / After, .845/.825
Gutman Split-Half Before/After] .734 /.691
Valuing Diverse Communities
Cronbach’s Alpha Before / After, .911/.903
Gutman Split-Half Before/After] .849 /.850
Strengthened Relationships
Cronbach’s Alpha Before / After, .870/.858
Gutman Split-Half Before/After] .862 /.847

QUANTITATIVE FINDINGS

In the aggregate, all social impact indicator statements show a statistically significant
positive change (Figure 1) after visiting a museum. The large sample size likely influences these
results, in the sense that with more data it is easier for the test to find significance.

Figure 1. Charts show all indicator statements have a positive change after visiting a museum.

Health & Well-Being Continued Learning &
Engagement

16 of 16 10 of 10

indicators indicators

Valuing Diverse Strengthened
Communities Relationships

10 of 10 12 of 12

indicators indicators
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At the time this report is published, the team is completing statistical analysis to
determine if there is a difference in social impact based on participants completing one versus
three visits; regional differences; and content-area differences (i.e., art museums, zoos and
aquariums, public gardens, science museums, history museums, etc.). These additional results,
with lower sample sizes, will help us make meaning out of the social impact museums have on
individuals in ways this aggregate data cannot.

QuaurTative FINDINGS

As mentioned above, the MOMSI team analyzed the aggregate responses for three
open-ended questions. Table 2 shows results for the question “How does this museum benefit
your community?” During thematic analysis, the team used an inductive approach; however, it
became evident in analyzing responses to this question that the four long-term outcomes of the
social impact survey were the themes that emerged.

Table 2. The number of responses coded for each theme in response to the question “How does
this museum benefit your community?”

Number of

Theme Responses (n=1651)
Continued Learning and Engagement 1110
Other 435
Valuing Diverse Communities 331
Strengthened Relationships 300
Increased Health and Well-being 206
Not Applicable 79

It is not surprising that Continued Learning and Engagement had the most responses —
this is by nature what museums do, and is often written into their mission statement. Here,
participants mentioned specific things they learned through their visits or exhibits they
experienced. Responses often reflect this participant’s response, “This museum provides
important history and context of the black population in the area. All cultures should be familiar
with this information.”

Over 400 responses were coded into the Other theme. As team members started
analyzing individual host museum data, certain themes emerged that were specific to that
museum — or a small handful of museums in the cohort — that felt important to capture but
could not be accurately captured in the aggregate in a way different than grouping them into an
Other category. Included in these are: free admission, economics and/or bringing tourism,
preserving history (i.e., building or what the area used to be), and offering a safe space. As
evident from these examples, subcodes of Other changed depending on the museum.

Participants also mentioned elements of Valuing Diverse Communities:

“It is so important to understand the stories of yesterday that impact us today.
The stories being shared at the museum are a gift to the community and a space
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of togetherness where we can not only acknowledge our unique differences, but
the things that we share in common as well.”

Strengthened Relationships were responses that included bringing the community together, or
the museum being a community gathering space, as well as strengthening relationships
between parents and children, family groups, or friends.

“It provides a place for the community to gather, hold it's history, and work
together to overcome challenges.”

Increased Health and Well-being was evident across museum types, but particularly in those
that provided outdoor spaces (i.e., gardens, zoos, or art museums with nature trails). This
theme showed up in the data through responses that mentioned both physical and mental
health, and the museum providing a space to relax or reflect on life. For instance,

“A fantastic place to go and relax, walk the grounds, and trails.”
“Gives children an escape.”
“It's a wonderful sanctuary from the pressures of every day life.”

Table 3 shows results from analysis of the question “How did participating in this study
change your perspective of museums/cultural sites?” Again, the concept of learning emerges in
the theme Places of Learning. As one participant said,

“Museums are so much more than just an outing with the family. It connects you
to new experiences, people and things that we do not see in our daily lives. This
is crucial for connecting the community with each other and understanding a
different perspective.”

Another theme that emerged from analyzing this question was Appreciation. This
showed up in two ways: Internal and External. Responses were coded for the former when they
mentioned staff and the work that goes into making the museum what it is. For instance, “It
gave me a better understanding of the passion it takes to make a museum run and function”
and “I see how hard the staff works to create fun and engaging events that really fit well with
the home and history.”

Participating in this study also Reaffirmed Existing Feelings — they already liked museums
and this study reaffirmed those feelings. In some cases, participants commented on reaffirmed
feelings with the absence of visiting museums due to the COVID-19 pandemic. In essence, they
had been waiting to visit museums again and this study helped set them on the path. In other
cases, participating in the MOMSI study Increased Interest in visiting museums. For instance,
“Visiting more frequently than normal made me want to continue visiting frequently and to
seek out other cultural sites.”
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Table 3. The number of responses coded for each theme in response to the question “How did
participating in this study change your perspective of museums/cultural sites?”

Number of
Theme Responses (n=1613)
Places of Learning 407
Appreciation-Internal 321
Reaffirmed Existing Feelings 294
Increased Interest 238
Appreciation-External 234
Did Not Change 187
Not Applicable 121
Museums as Spaces for Children/Youth 101
Health and Well-Being 67
Negative 27

Table 4 shows results from analysis of the question “In what ways, if any,
did [museum] change the way you interact with others?” As the table shows, the highest
number of responses was Did Not Change.

Table 4. The number of responses coded for each theme in response to the question “In what
ways, if any, did [museum] change the way you interact with others?”

Number of
Responses (n=1545)
Did Not Change 389
Shared Experience 367
Conversation Catalyst 272
Social-Emotional Experience 261
Not Applicable 245
New Connections with Others 108
Centering/Restorative 96
Negative 13

However, other common themes included Shared Experience, where participants
explained how they shared the museum experience with others. In some cases participants
mentioned who they visited with, and in other cases they mentioned interactions in the
museum, either within their own group or with other visitors. For example,

“The [museum] allows children to play and create art in a safe and comfortable
environment. This allowed my nephew to interact with other children his age
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while visiting different art stations inspired by different art styles and nature.”

“It allowed us to get out and spend time together that we would otherwise not do.”

Participants also mentioned that visiting the museum was a Conversation Catalyst,
providing them new and interesting things to talk about when interacting with others, both
during and after their museum visits. Participants also commented on Social-emotional

Experiences, including

“We all come from different backgrounds. But seeing kids all play together after
just meeting each other, it's a great example of how we should all be.”

“It helped me to unwind and relax and with a relaxed mindset it indirectly helped
me to calmly react to situations which | would've been a little passive aggressive.”

PArTICIPANT DEMOGRAPHICS

As part of the social impact survey, participants were given the option to report
demographic information, and we collected demographics from 1,709 participants. Of those
who completed the survey, 75% were not members at the museum they visited. Eighty-three
percent (83%) identified as female, 15% identified as male, 0.6% identified as another category,
and 1% preferred not to respond. Thirty-one percent (31%) of those who completed the survey
were between the ages of 35-44. Ages are shown in Figure 2 below.

Figure 2. Age distribution of participants who completed the social impact survey.

25-34 ® 45-54 @ 35-44 @ 55-64 ® 18-24
65-74 @ 75 orolder

The survey also captured race/ethnicity (Figure 3), which shows the majority (70%)
identified as White or Caucasian. Finally, household income was reported by participants who
completed the survey. Household incomes were reported below $10,000 to $150,000 or higher
(Figure 4), with just over about half (53%) reporting a household income of at or under $89,999.
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Figure 3. Race/Ethnicity of participants who completed the social impact survey.

@ White or Caucasian @ Asian @ Hispanic or Latino More than one race
Black or African American @ Prefer notto say @ American Indian or Alaskan Native

Figure 4. Household income of participants who completed the social impact survey.

Below $29,999 @ $30,000-$59,999 @@ $60,000-$89,999 @ $90,000-$119,999
$120,000-5149,999 @ $150,000 or higher

CONCLUSIONS

Working with 38 museums across the United States, MOMSI was able to not only
validate a social impact survey but also generate data about the social impact museums have on
individuals. Results show that museums have a positive impact on visitors’ learning and
engagement, health and well-being, relationships, and valuing diverse communities. All
indicator statements in these four long-term outcomes showed statistically significant positive
change.

MOMSI participants were also able to articulate the benefit the museum has to the
community, how their perspectives about museums/cultural sites changed as a result of
participating in this national study, and how their interactions with others changed as a result of
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the study. Overwhelmingly, participants identified that museums support learning. This is
through specific exhibits or programs. Alongside that learning, are the interactions participants
had with others, either within their own group, with museum staff or volunteers, or with other
visitors. These shared experiences are not only a benefit of museums but also factor into the
social impact museums have on individuals and communities through strengthened
relationships.

Museums play an important role in providing spaces for individuals to relax, reflect, and
exercise — supporting mental and physical health. Those experiences would not be possible
without the dedicated staff in museums, an appreciation which was specifically called out by
MOMSI participants.

Results from this national research study on museum social impact indicates that
museums do have a social impact on visitors. Of course, data for each of the 38 host museums
shows more nuance than the large sample and aggregate data represented here.

Along with measuring social impact, MOMSI evaluated the experience of staff from the
host museums navigating this research study. Participating in a national study increased
capacity for staff to engage in audience research and evaluation while supporting efforts to
collect rigorous data. While each host museum faced unique challenges, they felt supported by
the project team and fellow cohort museums. Host museums also have plans to act on the
social impact results for their individual organizations, with some beginning to share results
internally and externally to community members. Plans to use the social impact data for
strategic and interpretive planning, DEI efforts, and more are already in the works.

The successes and challenges identified by both the MOMSI team and the host
museums are captured in the Measurement of Museum Social Impact Toolkit. This toolkit, a
direct result of the funding and the study, guides museums on how to measure social impact,
and includes tips, resources, and the validated social impact survey.

As this work continues to progress, we look forward to seeing how — with social impact
data — museums can improve their practices and leverage funding to continue this kind of
socially strengthening work.

LimiTATIONS

Every study has its limitations. We recognize MOMSI, and the social impact survey, is not
perfect. This is our attempt at a shared definition and practice for museums to measure social
impact, something long talked about but never achieved at this scale. During the national study,
the phrasing of one long-term outcome, Valuing Diverse Communities, was changed (previously
Intercultural Competence). We continue to reflect on the language we use in the field and in
audience research; therefore, it is worth noting that some indicator statements may or may not
resonate with certain audiences. Additionally, indicator statements were not rooted in prior
vetted instruments, but rather articulated through an iterative process of literature familiarity,
expert consultation, host museum review, and psychometric analysis. We encourage the
museum field to take what has been created here and challenge it, continue to improve upon
the work, and ultimately make an even better instrument.

There are some limitations to how this study was managed, one of those being tracking
participants. This required, especially at museums with free admission, participants to indicate
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they were part of the study, and for staff to know and use the tracking system in place. There
was a lot of room for error in this phase of the study, which might have caused us to overlook
participants who were engaging but we did not have an indication that they were.

Having the MOMSI project manager communicate with participants was another
limitation. This decision was made based on the Institutional Review Board (IRB); however,
participants might have responded differently if the emails about the study, completing visits,
and completing the social impact survey were coming from a museum-based email address as
opposed to a project email address.

At the time of this report, we are still working on analyzing segmented data. As those
results are discovered and shared, the conclusions we draw here might change based on the
number of visits, content-focus area, and region.

IMPLICATIONS

The MOMSI research study reached its three goals. Not only did we give a glimpse of
what museum social impact looks like on a national level, we validated a museum social impact
survey, and published a social impact toolkit. The latter two pieces are critical in advancing the
museum field’s work in this area. We hope that museum staff feel inspired and use the social
impact toolkit after reading this report and seeing the possibilities.
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SPANISH TRANSLATIONS

Prospective Participant Recruitment Form
Asistira al museo con un amigo o familiar en 3 ocasiones diferentes. Luego, completarad una encuesta
de 30 minutos para compartir cdmo sus experiencias en el museo afectaron varios resultados. Si no tiene acce-
so a Internet, el museo local que visite puede proporcionarle una computadora y un espacio para que llene la
encuesta o le recomendara opciones de acceso.

La Museos puede utilizar citas u otras respuestas del estudio de impacto en el informe final y en
posibles publicaciones. Toda la informacién personal se mantendré confidencial.

Su participacion en el estudio es completamente voluntaria. Puede retirarse en cualquier momento o
negarse a participar por completo. No habra penalizacion si se toman tales acciones, excepto que perderéa su
oportunidad de asistir al museo de forma gratuita.

No recibird ninguna compensacién monetaria como parte de su participacion en este estudio. Sin em-
bargo, usted y un invitado tendrdn entrada gratuita al museo al que elija asistir. Ademas, tendra la opcién de
participar en un sorteo si completa la encuesta sobre su experiencia al final del estudio.

Tengo 18 afos de edad o més: Si/No

He leido y acepto el consentimiento anterior y deseo participar en el estudio de impacto social que esté
llevando a cabo la Museo.  Si/No

« Enunafio normal, jcon qué frecuencia visita
« Nunca he ido a este museo
« He asistido a este museo 1-2 veces en un ano regular

« Asisto a este museo con regularidad (més de 3 veces al afio)
« ¢Eres miembro de [ ]? Si/No

Informacién personal: la siguiente informacion solo se utilizaré para el propésito de este estudio. No compar-
tiremos ni distribuiremos la siguiente informacion.

« Nombrey apellido
o Direccién de correo electrénico
« Ciudad, estado, codigo postal

>=SOCIAL

:IMPACT
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Cual es su género?
« Masculino
« Femenino
« Otra categoria (especifique)
« Prefiero no decirlo

¢Con qué grupo(s) racial(es) o étnico(s) se identifica? (Seleccione todas las opciones que correspondan).
« Indio americano o nativo de Alaska
o Asidtico
« Afrodescendiente o afroamericano
« Hispano o latino
« Nativo de Hawaéi o de las islas del Pacifico
e Blanco o caucésico
+ Otra categoria (especifique)
e Prefiero no decirlo

¢Cuantos anos tiene?

. 18-24
. 25-34
. 35-44
« 45-54
« 55-64
« 6574

o 75 anos o maéas

¢Cual es su ingreso familiar anual?

o Prefiero no decirlo

«  Menos de USD 10.000

« $10,000-$19,999
$20,000-$29,999
$30,000-$39,999
$40,000-$49,999
$50,000-$59,999
$60,000-$69,999
$70,000-$79,999
$80,000-$89,999
$90,000-$99,999
$100,000-$109,999
$110,000-$119,999
$120,000-$129,999
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. $130,000-$139,999
. $140,000-$149,999
« USD 150.000 o mas

Recruitment Language
Draft Newsletter Language

[ ] para evaluar el impacto social que los museos tienen en sus comunidades, y estamos buscando perso-
nas para participar en el estudio.

Los participantes recibiran entrada gratuita para ellos y un invitado para visitar [ ] tres veces entre [
].Después de su visita final, se le pedird que complete una encuesta en linea de 30 minutos sobre su
experiencia.

Hay un nimero limitado de oportunidades para participar en este estudio, y los participantes serén se-
leccionados por orden de llegada. Aquellos que completen la encuesta participaran en un sorteo para un
premio fenomenal.

Tanto los visitantes por primera vez como los visitantes habituales son bienvenidos a participar. Com-
parta esta oportunidad con amigos y familiares que puedan estar interesados en visitar [ ] y participar en
este estudio.

Envie una solicitud a [ ].

Draft Flyer Language

Estamos medir el impacto de nuestra organizacion en la comunidad circundante. Si esté interesado en
participar, visite [ ] para postularse.

Draft Social Media Language

Nuestra organizacion busca medir el impacto que nuestro trabajo tiene en nuestra comunidad, y estamos
buscando participantes que visiten nuestro museo y nos cuenten sobre su experiencia.

Para obtener informacién y presentar la solicitud, visite [ ].
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Draft Social Media Language 2
[ ] estd buscando participantes para ayudar en un estudio de impacto social.

Solicite participar
Visite el museo 3 veces
Llene una encuesta

Notifying Participants
For those you are accepting

iFelicitaciones! Usted ha sido seleccionado para participar en el estudio de Impacto Social de enel
[museo]. Gracias por aceptar ser parte de este estudio, que nos contard mas sobre el valor que este mu-
seo aporta a su vida.

Como parte de este estudio, se le pedira que visite el museo un total de tres veces y realice una encuesta
al finalizar sus visitas. Le recomendamos que traiga un invitado al museo, a quien también se le otorgara
entrada gratuita.

[ADD ANY ADDITIONAL INCENTIVE LANGUAGE]

Cuando llegue al museo para cada una de sus visitas, [EXPLAIN CHECK IN PROCESS].

Options:

« Ensu primera visita, traiga este correo electronico (impreso o en su teléfono) al personal de recep-
cidny le darén una tarjeta que lo identifica como participante del estudio. Usted sera responsable de
mantener esta tarjeta durante toda la duracion del estudio.

« Cuando llegue al museo para cada una de sus visitas, busque el grafico copiado a continuacién. Esca-
nee el cddigo QR con su teléfono inteligente o tableta y complete el formulario escribiendo su nom-
bre. No olvide presionar “Enviar”. Esto lo registra para una de sus tres visitas requeridas. jAsegulrese
de seguir este paso para cada visita!

« Antes de visitar el museo, reserve un boleto en linea en [enlace]. Al reservar su boleto, use [ABC123]
en el cddigo promocional en la esquina superior izquierda al momento de pagar, después de haber
seleccionado una fecha. Sabra que el cédigo se ha canjeado correctamente cuando el saldo indique
cero ddlares. Si no acepta su cddigo promocional, envieme un correo electrénico.
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Tenga en cuenta que el museo puede recopilar su direccidon de correo electrénico durante este proceso.
Al proceder, usted acepta que tengan acceso a esa informacion.

Siga las instrucciones del museo para registrar su entrada con su boleto electrénico. En su primera visita,
notifique al personal de recepcidon sobre su participacion en este proyecto y le dardn una tarjeta que lo
identifica como participante del estudio. Usted sera responsable de mantener esta tarjeta durante toda

la duracién del estudio.

Si tiene alguna pregunta o inquietud, ahora o durante el estudio, comuniquese con [STAFF and CON-

TACT INFORMATION].
iGracias de nuevo por participar! Agradecemos su tiempo y sus comentarios.
Reminder Email Language

iNo olvide terminar sus tres visitas al [museo]! Recuerde que usted y 1invitado (2/3/4 invitados) ob-
tienen entrada gratuita para visitar este museo desde ahora hasta [ ].

iTermine sus visitas y la encuesta de impacto social para tener la oportunidad de obtener un gran pre-
mio/membresia del museo/tarjeta de regalo!

¢ Esté cansado de estar sentado en casa? ;Busca una actividad divertida para el fin de semana? jNo olvide
visitar el [museo] como parte de su participacidn en el proyecto Impacto Social de los Museos!

iSe acaba el tiempo! Termine sus visitas al [museo] para tener la oportunidad de proporcionar comentari-
os sobre el impacto que el museo tiene en su vida, su familia y su comunidad.

Social Impact Survey
iGracias por tomarse el tiempo de participar en este estudio de investigacion!

Esta encuesta durard aproximadamente de 20 a 30 minutos y haré preguntas directamente relacionadas
con su experiencia antes y después de visitar [ ].

Si en cualquier momento tiene alguna pregunta, no dude en ponerse en contacto con [staff name and
email].
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. Cuéntas veces visitd [ ] dentro [ ] [ ]?

o Ovisitas
o 1visita

o 2visitas
o Juvisitas

e 4 0 mas visitas

Para ayudar a los organizadores de este estudio a entender mejor su experiencia, lea cada declaracion a
continuacién y proporcione una respuesta para cada seccion.

En la seccidn titulada “Antes de asistir al [ ], marque el circulo que mejor describa su nivel de acuerdo
antes de asistiral [ ].

En la seccidn titulada “Después de asistir al [ ]”, marque el circulo que mejor describa su nivel de acuerdo
después de asistiral [ ].

[FOR SURVEY PREP: Antes de asistir al [.] Muy en desacuerdo, Neutral, Totalmente de acuerdo]
[FOR SURVEY PREP: Continued Learning & Engagement]
Me pregunto cémo funcionan las cosas.
Experimento para crear nuevas formas de hacer las cosas.
Puedo ver como la exploracion lleva al aprendizaje.
Regularmente hago preguntas que invitan a la reflexion para llegar a la raiz del problema.
Hago preguntas reflexivas de “qué pasaria si” que provocan la exploracién de nuevas posibilidades.
Mi mente participa activamente en nuevas ideas.
Desafio la forma en que se hacen las cosas actualmente.
Visito regularmente museos locales (también podria incluir zooldgicos, jardines y acuarios).
Incorporo informacién aprendida recientemente en mi vida diaria.
Aprecio el valor de los museos (también podria incluir zooldgicos, jardines y acuarios).

[FOR SURVEY PREP: Increased Health and Well-Being]
Manejo mis emociones de manera efectiva.
Soy capaz de recuperarme de la adversidad.
Regularmente soy voluntario en mi comunidad.
Estoy abierto a nuevas ideas.
Estoy satisfecho con mi vida.
A menudo considero los aspectos positivos de mi vida.
Confio en mi capacidad para generar ideas creativas.
Siento que mi vida esta bajo control.
Me motiva mantener mi salud fisica.
Me tomo el tiempo para relajarme.
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A menudo siento el estrés de la vida.

Tengo dificultades para concentrarme.

A menudo me comparo con los demas.

Me pongo a la defensiva cuando otros intentan hacerme algin comentario.
A menudo critico a los demaés.

Tengo confianza para aportar mi opinién en una conversacion.

[FOR SURVEY PREP: Valuing Diverse Community]
Aprendo cosas nuevas de personas que son diferentes a mi.
Puedo ver las cosas desde el punto de vista de los demas.
Me preocupa el bienestar de los demaés.
Cuando interactio con los demas, reconozco sus creencias profundamente arraigadas.
Mis valores se basan en el bienestar colectivo y no en mis propios beneficios.
Estoy abierto a miltiples perspectivas.
Entiendo cémo las culturas son similares y diferentes.
Me puedo adaptar cuando trabajo con otras personas de diferentes origenes culturales.
Soy consciente de los desafios que enfrentan otras personas con antecedentes diferentes a los mios.
Me gusta conocer gente que es diferente a mi.

[FOR SURVEY PREP: Strengthened Relationships]
Construyo relaciones sélidas y de apoyo con una variedad de personas.
Mantengo mis compromisos con los demas.
Me propongo pasar tiempo con mis amigos y/o familiares.
A menudo mantengo conversaciones significativas con mis amigos y/o familiares.
Ayudo a mis amigos y/o familiares a explorar sus esperanzas y suefios.
Soy consciente de los desafios que enfrentan mis amigos y/o familiares.
Recurro a mis amigos y/o familiares cuando me enfrento a desafios.
Aprendo cosas nuevas de mis amigos y/o familiares.
Reconozco la importancia de mis amigos y/o familiares en mi vida.
Me emociona cuando algo bueno le pasa a un amigo y/o familiar.
Me molesto con los amigos y/o familiares cuando cometen errores.
Me resulta facil desarrollar relaciones sociales.

[FOR SURVEY PREP: Content-specific Questions]
Tengo conversaciones con otras personas sobre arte.
Me motiva aprender sobre arte.
Aprecio el arte.
Tengo conversaciones con otras personas acerca de historia.
Me motiva aprender sobre historia.
Aprecio la historia.
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Tengo conversaciones con otras personas sobre la ciencia y el mundo natural.
Me motiva aprender sobre la ciencia y el mundo natural.

Aprecio la ciencia y el mundo natural.

Tengo conversaciones con otras personas acerca de la conservacion.

Me motiva aprender sobre la conservacion.

Aprecio la conservacion.

[FOR SURVEY PREP: Open-ended Questions]
iQué le sorprendid de sus visitas?
. Como beneficia este museo a su comunidad?
¢De qué manera la participacién en este estudio cambid su perspectiva de los museos/sitios culturales?
¢Qué, si acaso hubo algo, no le gustd de su experienciaen [ ]?
.De qué maneras, si las hubo, [ ] cambid la forma en que interactda con los demés?
¢Hay algo més que le gustaria compartir?

.Fue miembro de [ ] el afo anterior a su participacién en este proyecto? Si/No
[FOR SURVEY PREP: Enter demographics]
¢Le gustaria que su nombre participara para recibir un premio del museo que ha visitado? Si/No

Escriba su informacidn de contacto. Su informacidn de contacto insertada aqui solo se utilizara para pon-
erse en contacto con usted en relacion con el premio.

Nombre

Correo electrénico

Teléfono

Survey Email Language

Ahora que ha completado sus visitas, le pedimos que realice esta encuesta sobre el impacto que el mu-
seo ha tenido en usted y en su vida. La encuesta tomara aproximadamente 30 minutos y sus comentarios
son muy valiosos para nosotros y para el museo que visito.

Haga clic aqui para realizar la encuesta.

Para obtener la mejor experiencia, recomendamos realizar la encuesta en una computadora, computa-
dora portétil o tableta. Si necesita acceso a una computadora o tableta para realizar la encuesta, hdgame-
lo saber y podemos coordinar la asistencia.
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Al final de la encuesta, se le dard la oportunidad de optar por recibir un incentivo (una membresia/tarjeta

de regalo/paquete) del museo.
Gracias por su tiempo y comentarios,
Survey Reminder Email Language

iNo olvide completar la encuesta de impacto social! Gracias por visitar el [museo] y ayudarnos a com-
prender mejor el impacto que tiene en usted y su vida. El paso final es que realice una encuesta de 30

minutos, que encontrara aqui.

Haga clic aqui para tomar la encuesta de 30 minutos sobre el impacto que las visitas al [museo] tuvieron

en usted y su vida.
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Simplified Chinese Translations
Prospective Participant Recruitment Form

Our goal is to evaluate your museum experience 153 H AR & M EL R SMIED B FES (K%, T iFE
after multiple visits and see if there is a positive  #7/1E & 5 KIF AU A 1E2 50,

social impact as a result.

You will attend the museum with a friend or 52K S MEDIE =K,

family member 3 different times.

You will then complete a 30-minute survey to IRIESERR 30 HERIAE, HEENEDIESKR,

share how your experiences at the museum KR AR AELS

impacted various outcomes.

If you do not have internet access, the local MRETE BN, ESAY Y Y IE rTRE e it — 51t
museum you visit may be able to provide a B, HEESNEIRRE, el geat s

computer and a space for you to take the survey BZINEIRFE,
or recommend options for access.

The [Museum] may use quotes or other (WIE] IRESERAIREFI AT RERY R H 51 H R0
responses from the impact study in the final AR 51 b B Hofth [ B2,

report and in potential publications.
Any personal information will be kept confidential {17 > A {5 EFZHLEAS BEXFE, 1EIMZE 2 EA76E,
and stored on state protected networks.

Your participation in the study is completely EBSIMAEE 2T B,

voluntary.

You may withdraw at any time or refuse to RER AT LR &R, e 2SS NEAEE
participate entirely. .,

There will be no penalty if such actions are taken iRk fTH RSP A LA T A F, (AR A GER TR A

except that you will forfeit your opportunity to 123,

attend the museum for free.

As part of your participation in this study, you will Z I E&E IS 3h % A5 (T 255 R,

not receive any monetary compensation.

However, you and a guest will be given free A, EFEETT AR A LA RS MIEE RS MY IE,
admission to the museum you choose to attend.

Additionally, you will have the option of entering % %t, TEREIGBNE KA, EURZEw TRERIEBRE,
yourself into an opportunity drawing if you M mr LS B RIS,

complete the end-of-experience survey at the

conclusion of the study.

| am 18 years of age or older. Fe4EH 18 FH UL L,

Yes/No =/

In a normal year, how often do you visit EFEWT, 8Z A E—R[MUSEUM] ?
[MUSEUM]?

| have never attended this museum TR LT X Z I E

| have attended this museum 1-2 times in a Fom s —FEXFEWIE 1-2 K’

regular year

>SOCIAL

IMPACT
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| attend this museum regularly (3+ times a year)

Are you a member of [MUSEUM]?
Yes/No

Personal Information - The following information
will only be used for the purpose of this study.

We will not share or distribute any of the
following information.

First and last name

Email address

City, State, Zip

HEHEXZHEWE (—4F 3 W)

2 IMUSEWM] & R 1 2

e/

MNNEE - BURE BARIEBEIE 3 P,

AV Ry 5 4y R UL FAEAMIME B

WEA

B8, - BB /- i ik
i, N, BBYm

Demographic Questions

What is your gender?

Male

Female

Another category — please specify
Prefer not to say

With which racial or ethnic group(s) do you
identify?

(Select all that apply.)

American Indian or Alaskan Native
Asian

Black or African American
Hispanic or Latino

Native Hawaiian or Pacific Islander
White or Caucasian

Another category — please specify
Prefer not to say

What is your age?

75 or older

What is your annual household income?
| prefer not to say

Below $10,000

$150,000 or higher

EHOPER A2 2
P

oy

HoAh, - B WA
IR IR SRS e 4 2

(EEAEHDL )
FIEE 22 N s B R7 B n 3
I&

BANFIEREEA

P HE 7 5loh 57

B3 7wl A A & W A R
HA

HAl - F iR

Tﬁ*@

BERFL 2

75 %LU E

B FREF NN EZ D 2
R iE

10,000 LU T

150,000 LA E
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Recruitment Language

Draft Newsletter Language

The [MUSEUM] seeks to evaluate the social impact we [1E¥I1E] B AT RAtt & E2M, FA
have on our communities, and we are seeking EESHETASEXTME,

individuals to participate in the study.

Participants will receive free admission for themselves EZISINESUH 0B’ 112E, 7£ 2021 4E 8 A =
and one guest to visit [MUSEUM] three times between 2022 4 5 H [8] A] LI EE 5. — (7 fE1T A B S
August 2021 through May 2022. [MUSEUM] =X,

After your final visit, you will be required to complete a /5 — kR ESME 5, EEHEH CHISIIERK 52
30 minute online survey regarding your experience. A% 30 R ELR RIRA T,

There are a limited number of opportunities to WEIEHSMAKAR, okt

participate in this study, and participants will be

selected on a first-come-first-served basis.

Those who complete the survey will be entered into a {EZI S INE EkRIBRRERE, B LS hE,

drawing for a phenomenal prize. YA,

Both first-time visitors and regular visitors are welcome R~ EHRSMIEWIE, EELRHSMWE, HR
to participate. HEIMPEES,

Please share this opportunity with friends and family  F# &5 FE LA, AR EE S M [MUSEUM]

who might be interested in visiting [MUSEUM] and HEINAEES,
participate in this study.
Submit an application at [URL]. 518 [URL] i3 A2 H1iF,

Draft Flyer Language

We are participating in a national museum social FAT1IE/ES I — T2 EMEIED B2 2B EE B
impact study to measure our organization’s S A ST 2R S LA LA X A X B,

impact on the surrounding community.

If you are interested in participating, please visit 41 EEESINEEES), 15 [URL]

[URL]
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Draft Social Media Language

[MUSEUM] is participating in a national [MUSEUM]IEAE S0 — T 2 [E 14 i R 4B 112 52 i i
museum social impact study and we need your Z{LH, 7 LIEREBFAT 217 !
help!

Our organization is looking to measure the BMNALZIENEHRANTS TAERN XS, B EiiEER
impact our work has on our community, and we ZEB) 2 INE S MEMIE, KRG RBA S AT S
are looking for participants to visit our museum (K46

and tell us about their experience.

For information and to apply, visit [URL] B EAE B L HESINEEES, B [URL

Draft Social Media Language 2

[MUSEUM] is currently looking for participants [MUSEUM] B BRI IEAEREIESI S INE, FHLETR 4%
to help in a national museum social impact E MBS A ERES,

study.

Apply to participate HigE &N

Visit the museum 3 times ZMIEIE =K
Take a survey SR EAE

Notifying Participants

Thank you for agreeing to be part of this study, AR SINAYGRY, S FEER, Al
which will tell us more about the value this museum 4= 5 3 —#4 T fi#iX F [ 1B 44 IR A TE & SR
brings to your life. =N

As a part of this study, you will be required to visit fEREIEBIT, FAIFREELXFHEWIE L =k
the museum a total of three times and take a survey | 7 5 H 52— B RIFE,

upon the completion of your visits.

We encourage you to bring a guest to the museum  FAT TS Eh T NS MIX FHW1E, REIT AN R a]

who will also be granted free admission. k&S IR
At this museum, you are welcome to bring 2/3/4/5 /& wJLLHs 2/3/4/5 NS MIXFHEWAE, FEIT AR
guests who will also receive free admission. WAL,

When you arrive at the museum for each of your R EXFHEMIENIRHE, BFEHRTERS AR

visits, please stop by the front desk to let them know /#4455l 15 H B2 S NE&ETES,

that you are there as a part of this study.

Upon your first visit, bring this email (printed or on &R E|HREE, FAHTiE RS A R HR&X & BB

your phone) to the front desk staff and they will give {4 (RJLAFTEIH S, WBILLHRTFEAL , IREA

you a card that identifies you as a study participant. B 48— sk AR, WG RIRAEIESI SN
#,

You will be responsible for holding on to this card &5 TRAE A ETE B0 W8] 2 E (& H AR,

throughout the duration of the study.
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When you arrive at the museum for each of your
visits, look near [LOCATION/GATE] for the graphic
copied below.

Scan the QR code with your smartphone or tablet
and complete the form by typing your name.
Don’t forget to hit “Submit.”

This checks you in for one of your three required
visits.

Be sure to follow this step for each visit!

Before you visit the museum, please reserve a ticket

online at [URL].
When reserving your ticket, use the code [ABC123]
for your and your guest’s free admission.

R EXZ BN E, B
[LOCATION/GATE] MfiTroB fr, an FATR,

B AR LA B IR — 418, WAL
A HHLF2RHE

A B RIE A TR,

FER R NFORIBEAR LR %k, BILFEHZER|
R,

FER BTSSR iR B

EHEIERT, EEE [URL] fELIT 22,

93

[1]

1T 228, 1Bf 0 [ABC123] fUBE 9 (EFn kAT A\ &
FBRIRTFITEE,

Please note that the museum may collect your email LS, il ZE3FT, [HYIESIE B+

address during this process.

BB o Mt -

By proceeding, you consent to them having access to #1545 1T 22, & =14 [F] E T B W 4L 1 &g,

that information.

Follow the museum’s instructions for checking in
with your e-ticket.

Upon your first visit, notify the front desk staff of
your participation in this project and they will give
you a card that identifies you as a study participant.
You will be responsible for holding on to this card
throughout the duration of the study.

The card expires August 31st, 2022, so please plan
your visits accordingly.

TR HIHELE B,

ATV ERT, BT B AT BB T
B8 B B TR,

HREE, WEEFETE RS ARG H I3
ZNE, REANRZGEE—KEAF, HUIGEE
BWEEF SN,

TR EIE B IR % R E AR,

HONFARAZE 2022 428 H 31 H, BEHIIELHE
LIMEY B 02,

If you have any questions or concerns, now or during 41 5/ E 5 5 16 B &S 30 W1 8) A (0] B¢ () 5 7]

the study, please reach out to
Thank you again for participating!
We appreciate your time and your feedback.

Eﬁ’
B &SN E |

R RD = R e RIS IR E TG 3 R R
W,
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Reminder Email Language

FERNEMEHSEZIUET B -2, FETIESU=R [museum] ! {FiclE, ENEEE

2022 %5 A/8 A,

TR LEEANQB/AMEN AIRFRSUIXRIEYIE.

EREHNSANHSEZMBEE, RANSREFENRZ/BYESARR/ALER!

RETLERPRAEE ? EESHAEBMARES ? N ESEEYIEL

B—E&8%, FESIES M [museum] !

A=Y=

NEFREZT ! SH [museum], MEANSHIBYIEREHERE. REFLRAZEREHRR

88

Social Impact Survey

Your responses to this survey will help us better

understand the social impact museums, gardens, zoos,

and other cultural organizations have on the
communities they serve.

This survey will take approximately 20-30 minutes and
will ask questions directly related to your experience

R AU 2 (1 [ SR A B T 3RATT S 4 1 A 1
Yore . AEb . shle A AR ST SO0 T R 5%
X L2,

AT AR 7 2L 20-30 705, IS ES WY
T Aekel 3h4 bl s AR SO A AL 23T i i 7] 5

before and after visiting your museum, garden, zoo, or [ {A& & B 5 AH = 1] 7] 151,

other cultural organization.
If at any time you have any questions, please feel free
to contact

I RAEAATATEE 1],

How many times did you visit [ ] within the time period 7FAIUAF FCHAE], U5 T [1 24k 2

of this study?

0 visits

1 visit

2 visits

3 visits

4 or more visits

To help the organizers of this study better understand
your experience, please read each statement below,
and provide a response for each section.

In the section labeled “Before attending the [ ],” check
the circle that best describes your level of agreement
before attending the [ ].

In the section labeled “After attending the [ ],” check
the circle that best describes your level of agreement
after attending the [ ].

0 RV Il

1 RV

2 Vil

3 Wi il

4 RS IR ]

N BIA TR 7T R AL 403 SR A T RS A T
, BRI T H S TRR, &N HE
=

FERRA SN [ Z BRI, Ak Aeiiid &
SN[ & AR B,

FEARA BN [ ZJa" B, Ak el
2 (] /a9 RERE,
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Your responses will be kept confidential, so please
answer frankly and honestly.

Before attending [ ]

Strongly Disagree

Neutral

Strongly Agree

| wonder about how things work.

| experiment to create new ways of doing things.

| can see how exploration leads to learning.

| regularly ask thought-provoking questions to get at
the root of the problem.

| ask insightful 'what if' questions that provoke
exploration of new possibilities.

My mind is actively engaged in new ideas.

| challenge the way things are currently done.

| regularly visit local museums (could also include zoos,
gardens, and aquariums).

| incorporate recently learned information into my
day-to-day life.

| appreciate the value of museums (could also include
zoos, gardens, and aquariums).

I manage my emotions effectively.

| am able to bounce back from adversity.

| regularly volunteer in my community.

| am open to new ideas.

| am content with my life.

| often contemplate the positive aspects of my life.

I am confident in my ability to generate creative ideas.
My life feels in control.

| am motivated to maintain my physical health.

| take time to relax.

| often feel the stress of life.

| have difficulty concentrating.

| often compare myself to others.

| become defensive when others try to give me
feedback.

| often criticize others.

| am confident in contributing my opinion to a
conversation.

TR R E BAT T DAORE, RIS AR sk
(=

2N [ L8

il ZUAN )

GAYA

FEH R

PR E A R A R,
B IEFT A T 3

BT LU HERSENS 5 > I e #E A

R 1] e R NTRAE T, LK e R AR
I,

Bl 1 E A TSR R L,
RETERITR R,

i) AR S B AR,
Xt H AT AL BT e H e,
WRAHZ WL YE (TRee s
TERAUKIRIED o

BERFR L FBIHE B R BT B HETE

WO T xR

TARFRE I (AT el e dEsh b . A b Ak
AR HIME,
BAROE L E CRITEE,
TRAENS NI 5T IR R R,

T wAEA XME R,

PR TSI AR,

X H R AE REE AL

ez B2 A T B T
PARIE B ST B AE T,

W TR I

WA BN RFE B AL R
FRACIS A1 BEAT TSR

W H S B ISR AT

TrE USRS 0,
TAFAH O AL
NS TS, o DAL

WA H RPN,
T B HAERT G T AR EH ORI A,
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| learn new things from people who are different from
me.

TME-H EARFER NS BB,

| am able to see things from the point of view of others. Z&5EW M\ 5| N i M B 5 EWY),

I am concerned for the well-being of others.

When interacting with others, | recognize their deeply
held beliefs.

My values are based on the collective well-being and
not on my own gains.

| am open to multiple perspectives.

| understand how cultures are similar and different.

| can adapt when working with others of different
cultural backgrounds.

| am aware of the challenges faced by others with
backgrounds different than my own.

| enjoy meeting people who are different from me.

| build strong and supportive relationships with a
variety of people.

| keep my commitments to others.

I make it a point to spend time with my friends and/or
family.

| often engage in meaningful conversations with my
friends and/or family members.

I help my friends and/or family members explore their
hopes and dreams.

| am aware of the challenges my friends and/or family
members face.

| turn to my friends and/or family when | face
challenges.

| learn new things from my friends and/or family
members.

| recognize the importance of my friends and/or family
members in my life.

| am excited when something good happens to a friend
and/or family member.

| get upset at friends and/or family members when
they make mistakes.

It is easy for me to develop social relationships.

| have conversations with others about art.

| am motivated to learn about art.

| have an appreciation for art.

| have conversations with others about history.

B L AN HIARAL
FEGA N LB, FAATTR 7 HRVR T [ 45 2,

A EWLEE TR AARAE, TR AH 25,

PR T Z MU A

T B SR AR BATANEL,

B HA AR R S i — ke TAER,
PR G- B ORI B9 A BT i B Bk k.

]

BENIEE EAFHI N,
TGP B0 N ST [ A SRR G R

AT SRl A
IR B AN/ N IR EER Y,

Bl AR5 AT B IR
A AR N RN A L,
R P E CIN e
FEMXTDRAIT, sk B T AR/ S F A
IWIESHEZ I ST
TINIETp Ve & INC AT ECE S
PRI/ SR NATIF IR RS, BIGEIEH IT
L,

TER SRS NIRRT, TR LA
TIAL 8 S R AL 5.
BRI L e TR,
BATIN I 2 A ER,

BAKH E R,

NN S
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| am motivated to learn about history.
| have an appreciation for history.

| have conversations with others about science and the

natural world.

| am motivated to learn about science and the natural

world.
| have an appreciation for science and the natural
world.

| have conversations with others about conservation.

| am motivated to learn about conservation.

| have an appreciation for conservation.

What about your visits surprised you?

How does this museum benefit your community?
How did participating in this study change your
perspective of museums/cultural sites?

WA 152 5
PARSREL 3 52

RN AR ARG FL A0 H IR 5
WA NI LSRR AR I
AR E AR H AR

FFN AR ARG PRI 17
BA NI R TR RIA,

PR R LR BT
TEA Uy [ E MR 5 T L SRR A 2

X AMECE U Aa] Ay 18 (A DX S A 2
2 B X TUWE SR I R TR /SO st bk B VA
TR AR @

What, if anything, did you dislike about your experience 21 54 1) i%, HXT 178 [ | BOZ 5 BT A =Xk 1 7

at[]?

[LTR A

In what ways, if any, did [ ] change the way you interact [ ] DA 520 (AESERAHIIE) 2028 T 54 A H

with others?

Is there anything else you would like to share?
How many times did you visit this museum?

Were you a member of [ ] in the year prior to your
participation in this project?

Yes/No

Would you like to have your name entered to receive a

prize from the museum you visited?
Yes/No
Please type in your contact information.

Your contact information inserted here will only be
used to contact you regarding the prize.

Name
Email
Phone

2772

AT AT A B S 2
RN Z DR ?

EZHZXATH MR, ERER (1K
2

/T

TSR N S 42 7R U 2 W - TR 2
il ?

/S

IR ARG .

EAEHAM AR E BRI TR SEES
BEL AR,

w4

HL T A

HLTE
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Survey Email Language

BRELTER TSN, HMNBEESSXTMX FEYERENENETHNZRYRE, BE
RAFE 30 28, EHRBENBRINNEFTSUHEMEFREER,

R RITRE,
HRELRN, CRANSEREZIBYENRM(RR/ALER/ER

FERRETEAMEEMAE | BREESW [museum] FEBIEAE 171 T R E X EMEHN
AFEHRR, KE—S BHT 30 fHHEE, BAEILIEHAKEIZAE,

BYEdETENENBMEE—%

REHAFITE X [museum] SIXEFEHETFTHEZWMARE, FEFEIER 30 5.
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