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A Study on Audience Development for Museums; Practical Approaches for Capturing
and Stabilizing New Audiences (Fostering Joint International Research)
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As a part of collaborative international research project, event
participants at Asian Art Museum of San Francisco had been analyzed with exit surveys (474 samples),
event surveys (605 samples), an online survey(1,000 samples), and 3 focus group interviews from
audience development perspective.
The result shows museums events had younger and more diverse audience than general visits. However,
younger and diverse audience were not new audience who have never come to the museum but existing
audiences. It means that museum events not generate new audience but accelerate visitation of
existing audience.
These results must be beneficial for creating and stabilizing new audience in museums not only in
the USA but also in Japan.
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