INDEX

A

Able, E., 154

Abu Dhabi Tourism
Authority, 14

Access to CAAM, 224

ACORN, 124

Action Products, 335

Action programs, 32

ACXIOM, 124

Adams, G. D., 181, 204, 237

Adams, G. R., 109, 110,
112,113

Adler Planetarium and Astron-
omy Museum (Chicago),
137¢, 138, 240241

Admission fees: discounts
or vouchers, 417; earned
income from, 199-200;
pricing, 411-421; socially
justified price issue of, 417;

two points of view
regarding s<ing, 410-411;
See also Pricing policies
Admission pricing: differenti-
aied, 417-419; free,
420—421; objectives of,
411-417; revising, 419-420
Advertising: Chicago History
Museum (CHM) use
of, 148-149; definition of,
349-350; designing radio,
360-362¢; evaluating,
367-369; RFM (recency,
frequency, monetary
amount) formula, 373, 381;
six steps involved in,
355-369; strengths and
weaknesses of alterna-
tive media for, 3644365t
timing and scheduling of,
367; “The Voice of the

American West” theme for,
360; See also Messages

Advertising examples: Magna
Science Centre launch
poster, 357¢; museum
brochures, 376-377e,
394-396, 395¢; newspaper
inserts, 148, 360; press ad,
354e, 359¢; promotional
leaflet, 353¢

Advertising steps: 1: estab-
lishing objectives of, 351,
355-356; 2: determining
advertising budget,
356-357; 3: designing the
message, 357-363;
4: deciding on the media,
363-366; 5: deciding the
media timing, 366-367;
6: evaluating advertising
effectiveness, 367-369
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Adpvertising strategy: building
effective, 350; Ironbridge
Gorge Museums example
of, 350-355

African Americans, 168—169;
See also Racial/ethnic
differences;

“After Hours at Pacific Science
Center” brochure, 395

The Age, 79

Age differences: among
museum visitors, 169;
museum participation
among youth, 170fig-172;
See also Children

Aguiar, M., 164

Alexander, E. P, 9

Alexander the Great, 9

Allen, J., 64

Allen, S., 253, 256-257

Allison, B., 11

Alreck, P. L., 271

American Art Museum
(Smithsonian), 14, 57, 62

American Association for State
and Local History, 184

American Association for the
Advancement of Science, 38

American Association of
Museums (AAM): on
admission fees, 199; The
Belmont Report by, 84; “big
tent” approach to counting
visitors by, 156; on earned
income, 196; on investment
income of museums, 236;
museum accreditation by,
61, 187; museum as defined
by, 6-7; Museum Assess-
ment Program (MAP) set
up by, 260; Museum Financial
Information survey by num-
ber of visitors, 155, 171;

New Visions: Tools for Change
in Museums by, 85; New
Visions program of, 260; on
number of volunteers, 214;
on renovation and expan-
sion costs, 189; on revenue
sources, 191-192; Small
Museums Administrators’
Committee of, 465

American Association of
School Administrators, 38

American Civil War battle
reenactments, 295

American Journal of Play, 112

American Museum (NYC),
11-12

American Museum of
Natural History (NYC), 5.
15, 16, 168, 172, 205, 200
370, 400

American Museum-af the
Moving Image (iNew York),
401

American Tome Use
Survey. 164

Americans with Disabilities
Act (ADA), 129

“America’s Castles”
(A&E TV show), 186

America’s Museums: The Belmont
Report (AAM), 84

America’s Smithsonian
(traveling exhibition), 327

AMICO, 329

Among Friends (Corcoran
Gallery newsletter), 228

Andreasen, A. R., 56, 95, 96,
100, 116, 133, 142, 214,
216, 279

Andy Warhol Museum
(Pittsburgh), 7, 139140, 326

Andy Warhol Retrospective
(2003), 173

Index

Annenberg Foundation, 224

Antonelli, P, 401402

Archer County Museum
(Texas), 8

Architecture: accommodating
disabled visitors, 314;
expansions designed to
attract consumers,
463-464; Jewish Museum
(Berlin), 312¢; as visitor ser-
vice component, 311-313;
See also Renovations

Arizona State Museum
(Tucson), 389

Armstiong, G., 21

Arraiiged personal
interviews, 273

Arroyo, L., 190

Art Express program
(Art Institute of Chicago),
333-334

Art Gallery (UK), 311

Art Institute of Chicago, 65,
69, 73, 134, 171, 194, 199,
212,213,225, 235, 332,
333, 362, 412, 421, 425

“Artful Lodger” packages, 204

Artrageous, 382

Artrain USA, 330

Arts Council of England, 264

Ashmolean Museum
(University of Oxford), 10

Asian Art Museum
(San Francisco), 224

Association for Curriculum
and Development, 38

Atlanta History Center, 300

Atlas Museum, 272

Attention (brand ranking), 139

Attitude segmentation, 124

Attracting resources sources,

206/1g
Attribute positioning, 135
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Auckland Museum
(New Zealand), 301

Audience. See Museum
consumers

Auer, J., 104

Aurora Fossil Museum (North
Carolina), 296

Aust, R., 156

Australian Museum, 258

Australian Museum Audience
Research Center, 292

The Australian (newspaper), 77

Authoritative power, 441

B

Baltimore Museum of Art, 17,
19, 84, 154, 166, 420, 421

Bank of America, 224

Barnes, A., 86

Barnes Foundation, 86, 103

Barnum Museum Archives, 12

Barnum, P. T, 11

Barrington Johnson Lorains,
350, 351, 353, 354

Barrington, M., 350, 351,
353, 354

Barth, R., 43

Behavioral segmentation,
121-124

The Belmont Report (AAM), 84

Benefit positioning, 135

Bergstrom-Mahler Museum
(Wisconsin), 424

Berkshire Museum
(Massachusetts), 400

Berners-Lee, T., 399

Bernstein, M., 244

Biases (research), 271-272

Bissell, D., 391, 396

Bitgood, S., 176

Blackstone Group, 14

Blogs, 404-405

Bloomingdale’s Department
Stores, 382

Boards of directors: Corcoran
Gallery (Washington, D.C.),
102; description and func-
tions of; 100-101; financial
support by, 219

Boatright, J., 237

Booker, B., 100

Borg-Warner Corporation,
228

Borun, M., 257

Boston Museum of Fine Arts
(MFA), 329

Boston Museum of Science
(MOS), 35-39, 314, 339

Bourn, J., 192, 195, 202

Bowers, D. H., 200

Boyd, W., 104

Boyer, B. H., 12

Branch, D., 181

Branch muserinins; 325-326

Brand loya'ty, 139

Brand-aides, 162

Brands: Chicago History
Muaseum (CHM), 147-148;
definition of, 80, 138; lig-
uid, 162; National Gallery
of Victoria (NGV) evolving,
76-78, 81-82; process of
building, 138-142; of San
Diego Zoo, 135; See also
Image

Briggs, S., 346

Brigham, D., 11

Bring Art to Life capital cam-
paign (Minneapolis), 235

British Museum (UK), 5, 8,
10, 84, 195

Brochures (museum),
376-377¢, 394-396, 395¢

Bronx Zoo, 371

Brookfield Zoo (Chicago), 292
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Brooklyn Museum (NYC), 26,
154, 210, 400, 401

Bucklin, L. P, 323

Bucks County Convention
and Visitors Bureau, 186

Bucks County Historical
Society, 187

Bucks County Visitors Guude
(2006), 186

Bucolo, M., 398, 408

Budgets: determining
advertising, 356-357; devel-
oping marketing, 431-438;
marketing plan on, 32;
rvarketing research, 278;
wmaximization of, 92

Buffalo Bill Museum
(Wyoming), 360

Buicks County Historical
Society (BCHS), 185

Build opportunities, 53

Building bridges (relationship
marketing), 166-168, 223

Building Museum
(Washington, D. C.),
305-306

Burst advertising
schedule, 367

Business practices: aug-
menting income through
improved, 237-238;
outsourcing, 238fig

Buyer role, 178

C

Cabinets of curiosities, 10
California African American
Museum (CAAM), 224

Camillus, J., 139-140

Campaign for the Future
of the Art Institute
(Chicago), 235
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Campbell, A., 63

Canadian attendance
patterns, 158, 160

Canadian Museum of
Civilization (Quebec), 311

Cannella, A. A, Jr., 440

Capacity targeting, 92

Capital campaigns, 235

Carnegie, A., 12

Carnegie Endowment, 221

Carnegie Institution
(Washington), 5

Carnegie Museum of Art
(Pittsburgh), 7, 326, 463

Carnegie Museum of Natural
History (Pittsburgh), 7, 326

Carnegie Museums
(Pittsburgh), 7, 221, 326

Carnegie Science Center
(Pittsburgh), 7, 134, 296

Cash surplus maximization, 92

Castiglione, G., 203

Center for Education
and Museum Studies
(Smithsonian), 465

Center for Nonprofit
Management, 184

Center of Science and
Industry (Ohio), 326

Centre for Interpretation:
(Park Guell), 8

Centre Pompidou Restaurant
(Paris), 314-315¢

Cézanne exhibition
(Philadelphia Museum of
Art), 200, 370

Chambers, M., 257

Chicago Botanical Garden,
3,211

Chicago History Museum
(CHM), 6465, 69,
144-149, 172, 194, 211,
360, 361¢

Chicago Park District,
194, 199
Chicago Sun Times
(newspaper), 365, 366
Chicago Tribune (newspaper):
ad inserts in, 148, 360;
readership of, 365, 366
Children: American Museum
of Natural History programs
for, 168; consumer-decision
making and role of; 178;
making offerings attrac-
tive to, 295; museum par-
ticipation among youth and,
170fig-172; as pricing policy
issue, 419-420; See also Age
differences
Children’s Museum
(Indianapolis), 296
Children’s Museum of
Manhattan, 134
Children’s Musearn (JUK), 226
Children’s mu:evns: growth
strategicz.of; 63; positioning
of, 124
Chricher, E. G, 391
Cincinnati Historical
Society, 239
City History of Museum of
Barcelona (Spain), 3, 4, 8
City Museum (Spain), 326
The City Museum
(Washington, D.C.), 58
Clarendon (Virginia), 125
Claritas, 124, 125, 128
Claude Monet: 1840-1926
(Art Institute of Chicago),
200
Cleghorn, A., 257
Cleveland Museum of Art, 12
Closed-end questions,
274, 275¢
Cluster (area) sample, 271

Index

Coca-Cola, 22

Cody Firearms Museum, 360
Coercive power, 441

Cohen Family Fund, 420
Colbert, I, 347-348
Colchester Museums (UK),

106, 311
Collecting Our Thoughts: The

Community Responds to Art

in the Permanent Collection

(San Jose Museum of Art),

296297
Collections: Collecting Our

Thougivis: The Commu-

nity-Cesponds to Art in the

Perianent Collection,

296-297; Franz Collec-

tion (San Francisco), 203;

improving core offerings

of, 290-298; Phillips Col-

lection (Washington, D.C.),

239; See also Exhibitions
Colonel Robert R.

McCormick Research

Estate (Illinois), 306
Colonial Williamsburg

(Virginia), 8, 1415,

425, 465
Commercialization, 198—-199
Communication: elements of]

347; estimated messages

sent to average consumers,

347-348; processes of, 348;

See also E-communication;

Messages; Promotion
Community relations, 389-390
Competition: five forces

analysis of, 55-56¢ four

types of pressure related to,

55; six forces analysis for

museums, 56-57fig
Competitive choices model,

55-56¢
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Competitive planning: growth
strategies, 63-65; market
environment and, 61-62;
museum stakeholder role
in, 60fig-61¢ offering and
marketing opportuni-
ties, 62fig—63; value chain
framework for, 58-59fig

Competitive rivalry, 57-58

Complaint systems, 446

Comprehensive Assessment
Systems tests, 36-37

Conjoint research, 265,
267-268t¢

Conner Prairie Living History
Museum (Indiana), 423

Consolidations and
mergers, 239

Consumer convenience:
requirements and demand
for, 341-342; Tate Britain
and Tate Modern’s applica-
tion of, 343-346; See also
Distribution

Consumer intention survey,
277e

Consumer satisfaction
tracking, 446447

Consumer value (5Cis),
29-30fig

Consumer-centered
museums, characteristics of,
32-33fig

Consumers. See Museum
consumers

Contact questionnaire
methods, 272-273

Contemporary Art Center
(Cincinnati), 13

Contingency (or reserve)
budget, 436-437

Continuous advertising
schedule, 367

Continuous experiential
reporting, 258

Controls: marketing
information, 69—73,
443-454¢; marketing plan
section on, 32

Convenience sample, 271

Convio (software), 221

Cooper-Hewitt Design
Museum (NYC), 158, 169

Corcoran Gallery
(Washington, D.C.), 102,
211, 300, 338

Corcoran Views magazine,
338

Corporate giving: benefits and
issues related to, 223-227;
classifying corporate
donors, 2294, corporaie
expectations regazding,
227, selecting prospects and
managing11s;227-231

Corson-T'inery, A., 202

Cost recovery, 92, 412-413

Cota. AL, 176

Courcet and the Modern
Landscape (Walters Art
Museum), 167

Cranbrook Academy of Art
(Michigan), 225

Craver, J., 101

Cirisis public relations,
387-388

Crowley, K., 257

Csikszentmihalyi, M., 5, 85,
287, 290

Cultural Diversity Working
Group, 169

Chultural lifestyle influence,
161-162

Cluratorial councils (Minne-
apolis Institute of Arts), 212

Clurrent marketing situation, 31

Customer Made, 17

Customer satisfaction surveys,
446-447

Clustomer service: consumer
satisfaction tracking to
improve, 446-447; making
offerings more attractive,
287-321; range of visitor
needs and wants, 292-293;
Walt Disney Company’s
approach to, 289; See also
Museum services

Customers.com, 202

Customized marketing, 115

D

DaimlerChrysler Services,
225

Dallas Museum of Art
Corporate Partners
Program, 225-226

Dana, J. C., 11, 12, 14,
90, 281

D’Arcy, D., 104

Data: importance of orga-
nized, 252-253; research
tools and sources of, 261,
264-268; See also Marketing
research

Data analysis, 276

Data collection: primary data
used in, 264-278; second-
ary data used in, 261, 264;
survey, 265, 268-278

Data sources: primary,
264-278; secondary,
261, 264

Deakin University
(Melbourne), 310

Debus, M., 267

Decatur, S., 141

Decider role, 178
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Decision-making: information
gathering for, 177-178;
information sources and
roles in, 178

Decisions: evaluation of;
179fig; execution of, 180;
postpurchase assessment
and action based on,
180-182

Decoding message, 348

Deficit budgeting, 436

Demand estimation, 310

Demographic segmentation,
120

Denver Art Museum, 13, 189,
194, 210

Denver Museum of Nature
and Science, 107, 134, 213

Department for Culture,
Media and Sport, 160

Descriptive research data,
265, 267268

Design Miami Basel, 402

Desire competitors, 55

Detroit Historical Museum,
194

Detroit Historical Society, 194

Detroit Institute of Arts
(DIA), 189

Deutsches Museum
(Munich), 195

Dickman, S., 384

Differentiated pricing policies,
417419

Diggle, K., 347, 415-416

Digital media, 16-18

DiMaggio, P, 279

Dinosaur exhibits, 296

Dinosaurs Alive! (Boston
Museum of Science), 339

Diorama exhibitions, 15

Direct marketing: advantages
of, 372-373; brochure for,

376-377¢; cover letter
for, 374-375, 376¢;
description of, 371-372;
developing marketing data-
base system for, 380-384;
e-communication,
379-380; integrated,
380fig; managing, 373-377;
methods and tools of, 349¢
RIM (recency, frequency,
monetary amount) formula,
373, 381; telemarketing,
378-379

Direct Marketing Association,
372, 379

“Direct Marketing Facts and
Figures in the Nonprofit
Industry” report (2008),
372

Direct opportunities, 52

Dirking, L. D., 18

Disabled museurn consumers,
129, 314

Discovery Chantel, 338

Distribution: channels of]
322-3525; electronic,
559-341; 5Ps and 5Cs
in context of, 322-323fg;
museum publications role in,
336-339; Tate Britain and
Tate Modern’s application
of, 343-346; See also Con-
sumer convenience

Distribution channels: branch
museums, 325-326;
marketing and, 324/ig;
museum retail, 334—336;
off-site programs, 331-334;
structure of, 323-325; trav-
eling exhibitions and loans,
326-331

Doering, Z. D., 173, 252, 257,
371

Index

Dolan, D. C., 187

Donald, J. G., 18

Doncaster Museum (UK), 311

Donors: corporate expecta-
tions as, 227; corporate giv-
ing, 223-227; e-fundraising
for, 220-221; evaluating
number of, 236; financial
support from boards of
directors, 219; foundation
giving, 221-223; fundrais-
ing for individual givers,
219-220; importance of
attracung, 215-217; indi-
viaual giving, 217-219;
metives underlying indi-
vidual, 217; pricing support
by, 428; selecting corporate
prospects/managing risk,
227-231

Draper Museum of Natural
History, 360

Drucker, P E, 21, 442

DVDs (educational), 3386-339

Dyson, F, 5

E

E-commerce: definitions
of, 326; FSG (Freer and
Sackler Galleries) use of,
243-246; increased use of,
34, 39; museum market-
ing opportunities through,
461; as retail channel, 336;
revenues from, 202

E-communication: blogs,
404—405; market-
ing through, 379-380,
398-399; museum kiosks
(multimedia points of
information), 406-407;
podcasts, 405-406;



Index

Web 2.0, 399-402; See also
Communication; Web sites

E-fundraising, 220221

Earned income: admission
fees as, 199-200; impor-
tance and strategies for
raising, 196-199; private
income versus, 205-206fig;
privatization and com-
mercialism challenges,
198-199; from retail chan-
nels, 334-336; sources of,
198fig, 199205

Edson, G., 431

Educational programs: based
on museum collections,
content, and expertise,
299-300; films, videos, and
DVDs used for, 338-339;
teacher training, 299;
See also Learning provision
matrix

Educator Open House and
Engineering Week, 38

Educator Resource Center, 37

Egonomics, 163

1846: Portrait of the Nation
(National Portrait Gallerv),
337

El-Ansary, A. 1., 441

Electronic distribution,
339-341: See also Web sites

Elgine Public Museum, 101

Emory University, 259

Encoding message, 348

English Heritage, 264

Enterprise competitors, 55

Environment: mission
relationship to, 86; orga-
nizational structure and
culture, 97-100; scanning
external and internal,

47fig 69

Environmental scan: external,
47fig-65; internal, 47/,
65-69

ESRI, 124

Ethical museum research, 252¢

European Group on Museum
Statistics, 156, 157

European Union (EU)
museum statistics,

156-157

Evaluation: of advertising
effectiveness, 367—369;
of exhibition and visitor
research, 253-259; forma-
tive and summative forms
of, 253-254; of fundraising
effectiveness, 236; of mes-
sage including feedback;
348; of survey findings
276, 278

Evening Associater (Art
Institute ¢f Clicago), 212

Excellence ai.d L.quity: Education
and tl:2 Pubtic Dimension of
Muzeums (AAM), 85

Fxecative summary, 31

Exhibition design: changes in
contemporary U.S., 14-16;
research data used to
improve, 255-256; virtual,
16-18

Exhibitions: catalogues of,
337-338; Cézanne exhibi-
tion (Philadelphia Museum
of Art), 200, 370; Cezanne
show (Philadelphia Museum
of Art), 193; Claude Monet:
1840-1926 (Art Institute
of Chicago), 200; Courbet
and the Modern Landscape
(Walters Art Museum), 167;
design of, 14—18; dinosaur,
296; distribution and

489

convenience of, 322—-346;
expanding capacity and
developing, 462-464; Here
Come the Brides: (Newark
Museum), 284; Impressionist
Masterpieces from the Barnes
Collection: Cézanne to Matisse
(Kimbell Art Museum),
388-389; improving core
offerings of, 290-298; King
Tut (1976), 422-423; lead
cards (or name cards) avail-
able at, 383; loans and
traveling, 326-331; Mexico:
Salendors of Thirty Centu-

ites (LA County Museum
of Art), 211; Mz Puerto

Rico: (Newark Museum),
285; Modernism: Designing

a New World 1914-1939
(Corcoran Gallery), 102;
museum shop merchandise
shaped by, 335; Nicholas
and Alexandra: (Newark
Museum), 285; Ocean
Hall (NMNH), 297, 298;
Old Glory: (Phoenix Art
Museum), 258; Paths of Life:
(Arizona State Museum),
389; Power Dressing: (Newark
Museum), 284-285; pricing
events and pricing,
422-423; revenues from
special, 200-201; Tutanic
(Franklin Institute), 201;
21st Century Museum

of Contemporary Art,
319-320; virtual, 16-18,
401-402, 407-408; visitor
research and evaluation of;
253-259; See also Coollec-
tions; Museum programs/
departments; Offerings
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Expansion financing, 189-190
Expense analysis, 445
Experian, 124
The Experience Economy:
Waork Is Theatre and Every
Business a Stage (Pine and
Gilmore), 307
Experimental research
data, 268
Expert power, 441
Expertise Clinic (Minneapolis
Institute of Arts), 314
Exploratorium
(San Francisco), 8, 37,
254-255, 256257
Exploratory research data,
264-265, 266¢-267¢
External environmental scan:
competitive analysis as part
of, 56¢-65; diagram of,
47fig; objectives and need of,
47-48; PEST analysis as
part of, 48-504;, SWOT
analysis as part of, 46,
50-55

F

Facebook, 400

Falconer, H., 106

Falk, J. H., 18, 158

Fallingwater (Pennsylvania),
173

Fantasy adventure factor, 162

Feeney, M. K., 15

Felton, A., 79

Felton Bequest, 79

Feneuil Hall Marketplace
(Boston), 325

Festinger, L., 181

Field, M., 12

Field Museum (Chicago), 14,
104, 107, 137¢, 138, 194,

215, 296, 312, 322,
332, 427

Films (educational), 338339

Financial issues: cost recov-
ery, 92, 412-413; donors,
215-231; earned income,
196-215; financing
opportunities, 238-241;
fundraising, 44¢, 219-223,
231-236; government sup-
port of, 192-196; impact of
economic cycles, 188-191;
improving business prac-
tices to augment income,
237-238fig; investment
income, 236-237; market-
ing research costs,
278-279; operating costs,
190-191¢ relationship
between donations,
marketing expendraures,
and surplus, 252, See also
Pricing polities

Finding Sigrifvarice study
(NSE), 257

First Division Museum
(Cantigny), 306

Fischer, D., 100

5Cs (consumer value):
description of,
29-30f1g; distributing
offerings/services using,
322-323t; improving offer-
ings/services using, 287¢

5Ps (producer’s output):
description of, 28, 29/ig,
30fig; distributing offerings/
services using, 322-323
improving offerings/
services using, 287¢

Flanders Field Museum
(Belgium), 294295

Flickr, 400401

Index

Florida State University
Museum, 7

Focus groups, 266267

Folklife Festival (Smithsonian),
204, 295

Fonthill Museum
(Pennsylvania), 173,
183-187

Food services. See Museum
restaurants

Ford Foundation, 221, 222,
224

Forest History Center
(Minmncsota), 326

Forpa-<ompetitors, 55

Fernyaave evaluation, 253

Toundation Center, 221-222

toundation Directory, 222

Foundation for the Arts
(Japan), 329

Foundation giving, 221-223

Foundation Grants Index, 222

Foundation News, 222

Frame bias, 271-272

Franklin Institute
(Philadelphia), 201, 422423

Franz Collection
(San Francisco), 203

Fratticciola Museum of
Farming Culture (Italy), 8

Freer and Arthur M. Sackler
Galleries (Smithsonian), 34,
243-246, 336

Friends of NPM Platinum
Visa Card, 226

Friends of the National Zoo,
338

Fritz, J., 226

Frontline staff, 105—106

Frost, D., 463

FSG (Freer and Sackler Gal-
leries) [Smithsonian], 34,
243-246, 336
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Full cost recovery, 92

Fulvius, 9

Functional consumer
costs, 23

Fund Raising Management,
222

Fundraising: e-fundraising,
220-221; for foundation
giving, 221-223; goals and
strategy for, 231-236; for
individual givers, 219-220;
portion of strategic plan
for, 44¢; targeting specific
types of donors, 218-219;
See also Revenue

Fundraising strategies: capital
campaigns, 235; creating
private contributions, 234fig;
evaluating effectiveness of,
236; tactics and methods
used for, 232-235

G

Galbally, A., 75, 79

Garfield, D., 90

Gaudi, A, 8

Gehry, I, 102

Gene Autry Museum
of Western Heritag?
(California), 3

Gene Autry National Center
(Los Angeles), 306

General Electric (GE), 94

Generic competitors, 55

Geoclustering, 121

Geodemographic
segmentation, 124127

Getty Center for Education,
258

Getty Trust, 8

Ghost shoppers (mystery
shoppers), 446

Gift shops. See Museum
stores

Gilmore, J. H., 304, 307

Giusti, E., 252

Giving USA foundation
report (2006), 217, 223

Glasgow City Museums (UK),
311

Glenbow Museum (Canada),
98-99

Goals. See Museum goals

Goizueta Business School
(Emory University), 259

Goode, G. B., 11, 12

Gould, S. ], 3

Government support: around
the world, 194-196; in the
United States, 192-194

Graceland (Memphis).-21

Grand Rapids Art [Museum
(Michigan), 311

Grant, D., 25

Grant proposas, 222-223

Great Yarmiouth Museums
(Greac Brain), 106

Greacer Philadelphia Tour-
ism and Marketing
Corporation, 186

Greenfield Village, 90, 333

Grimaldi, J. V., 103

Growth strategies, 63-65

Guggenheim Museum (NYC),
65, 204, 211, 241, 314, 325

Guggenheim Museum
(Spain), 311

Gurian, E., 19

H

Hambrick, D. C., 440

Hampshire Museum Service
Marketing Plan, 73

Hampshire Museum (UK), 73
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Hardwick, L., 229-230

Harold McCracken Research
Library, 360

Harpers Ferry (West Virginia),
134

Harris, T., 385

Harvie, E., 98

Harwick, E., 296

Hayden Planetarium Theater
(Rose Center for Earth and
Space), 15-16

Hays, M., 361

Heavy users, 123¢

Henry Ford Museum (Detroit),
49, 333

Lisie Come the Brides: Fairy
Tales, Folklore and Wedding
Traditions (Newark
Museum), 284

Hermitage, 10

Hermitage aan der Amstrl
(Amsterdam), 202

Hermitage Guggenheim
(Las Vegas), 202

Hiebing Group Inc., 359

Hill Strategies Research, 160

Hirano, 1. Y., 200

Hirshhorn Museum and
Sculpture Garden, 85

Hirshhorn Museum
(Smithsonian), 57

Historic Artists’ Homes
and Studios program
(National Trust for Historic
Preservation), 187

Historic Fort Smelling
(Minnesota), 325-326

Historical Museum of the
Landing in Sicily, 15

History Channel, 338

Hoff, U., 79

Hogan, E., 199

Hold opportunities, 53
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Holistic marketing, 26-27fig

Hong Kong Museum of Art
(HKMA), 140-141

Hood, M. G., 123, 163, 164

Hostetter, M., 224

Hoving, T., 425

Hoy Chicago (Spanish
newspaper), 365

Human resources: museum
boards as, 100-101;
museum directors as,
101-104; museum staff
as, 104-107; museum
volunteers as, 107

Humble Masterpieces
(MoMA virtual exhibition),
401-402

Hurst, E., 164

Tan Potter Center (Australia),
80

IBISWorld, 201

Igarashi, K., 196

Il Museo Leonardiano di
Vinci (Italy), 5

Image: definition of, 80;
factors affecting, 131; link
between intangibles o1}
81; measuring museum’s,
132-135; as public relations
task, 386—387; semantic
differential images of three
museums, 133/ig; See also
Brands

Imperial War
Museum (UK), 410

Impressionist Masterpreces
Jrom the Barnes Collection:
Cézanne to Matisse
(Kimbell Art Museum),
388-389

In Search of Excellence (Peters
and Waterman), 99

Incremental marketing
budgeting, 432433, 437

Indianapolis Museum
of Art, 229

Indifferents, 210

Influencer role, 178

Informal learning
experience, 18

Information gathering:
consumer choices based on,
177; on foundations,
221-222; information
neediness and, 177-178;
sources of information,
178; See also Marketing
information system (MIS)

Information service, 310-511

Initiator role, 178

Insights: Museums, Visciors, Atte-
tudes, Expectaiicns: 24 Focus
Group Experiment study
(late 190,258

Institute for Advanced Study
(New Jersey), 5

lustitute of Museum and
Library Services, 8, 33, 193

Integrated direct marketing,
380fig

Integrated holistic marketing,
26, 27fig

Intercept personal
interviews, 273

Intermittent advertising
schedule, 367

Internal environmental scan:
description of, 47fig, 65-66;
evaluations of strengths
and weaknesses, 67fig; of
museum program and
departments, 68¢-69;
performance/importance

Index

matrix, 67-68fig; SWOT
analysis template for, 66¢

Internal holistic marketing,
26, 27fig

Internal Revenue Service
(IRS): market environ-
ment role of, 61; museum
nonprofit status and,
426; UBI'T tax abuse
investigation by, 201; See
also Tax issues

International Council of
Museums (ICOM),
34, 19¢

Internct:consumer
enipowerment increased by,
34; e-fundraising through
the, 220-221; entering
new geographies through,
65; museum marketing
and e-commerce through,
33-34, 39, 202, 243-246,
461; Tate Learn Online
program (UK), 333; virtual
exhibitions, 16—18,
401402, 407-408; See also
Technology; Web sites

Interviewer bias, 272

Interviews: using focus
groups versus individual,
266¢; personal, 273; public
relations through media,
394; questions for solicit-
ing responses during, 267¢;
telephone, 273

Investment income,
216217

Ironbridge Gorge Museums
(UK), 350-355

Isabella Stewart Gardner
Museum (Boston), 7

Ishida, K., 242, 246

1Tunes Music Stores, 406
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J

J- Paul Getty Museum
(Los Angeles), 8, 240, 258

Jajah, 403

Janes, R. R., 98, 99

Japanese American National
Museum (Los Angeles),
169, 200, 244

Jewish Museum (Berlin),
311, 312¢

Jewish Museum (NYC), 204

John and Mable Ringling
Museum of Art (Florida),
190

John G. Shedd Aquarium
(Chicago), 27, 137¢, 138

John S. and James L. Knight
Foundation, 328

Johnson County Museum
(Kansas), 302

Johnson, G. T., 146, 149

Joseph Meyerhoff Family
Charitable Funds, 420

Judgment sample, 271

K

Kalb, B., 463

Kapplinger, C., 13

Karns, D. A.; 371

Kavil Institute for Cosmo-
logical Physics (University of
Chicago), 240-241

Keller, K. L., 21, 22, 52, 138,
336, 385

Kelly, L., 254, 258, 291, 292

Kent, H. W,, 11

Khalife, K., 141

Kids Go Wild! (Bronx Zoo’s
Web site game), 371

Kimbell Art Museum (Fort
Worth), 388-389

King Tut exhibition (1976),
422-423

Kiosks (multimedia points of
information), 406-407

Knight, C., 421

Knutson, K., 257

Koolhass, R., 190

Kotler, N., 111, 187, 229, 256,
291, 464

Kotler, P, 21, 22, 52, 53, 56,
68, 71, 95, 98, 100, 116,
133, 138, 142, 214, 216,
336, 385

Kotler, W. 1., 305, 313,
315, 361

Krannert Art Museum
(University of Illinois), 297

Krantz-Kent, R., 164

Kroenert, R., 259

Kroller-Muller Mus= i
(Netherlands), -~ 40

Kryder-Reid (£ ,-57

Kubota, 1.;'4

Kwan, WW.K., 140

Kyeto National Museum
{Japan), 195, 312-313

L

Labyak, J., 213

Landman, P, 258

Lank, A. D., 198

Lankford, S., 176

Latino-Hispanics: attracting
new audiences among,
168—-169; museum mem-
bership by, 211-212; radio
ads targeting, 362; visitors
among, 157-158; See also
Racial/ethnic differences

Latrobe, B. H., 141

Lead cards (or name
cards), 383
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Leadership, 441-442

Learning provision matrix,
72t: See also Educational
programs

Lehman, A. L., 154

Lehrer, E., 193

Leinhardt, G., 257

Lemelson Center (National
Museum of American
History), 338

Leonardo da Vinci, 5

Let’s Meet a Scientist pro-
gram (Miraikan National
Miazeum), 299-300

Lever, Sir A., 10

Levatt, T2, 90

Lewis, G., 9

License agreement revenues,
202-203

Liebeskind, D., 13, 189

Lifestyle: as attendance influ-
ence, 161-162; definition
of, 161; segmentation based
on, 121

Light users, 1231

Lila Wallace—Reader’s Digest
Fund, 221, 466

Lincoln Park Zoo
(Chicago), 427

Lindsay, D., 79-80

Line-item budget, 434, 435¢

Liquid brands, 162

Livio, M., 463

Loans: distribution through
traveling exhibitions and,
326-331; pricing objects
loaned to other museums,
421-422

Lobb, A., 211

London Sunday Times, 131

The Long Weekend
festival, 225

Loomis, R., 252
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Lorains, T, 396

Lord, B., 132

Lord, G. D., 45, 182

Los Angeles County Museum,
13, 190, 200

Los Angeles County Museum
of Art, 211-212

Los Angeles Museum of
Contemporary Art, 173

Louvre Abud Dhabi Museum
(United Arab Emirates), 14

The Louvre (Paris), 10, 139,
172, 316, 418

Low, T, 11

Lowry, G. D., 103-104

Loyalty status segmentation,
122-123

Lyman Allyn Art Museum
(Connecticut), 400

M

Ma, J., 254-255

Mac an Bhreithium, B., 140

Madame Tussauds Wax
Museum (Washington,
D.C)), 13, 14

Madison Museum of
Contemporary Art
(Wisconsin), 359

Machara, P. V., 217

Magna Science Centre launch
poster, 357¢

Malloy, J., 107

Markert, K., 45

Market environment: external
scan of, 47fig-65; internal
scan of, 47fig, 65-69; media
role in, 61-62; regulatory
organizations of, 61; stake-
holders of, 60fig-61¢

Market segment. See Segmen-
tation marketing

Marketers: definition of] 25;

museum marketing role

of, 25

Marketing: competition and

role of, 22; customized, 115;
direct, 349¢, 371-384; imple-
mentation of, 438—440;
mass, 114-115; niche, 115;
product-variety, 115; rela-
tionship, 166-168, 223; seg-
mentation, 115-130; target,
116fig; two definitions of, 21;
See also Museum marketing;
Tactical marketing

Marketing audit: criteria for

measuring museum perfor-
mance, 69; definition of]
448; four main character-
istics of, 448-449; guide tn
conducting a, 450¢ 4742,
range statements-c ad
matrix for leavning pro-
vision of, 724 s1x major
comporetts of, 449; of
strenoths and weaknesses,
70¢—71e¢; undertaking a,
05,73
Marketing database lists:
creating, 383; external, 383;
house, 382—-383; selective
mailing use of, 383384
Marketing database sys-
tem: description of] 380;
developing lists, 362-383;
development and mainte-
nance costs of; 382; selec-
tive list mailing, 383-384;
ways to use, 381
Marketing efficiency/effec-
tiveness review, 447—448
Marketing information con-
trol system: consumer satis-

faction tracking, 446447,

Index

expense analysis, 445;
marketing audit, 6973,
448-454¢; marketing effi-
ciency and effectiveness
review, 447—448; need to
establish, 443—444; ratio
analysis, 445-446; sales and
revenue analysis, 445

Marketing information system

(MIS): crucial importance
of, 442-443; four compo-
nents of, 443; illustrated
diagram of, 444fig; periodic
and aninual control system
tocieck, 69-73, 443-454e¢;
Sec-also Information
gathering

Marketing mix (5Ps), 28, 29/,

30fig

Marketing opportunity

matrix, 53¢

Marketing research: benefits

of conducting, 249; budget-
ing for, 278; checklist and
questions to ask prior to,
261, 262¢-263¢; Chicago
History Museum (CHM)
use of marketing, 149;
conjoint analysis, 265,
267-268¢; data sources

and tools used for, 261,
264-268; direct marketing
contribution to, 373; ensur-
ing ethically grounded,
252t; evaluating and
implementing findings,
276, 278; major types of,
253-261; museum applica-
tions of, 250-253; Newark
Museum’s approach to,
281-286; renovation driven
by, 297-298; resistance to,
278-279; steps in survey
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process of, 268-278; Strong
National Museum of Play
background in, 110; techni-
cal knowledge required for,
279; See also Data

Marketing research plan: for
avoiding biases, 271-272;
on contact methods,
272-273; for sampling,
270-271

Marketing research
report, 276

Mart Museum (Italy), 401

Martin, D., 154

Martin, S., 463

Marty, P. E, 107

Maryland Science Center
(Baltimore), 224225,
305, 465

Maslow, A., 5

Mass marketing, 114-115

Matisse exhibition (Baltimore
Museum of Art), 17

Maynard, M., 297

McCullough, S., 78

McDonald, D. W., 188

McNay Art Museum (San
Antonio), 204

Medda, A., 402

Media: deciding on ti: anver-
tising, 363-366; deciding
on timing of; 366-367;
integrated direct market-
ing use of multiple, 380fg;
interviews given to the, 394;
market environment role
of, 61-62; matching offer-
ing’s message with, 292;
museum use of digital and
virtual, 16-18, 201; post-
testing messages and, 368;
press releases to the, 390,
392, 393¢; public relations

related to, 390, 391¢;
strengths and weaknesses
of alternative advertising,
3641365t See also Museum
publications

Melbourne Winter
Masterpieces campaign
(NGV), 78, 80

Member panels, 446

Membership development:
research on, 259-260;
strategies for, 206; See also
Museum membership

Mercer, H. C., 183184,
186, 187

Mercer Museum
(Pennsylvania), 173, 185,
186, 187

Mergers and consolidaticns,
239

Merritt, E. E., 7,8 13, 155,
156, 171,165,491, 196,
202, 214 250, 327

Messages: designing advertis-
ing, 557-362; estimated
aumber sent to average
consumers, 347-348;
executive style of, 358; four
processes of, 348; match-
ing media to offering’s,
292; posttesting media and,
368; See also Advertising;
Communication

Met Net, 339-340

Metropolitan Museum of Art
(NYC), 3, 8, 12, 18, 200,
201, 204, 299, 322, 334,
335, 336, 339, 425

Mexico: Splendors of Tharty
Centuries (LA Coounty
Museum of Art), 211

M Puerto Rico: (Newark
Museum), 285

495

Miami Art Museum, 154,
418, 419

Miaoulis, I. N., 36

Micro Gallery (National
Gallery of Art), 311

Microblogging, 405

Midlands Hub of Five
Museums (UK), 465

Milewski, J., 220

Millicent Rogers Museum
(New Mexico), 412

Milwaukee Museum of Art,
13, 190

Milwaukee Public Museum,
196

Minneapolis College of Art
and Design, 300

Minneapolis Institute of Arts,
212, 235, 300, 314

Minnesota Historical Society,
325-326, 424

Minnesota History Center
MHC), 293

Mino, Y., 317, 321

Miraikan National Museum
atrium world sphere, 305¢

Miraikan National Museum
of Emerging Science and
Innovation ( Japan), 3, 88,
299-300, 305

Mission: definition of, 84;
environment relationship
to, 86; goal formulation
root of; 91-93; museums
and choosing its,
83-86; See also Museum
goals

Mission statement: Chicago
History Museum, 144;
developing the, 86-91; how
to write the, 89¢

Missouri Historical Society
(St. Louis), 302
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Mitchell, I., 350, 351, 353,
354, 396

Mitsui Memorial Museum
(Tokyo), 290

Model museum
practices: Britain Tate’s
distribution approach,
343-346; Chicago
History Museum (CHM)
repositioning, 144-149;
e-communication applica-
tions, 398—408; Fonthill
Museum (Pennsylvania)
marketing success, 173,
183-187; FSG (Freer
and Sackler Galleries)
[Washington, D.C.]
use of e-commerce,
243-246; Museum of Sci-
ence (Boston) marketing
approach, 35-39; National
Gallery of Victoria NGV)
brand development, 75-82;
Newark Museum’s (New
Jersey) marketing research,
281-286; Strong National
Museum of Play
(New York) transformation,
108-113; 21st Century
Museum of Contempc-
rary Art ( Japan) services,
317-321

Modernism: Designing a New

World 1914-1939 (Corcoran

Gallery), 102

MoMA (Museum of Modern
Art) [NYC], 13, 103, 106—
107, 199-200, 210211,
316, 335, 401, 418, 419

Monumental Ensemble
(Placa del Rei), 8

Moore, K., 294

Moral status anxiety, 162

Morris, M., 13, 190, 462

Morris Museum of Art
(Georgia), 134-135

MOS (Boston Museum of
Science), 35-39

MOSAIC, 124

Moss, W. W, 83

Mouseion (temple of the
Muses), 9, 19

MTV2, 15

Mucolo, M., 402

Mulcahy, K. V,, 194

Multibranch museums, 241

Murdoch, R., 75

Murdoch, Sir K., 75, 80

Muse Guggenheim Bilbao
(Spain), 326

Musée Canadien des
Cuvilisations/ Canadian
Museum of Crvilization
guide, 338

Museo ArcheolagicoItaly), 9

Museo del Fai:o (Museum of
Forgeries.and Counterfeits)
[Ttal1y 7

Muzeo Orientale (Italy), 9

Muscum Assessment Program
(MAP), 260

Museum boards: Corcoran
Gallery (Washington, D.C.),
102; description and func-
tions of;, 100—101; financial
support by, 219

Mouseum Branding: How
to Create and Maintain
Image, Loyalty, and Support
(Wallace), 142

Museum brochures,
376-377e, 394-396, 395¢

Museum Campus (Chicago),
137¢-138

Museum consumer invest-
ment: reducing cost of

Index

visit and, 176; visit length
concept and, 175-176;
visitor demand concept
and, 174-175

Museum consumers: AAM

report on museum visi-
tors, 154-157; achieving
expanded and diverse,
461-462; attendance rates
for various arts activities
(2002), 159¢; attracting
new, 168—176; character-
istics of, 157—-160; children
and vouth as, 170fig-172;
compedtion with other
lelsure-time providers

for, 163-166; cultural

and lifestyle influences

on, 161-162; decision
evaluation and execution
by, 179/fig-180; decision-
making and decisions by,
177-182; disabled, 129,
314; eight types of, 154;
empowered through Inter-
net, 34; encouraging future,
466-467; 5Cs (consumer
value) of, 29-30fig, 2874
functional and psychic costs
of, 23; goals for creation of,
24fig; information gather-
ing by, 177-178; investing
in, 174-176; marketing
role of, 24-25; modifying
product/technology for new
segments of, 64-65; motives
for museum attendance by,
160-161; multiple needs

of, 23-24; postpurchase
assessment and action by,
180-182; retaining existing,
166—168; satisfaction track-
ing, 446-447; social trend
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factors affecting, 162-163;
surveying, 265, 268-278;
use rates of, 123¢; vigilante,
163; See also Museum expe-
rience; Museum members;
Segmentation market bases;
Stakeholders; Visits

Museum development:

contemporary U.S.,

13-19; early historic, 9-10;
research to aid in,
259-260; in the United
States, 11-13

Museum development (U.S.):

changes in exhibition
design in, 14-16; changing
museum services, 18-19;
early history of, 11-13;
expansion since 1960s,
13-14; informal learning
at museums, 18; media
role in, 16-18; typology of

museum orientations, 19

Museum directors: Corcoran

Gallery (Washington, D.C.),
102; description and func-
tions of, 101-104; financial
support by, 219

Museum experience: building
quality, 174; contindous
experiential reporting on,
258; continuum of domains
of, 304fig; encouraging
future, 466-467; exhibi-
tion evaluation and visitor
research on, 253-259; hori-
zontal axis range of, 5-6fig;
importance of sociability
as part of, 161; informal
learning as central to, 18;
range of, 136fig; range
statements and matrix for
learning provision of, 72fig;

revitalizing the, 296-297,
302-307; six types of, 303
variety of possible, 4-5; See
also Mluseum consumers

Museum Film Network, 339

Museum Financial
Information Report (AAM),
155, 171

Museum goals: Chicago
History Museum, 144, 146;
creation of consumers as,
24fig; definition of, 91; for-
mulation of; 91-93; fund-
raising strategy, 231-236;
marketing plan section on,
31; six demand situations
relevant to, 25; See also
Mission

Museum kiosks (multiricdia
points of informationj,
406-407

Museum Loaa i ¥etwork
(MLN), 82¢, 422, 464

Museum marketing: budget
development for, 431-438;
cove concepts of, 30-31,
460-461; developing
plan for, 31-32; direct,
349¢, 371-384; exchange
transactions and relation-
ships of, 22-25; 5Cs of,
29-30fig, 287, 322-323¢;
Fonthill Museum’s suc-
cessful, 183-187; impact
of digital revolution on,
33-34; implementation of,
438-440; information and
control systems, 442-454e¢;
marketer role in, 25; mar-
keting mix (5Ps) of, 28,
29g, 30fig, 287, 294-295,
322-323¢; need for, 21;

organizational power
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relationships and, 440-442;
product concepts in, 29/ig;
strategic planning for,
27-30, 32, 43-82; See also
Marketing

Museum marketing budgets:

budgeting principles for,
436-438; common prob-
lems when developing,
432—434; as control tool,
435-436; example of com-
bined program and line-
item, 435¢ incremental and
decremental approach to,
432433, 437; three basic
functions of, 431-432; types
of, 434—435; zero-based
budgeting approach to, 437

Museum marketing models:

Boston Museum of Sci-
ence, 35-39; holistic,
26-27fig

Museum members: attracting

and managing, 208-210;
motivating, 212; retaining,
213; See also Museum
consumers

Museum membership:

Chicago’s Museum of
Science and Industry types
of, 209¢; defining, 208;
development of, 206; gen-
erating, 210-212; Met Net,
339-340; pricing, 423-424;
varieties of benefits, by cat-
egory, 211¢-212t; Web site
role in, 403404

Museum newsletters: Among

Friends (Corcoran Gallery
newsletter), 228; public
relations through, 394-396;
Travel Arts Partnership
Newsletter, 173, 204
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Museum of Contemporary
Art (Chicago), 424

Museum of Discovery and Sci-
ence (Fort Lauderdale), 370

Museum of Fine Arts
(Boston), 12, 325

Museum of Modern Art
(MoMA) [NYC], 13,
103, 106-107, 199200,
210-211, 316, 335, 401,
418,419

Museum of Natural History
(UK), 5

Museum of New Mexico, 64

Museum of Photographic
Arts (San Diego), 400

Museum of Science and
Industry (Chicago), 17, 134,
168, 208, 209¢

Museum of Spanish Colonial
Art (New Mexico), 401

Museum orientations
typology, 19

Museum partnerships: Dallas
Museum of Art Corporate
Partners Program, 225-226;
marketing resources
through, 464-466; museum-
to-museum, 239-240;
programs offered throtuzh
corporate, 224—226; Smith-
sonian Institution use of,
239-240fig; Travel Arts
Partnership, 173, 204

Museum programs/depart-
ments: American Museum
of Natural History (NYC),
205; Art Express program
(Art Institute of Chicago),
333-334; Chicago History
Museum (CHM), 146; cor-
porate partnerships with,
224-226; distribution and

convenience of, 322-346;
expanding capacity and
developing, 462—464;
Improving attractiveness
of, 298-302; internal envi-
ronmental scan of, 68
marketing budget empha-
sis on new, 432; off-site,
331-334; product portfolio
strategy for, 93-97; “Target
Tuesdays” (SF Asian Art
Museum), 224; Tate Learn
Online program (UK),
333; Tate Modern’s Raw
Canvas, 344; three criteria
for measuring attractiveness
of, 95; See also Exhibitions;
Offerings

Museum publications: bagsic
issues related to, 336-237;
catalogues of exhitite,
337-348; filrns, Videos,
and DVDs;355-339;
newsletters, 1/3, 204, 228,
394-320, See also Media

Museurii restaurants: Centre
Fempidou Restaurant
(Paris), 315¢; expanding
services of, 19; revenues
from, 202; services of,
314-315; visit length and
dining in, 175

Museum services: architec-
ture, seating, relaxation
spaces, and specialized
facilities as, 311-314;
changing nature of, 18-19;
characteristics of, 308-310;
courses, clinics, and
research, 314; customer
service role in improving,
307-308; demand estima-
tion of;, 310; distribution

Index

and convenience of,
322-346; growth
through offering new,
64; restaurants, 19, 175,
202, 314-315¢; sources
of demand for, 310; 21st
Century Museum of Con-
temporary Art approach to,
317-321; visitor orientation
and information service,
310-311; See also Customer
service

Museum Store Association
(MSAJ;201, 334, 426

Musgeum stores: e-commerce,
34,-39, 202, 243-246,
336; expanding services of,
19; merchandise shaped
by exhibitions, 335;
pricing items in, 424—426;
purchasable products avail-
able in, 315-316; as retail
channel, 334-336; revenues
from, 201-202; See also
Products

Museum tours:
behind-the-scene, 300;
revenue from tourism and,
204-205; Web sites for
designing personalized,
289; Yuletide (Winterthur
Museum), 300; See also
Tourists

Museum use rates, 123¢

Museum-Monastery
(Pedralbes), 8

Museum-on-the-Move (UK),
332

Museum-to-museum partner-
ships, 239-240

Museumland.net, 408

Museums: “big tent” approach
to counting, 156; branch,
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325-326; children’s, 63,
134; consumer-centered,
32-33fig; defining, 6-9;
human resources of,
100-107; multibranch, 241;
organizational structure/
culture of, 97-100; origin
and evolution of, 9-19;
outdoor, 8; renovations of,
189-190, 297298,
463-464; securing the
future of, 459-467; unique
characteristics of each,
3; volunteers working for,
107, 167, 214-215; See also
Organizations; Staff

Museums and Galleries
Commission (MGC) [UK],
261, 264

Museums and Tourism: Mutual
Benefit (Runyard), 264

Museums Libraries Archives
Council, 264

Museums of the World (2005), 7

MySpace: Tate Modern page,
346; Web 2.0 application
of, 400

Mystery shoppers (ghost
shoppers), 446

N

Nacher, Y., 311

Nanoscale Informal Science
Education Network, 37

Nathoo, S. S., 160

National Air and Space
Museum (Smithsonian),
176, 197, 341

National American Art
Museum (Smithsonian), 326

National Archaeological
Museum (Sicily), 3

National Center for
Earth-Surface Dynamics,
240

National Center for
Technology Literacy
(NCTL), 36-38

National Endowment for the
Arts, 158, 193

National Endowment for the
Humanities, 193

National Football Museum
(England), 294

National Gallery of Art
(Washington, D.C.), 137,
311, 312, 427

National Gallery of Victoria
(NGV), 64, 75-82

National Historic Landma’k,
187

National Longitudizz 1 Survey
of Children a=¢! Young
Adults, 1177

National Mus=um of
Austraiia; Canberra, 87-88,
258, 501

Nativnal Museum of Mexican
Art (Chicago), 120, 169

National Museum of
Natural History (NMNH)
[Smithsonian], 4, 16, 87,
88,158,171, 211, 291,
297, 298, 308

National Museum of Science
and Technology (Canada),
419

National Museum of
the American Indian
(Smithsonian), 19

National Museum of the
Marine Corps (Quantico),
88

National Museum Survey
(1989), 154
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National Museum Survey
(2005), 154-155

National Museums Directors’
Conference (2004), 169

National Palace Museum
(Taiwan), 203, 226, 341

National Portrait Gallery
(Smithsonian), 62, 337, 464

National Science Foundation
(Washington, D.C.), 155,
157,193, 257, 464

National Science Teachers
Association, 38

Natiose! Survey of Culture,
casure and Sport, 20052006
UK), 156

National Symphony
Orchestra (NSO), 125

National Toy Hall of Fame
(Strong National Museum
of Play), 112

National Travel Survey
(2001), 172

National Trust for Historic
Preservation, 141, 187

National Zoo (Smithsonian),
3,158, 294, 338

National Zoological Park
(Smithsonian), 176, 294

Natural History and Science
Museum (Cincinnati), 239

Natural History Museum
(Michigan), 333

Naturalist Center
(Smithsonian), 171

Navigating the Imagina-
tion exhibit (Smithsonian
American Art Museum), 14

Nelson, S., 199

Nesbit, R., 214

New Museum of
Contemporary Art (NYC),
134, 382
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171, 281-286
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Newseum Museum

(Washington, D.C.), 13,
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Home with the Last Tsar
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Night at the Museum (film),

14, 296
Nimer, D., 409, 415
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Nonprobability samples, 271
Nonresponse, 272
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(UK), 376, 377¢

o

Occasion segmentation, 122
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(NMNH), 297, 298

O’Connor, T., 106

Off-site programs, 331-334
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convenience of, 322-346;
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growth driver, 64; his-
torical view of, 289-290;
modifying current, 62-63;
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tion based on benefits of]
122; stage of readiness to
adopt, 123-124; taxonomy
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Exhibitions; Museum
programs/departments

Ohta, R. J., 258
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Art Museum), 258
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Olsen, E.,102

Omaha Children’s Museum
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G’ Malley, M., 420
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Museum of Science and
Industry), 17

One-level channels, 324fig
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Open-end questions, 274, 275¢

Operating costs, 190-191¢
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growth through, 65; financ-
ing, 238-241; four types of,
53-54; Internet as opening
marketing, 461

Opportunity analysis: impor-
tance of issue and, 31;
marketing opportunity
matrix for, 53¢ offer and
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opportunity matrix for, 964
of offering and marketing
opportunities, 62fig-63;
process of, 52-54; SWOT
matrix for, 48¢
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consolidations and merg-
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to-museum partnerships,

239-241

Oregon Museum of

Science and Industry
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O’Reiily fditorial Group, 399
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segmentation, 127

Organizations: mission and

mission statements of;
84-93; power relationships
in, 440-442; regulatory, 61;
structure and culture of;
97-100; value creation by,
85; See also Museums

Orr, T, 254

Osgood, C. E., 133

Oster, S. M., 56

Ostrower, E, 160, 169
Outdoor museums, 8
Outsourcing practice, 238fig
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|

Pachter, M., 153, 464
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(Seattle), 332
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Parkhurst, C., 84, 166
Parman, A., 62

Partial cost recovery, 92
Partnerships. See Museum
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106-107

Paths of Life: American Indians of
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Museum), 389
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(Salem), 13

Peale, C. W,, 11

Peale, R., 4

Pearman, H., 131

Pei, 1. M., 427
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People (5P element), 28, 29fig,
30fig

Performance Survey Report
on Pennsylvania Historic
Houses, 185

Perrot, P, 84

Personal interviews, 273
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segmentation, 121

Personicx, 124
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social, and technological)
analysis: described,
48-49fig; information
sources for, 49¢ ten:plate
for, 50¢

Peter F. Drucker Foundation
for Nonprofit Management,
442, 447

Peters, T., 99

Pew Charitable Trusts, 221,
328
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193, 200, 370, 414
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(Washington, D.C.), 239

Phoenix Art Museum, 258
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Piano, R., 235

Pinna, G., 198

Pine, J., I, 304, 307
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30fig

Plains Indian Museum, 360
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Podcasts, 405—406
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Porter, M. E., 55, 56, 58, 59,
83,85
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power, 441
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Strategic Plan, 131

Prado, 10
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Press releases, 390, 392, 393¢
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30fig
Price, ML.S.S., 282, 286
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issue of; 92, 412-413;
discounts or vouchers, 417;
donor support, 428; for
facility rental, 427-428;
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store items, 424-426;
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socially justified price and,
417, for special exhibitions
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points of view regarding,
a10~411; See also Admission
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sis of, 265, 267-268¢; defi-
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research, 265, 267-268;
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264-265, 266¢-267¢; from
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interviews, 266/-267¢;
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268-278

Print ad: designing, 358-360;
examples of, 354¢, 359¢

Privatization, 198—199

PRIZM, 124

PRIZME NE
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124-126¢, 128t

Probability samples, 270-271

Processing bias, 272

Producers: 5Ps output of, 28,
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role of; 24-25

Product (5P element), 28,

29, 30fig
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62f15-63
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of, 93-94, 97; offer and
opportunity matrix for, 964
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criteria for, 95-96¢ strategic
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9495
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segments, 64—65; See also
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RIM (recency, frequency,
monetary amount) formula,

373, 381



Index

Ries, A., 114, 130, 131
Ripley, S. D., 9, 10
Robert Wood Johnson
Foundation, 221
Rockefeller Foundation, 221
Rockford Consulting, 355
Roman Catholic Church, 9
Roman, E., 380
Rose Center for Earth and
Space, 15-16
Rosenstein, M., 107
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330, 422
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Sato, T., 320, 348

Savage, G., 258
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Schultze, S., 198
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193-194

Seaman, B., 106

Seating, 311-313fig
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401-402
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behavioral, 121-124;
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(CHM) targeted, 146-148;
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mographic, 124-127, 1281
geographical, 119; group
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127; psychogranhic, 121;
targeting twecific, 129-130;
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bases ior, 118£-129; defini-
a0 of, 115; examples of
Internet information
sources for, 1174 require-
ments for effective, 127,
129; steps in targeting, posi-
tioning and, 115-118

Selection bias, 272

Semantic differential tool,
132135

Serrell, B., 174, 249, 255,
256, 292

Services. See Museum services

Settle, R. B., 271

Seybold, P, 202

Seymour, H., 218

Sharing Connections, 422

Shedd Aquarium (Chicago),
27, 137¢, 138
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Cultural Center (Alaska), 62

Silver, A. Z., 12

Simple random sample, 279

Singer, M., 5

Six forces analysis, 56-57fig

Sixtus I'V, Pope, 9

Skramstad, H. K., Jr., 90, 459

Skype, 403

Small, L. M., 102-103

Small Museums
Administrators’ Committee
(AAM), 465

Smitli; B., 220

Smithsonian Institution: Affili-
ations Program (SITES)
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kept by, 16; free admission
policy of, 410; image built
by, 134; Lawrence Small’s
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mission statement of; 87; on
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experience, 4; on museum
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171; museum partnerships
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museums: (continued)
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243-246, 336; Hirshhorn
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176, 197, 341; National
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of American History,
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tory (NMNH), 4, 16, 87,
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Socially justified price, 417
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for Change), 363
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389
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389
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Split Rock Lighthouse
(Minnesota), 326
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fundraising effectiveness
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income and material
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60-61¢
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analysis rolc o1, 60-62;
differentviews of mission
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219; relationship between
museum and, 153—-154;
types of, 60; See also
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State Hermitage Museum
(St. Petersburg), 201-202

Statistical Survey of the
American Association of
Art Museum Directors
(2007), 15

Stephen Decatur House
Museum (Washington,
D.C.), 141

Stern, L. W., 441

Stone, B., 376

Strategic business planning
grid, 94¢
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Strategic Management for Non-
Profit Organizations: Theory
and Cases (Oster), 56

Strategic market planning
process (SMPP): environ-
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47fig-69; National Gallery
of Victoria practice of]
75—82; overview of, 45,
46fig-47fig; review of,
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understaking a marketing
auditseep in, 69-73

Stratesic marketing: plan for,
2728, 31-32; setting the
core, 93; SMPP (strategic
market planning process)
format for, 45—83, 93;
Strong National
Museum of Play, 108-113;
tactical, 28

Strategic planning: defining,
43-45; need for, 2728

Strategic plans: benefits
of, 44-45; portion of
fundraising, 44¢; sections
and development of,
31-32

Stratified random sample, 270

Strengths analysis: marketing
audit of, 69, 70¢-71e¢; steps
for changing weakness, 69,
73; SWOT analysis for,
661-67fig

Strong, M. W., 109

Strong National Museum of
Play (New York), 108-113

StUE, 160

Style magazine, 402

Suci, G. J., 133

“Sue” (Tyrannosaurus rex) [Field
Museum], 296
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Suggestion systems, 446

Sullivan, R., 297

Summative evaluation,
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Suri no Tsubasa Workshop
(Miraikan National
Museum), 299

Survey steps: 1: defining
program and research
objectives, 269-270;
2: developing the research
plan, 270-273; 3: designing
the questionnaire, 273-276;
4: collecting and analyzing
the data, 276; 5: preparing
and presenting research
report, 276; 6: evaluating
and implementing the find-
ings, 276, 278

Surveys: consumer inten-
tion, 277¢; procedures for,
265; steps in process of
taking, 268-278; See also
Questionnaires

SWOT analysis: competi-
tion examined using, 55;
evaluations of strengths
and weaknesses, 66(-67/1g;
examining threats and
opportunities using; 3C-36;
templates for, 481, 66¢

Systematic bias, 271

T

T. Rowe Price Associates
Foundation, 420

Tactical marketing: described,
28; developing attractive
offerings using, 287-321;
distribution element of,
322-346; elements of,
287t; Tate Britain and Tate

Modern application of,
343-346; 21st Century
Museum of Contemporary
Art use of, 317-321; See also
Marketing

Taiwan Business Bank, 226

Taking Part survey (2007), 264

Tang, H.-C., 140141

Tannenbaum, P. H., 133

Target Corporation, 224, 419

Target marketing: segments
used for, 129-130; steps in,
116fig

Tate Britain (UK), 16-17, 410

Tate Learn Online program
(UK), 333

Tax issues: museum non-
profit status, 426; UBIT
(unrelated business tax
abuse, 201; See atsa Internal
Revenue Seryice (IRS)

Taylor, F. H: 11

Taylor, R.;/395

Teacher 1raining programs,
299

Techinology: aimed at youth
audiences, 171-172;
e-commerce, 34, 39, 202,
243-246, 336, 461;
e-communication,
379-380, 398-407; modi-
fying for new consumer
segments, 64-65; museum
Web sites, 16-18; vir-
tual exhibitions, 1618,
401-402, 407-408; See also
Internet; Web sites

Telemarketing, 378-379

Telephone interviewing, 273

Textile Museum (Washington,
D.C), 15

Theory of Distribution Channel
Structure (Bucklin), 323
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Threat analysis: matrix
for, 51-52¢ process of,
50-52; SWOT matrix
on, 481

Tumewatch series (BBC), 14

Tintoretto, J., 240

Tissler, D., 160

Titanic (Franklin Institute), 201

Toledo Museum of Art, 12,
163

Tom Thumb, 11

Tonkin, S., 258

Tourism Vancouver Info
Ceiter, 398

Toctism Vancouver Web site, 398

1sarists: marketing to,
172—-174; Museums and
Tourism: study on, 264; as
revenue source, 204-205;
See also Museum tours

Toyota Corporation, 465

Toyota Maryland Science
Center, 224-225

Transmitting message, 348

Travel Arts Partnership Newsletter
(2003), 173, 204

Travel Industry Association of
America, 172

Traveling exhibitions,
326-331

Trescott, J., 14, 102, 103

Trout, J., 114, 130, 131

TTY (text telephone), 314:

21st Century Museum of
Contemporary Art ( Japan),
301, 311, 317-321, 348¢

Two-level channels, 324/fig

U
UBIT (unrelated business tax),

201
UBS Investment Bank, 225
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UBS Openings: The Long
Weekend (Tate Modern),
344-345

Udvar-hazy Center
(Smithsonian), 13

Uffizi Gallery (Italy), 3

UK Museum Loans Network,
328-329

Umbhoefer, D., 198

Un-informs, 210

Unique selling proposition,
137-138

United Kingdom (UK):
museum visitor patterns in,
156; visitor survey (1990s)
in, 173

United States: museum
development in contem-
porary, 13-19; museum
development in the, 11-13

University of Illinois, 297

U.S. Army Museum
(Washington, D.C.), 13

U.S. Bureau of Labor
Statistics, 117fig

U.S. Bureau of Labor
Statistics Survey (2005), 214

U.S. Census Bureau, 155, 156,
164, 165¢

The U.S. Census Bureau Suizey
on Adult Participation in
Selected Leisure Activity by
Frequency 2005 (U.S. Census
Bureau), 164

U.S. Department of
Commerce, 173, 204

U.S. Department of
Labor, 301

U.S. Holocaust Memorial
Museum (Washington,
D.C)), 17, 139, 293, 400

U.S. Marines Museum
(Washington, D.C.), 13

U.S. State Department, 328
Use maximization, 92
Useem, M., 279

User positioning, 135

User role, 178

User status segmentation, 122
Utah Family Museum, 63

A\

Value chain framework:
competitive planning using,
56; corporate growth
by expanding, 64; for
museums, 59fig

Value creation, 85

Vaughan, G., 75

Venice Biennial Festival,
204-205

Verdager Museum-House, 8

Victoria and Albert-NMuseum
(UK), 226, 324,580, 410

Videoblogs, 404

Videos (educational), 338-339

Vigilante consumer, 163

Vine. L., 156

Virginia Museum of Fine Arts
(VMFA), 84, 331-332

Virtual exhibitions: expanded
offerings through, 1618,
407-408; Humble
Masterpieces (MoMA),
401-402

The Virtual Library, 33-34

Visibility, 139

Visitor demand concept,
174-175

Visitor orientation, 310-311

Visits: length of, 175-176;
reducing cost of, 176;

See also Museum consumers

Volunteers: attracting and
managing, 214-215;
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functions and roles of, 107;
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practiced by, 167

Vsgele, S., 374

W

Wade, C., 376
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(Minneapolis), 13, 16, 139,
211, 295, 300, 341, 369

Wallace, M. A., 142

Walsh, A., 258

Walt Disiey Company, 289

Walter: Art Museum
(baltimore), 167, 314,
120, 421

Waterloo Farm Museum
(Michigan), 8

Waterman, R., Jr., 99

Watson, S., 106

Waxman, S., 4

Weaknesses analysis:
marketing audit of] 69,
70e~71¢; steps for changing
weakness, 69, 73; SWOT
analysis for, 66¢-67fig

Web 2.0: description of,
399-400; Flickr, 400-401;
MySpace and Facebook,
346, 400; Second Life,
401-402; YouTube, 401

Web sites: blogs, 404-405;
Bronx Zoo’s Kids Go Wild!
game on, 371; Chicago
History Museum (CHM),
146; Denver Museum of
Nature and Science, 107;
designing personalized
gallery tours through, 289;
directory of, 33-34;
e-communication through,

402-403; entering new
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geographies through, 65;
Flanders Field Museum
(Belgium), 294-295; of
Fonthill Museum and
Mercer Museum, 186;
FSG wholesale gift shop,
245; list of selected, 340¢;
Metropolitan Museum of
Art (NYC), 335; museum,
1618, 33-34, 65; museum
e-commerce, 34, 39,
202, 243-246; museum
membership and role of]
403-404; Museumland.
net, 408; Strong National
Museum of Play, 112;
text ads on radio station,
362¢; Tourism Vancouver, 398;
Virginia Museum of Fine
Arts (VMFA), 332; virtual
exhibitions on, 1618,
401-402, 407-408;
See also E-communication;
Electronic distribution;
Internet; Technology
Webb, E., 264

Well, S. E., 18, 85

Weiss, M. J., 125

West Midlands Hub of
Museums (UK), 395¢

Westbrook, E., 80

White Museum of
History and Science
(San Antonio), 65
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Art, 360

Whitney Museum of
American Art, 330, 422,
465

Wikipedia, 399

Willer, M., 141

Williams, J., 78

Wilson, R. I, 371

Wilson, Sir D. M., 84

Winterthur Museum
(Delaware), 300

Witte Museum (S-n_Antonio),
204, 299

Wolf, T, 4¢7

Wolfe, 20, 420

Wolft Giins, 141

Warld Heritage Site, 350

507

Wright, F. L., 173

Wright, P. L., 348

Wright, S., 73

Write Your Own label contest
(Tate Britain), 17

Y

Young Digerati segment,
125, 128¢

YouTube, 401

Youtz, P, 11

Z

Zaretsky, D., 218
Zero-based budgeting, 437
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Ziehe, J., 312
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National Zoo), 338
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