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OMA Conference 

Your Visitors: Who are they 
really and how can you reach 

them? 



•Non-stop change 

•Workload 

•Teacher Work-to-rule impacts school visits 

•Website development 

•Ongoing deficiencies work 

•Ongoing capital work 

•New working relationships: workload for other departments, service 

agreements 

•Development of policies and procedures 

•Staffing not at full complement 

•No full time marketing person on staff 

 

 



•After a 2-year+ closure the marketing strategy delivered by consultants 

failed to advance the operation’s pre-closure strategy 

•Organization had to developed, quickly, a new approach that 

incorporated the new brand, larger facility and programming 

•Diversity 

•Relevance 

•Value 

•Sustainability 

•Innovation 

•Audience Expectations 

• Use of Environics Analytics PRIZM software was decided upon 

 



•PRIZM=Market Segmentation software 

•Postal code analysis uses hundreds of databases to provide target group 

values, media preferences, income, education, lifestyle choices, consumer 

preferences… 

•With hundreds of different reports available PAMA focussed on:  

•postal code areas with high cultural consumption 

• the local neighbourhood 

•a gap analysis of New Canadians in the community that did not go to 

museums or art galleries 



•Were advised to “re-claim” pre-closure visitation numbers (25k) 

as this would be considered a highly successful first year 

•Set theme for Year One as “Welcome and Welcome Back” 

•Analyzed reports to determine where high levels of cultural 

usage were centred in all three municipalities 

•Looked to see where there were high levels of education 

•Established South Asian market had values that could be 

appealed to 

•Developed campaign around “Free. Family. Fun.”  and “Your 

Stories Here” 

 



Cluttered Nests 

•Retired seniors and young families 

•University and high school education 

•Interested in their roots (archives)  

•Blue cheese 

•Baseball 

•RRSPs 

•Jewelery 

 

 
 

 



Lunch at Tim’s 

•Mature and young people 

•College and high school 

•Service sector/blue collar 

•Patriotic 

•Fishing and Hunting 

•Hockey 

•Affordable beer 

•Drive domestic cars 

 
 

 



South Asian Society 

•Younger, upper middle class 

•Homeowners 

•Mixed education 

•Service sector/blue collar 

•Pursuit of originality/personal identity 

•Brand name shopping 

•HD televisions and podcasts 

•Fruit drinks 

•Drive foreign cars 

 

 

 

 
 

 



 



 

 •Approach is a combination of local knowledge and hard data 

•No time or money to create multiple campaigns 

•Accessibility guidelines dictated use of Plain English but still 

appeal to well-educated cultural participants 

•Had to follow new branding guidelines with a “Community 

Cohesion” mandate 

•Build the best possible visitor experience and appeal to the 

overlaps: 

•Multi-generational learning, primarily families 

•Better understanding of local community & history 

•Engaging 

•Cost-sensitive/great value 



 

 

 

Identified who is in the community NOW 

•Families 

•Pets and PCs, Newcomers Rising, South Asian Society 

•Diversity 

•Newcomers Rising, South Asian Society 

•Seniors 

•Cluttered Nests, God’s Country, Blue Collar Comfort, 

Winners’ Circle, Grey Pride 

 

 



 

 

 

Multi-level Campaign to address 3 municipalities: 

 

•Car culture focus 

•Bus bay ads 

•Bus ad 

•Billboards 

•Public works signs 

 



 

 

 

•Awareness Campaign 

•Targeted and repeated mail drops (previous visitors and those 

identified through PRIZM 

•Local neighbourhood: update letters, invitations to VIP events, Swag 

•Newspaper inserts (including multicultural papers) 

•Digital and Print Ads e.g. Weather Network, Toronto Star,  Help 

We’ve Got Kids… 

•New website 

•Community Events e.g. farmers’ market, historical events 

•Contests to win memberships & VIP events 

•Facebook 

•Internal staff campaign with Regional Intranet 



 

 

 •What we discovered we should/could not do: 

•Focus exclusively on those who already would come 

•Attract and develop new audiences 

•Radio: demographics showed this would be too dispersed 

•Couldn’t afford media buys re: television 

•Brochures did not go to Tourism locations 

•Restricted Social Media effort to just Facebook 

•No gala event 

•Collapse when it was over… 



 

 

 
•Three separate openings for the public but also: 

•A VIP event for donors, volunteers, members and VIPS 

•Special event for Aboriginal Community 

•Separate event for Archives re-opening… 

 

•Opening events attracted close to 7000 people 

•Rentals of the space skyrocketed 

•Family memberships jumped, especially with new members 

•Year One visitation = over 66,000 



 

 

 
Year Two and Three Campaign 

•Focus on top 4-5 demographic groups in each community 

•Continue to use Environic data to understand media 

preference and values 

•Programs, messaging, distribution is based on data 

 

•Spend less (devoted 20%, aware 60%, unengaged 20%)  

•Do more 

•Better communication 

•Greater accountability and transparency around process 
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About 360º Impact Assessment 

MUSEUM 

Economic 
Impacts 

Tourism 
Impacts 

Community 
Impacts 

Experience 
Impacts 

Cultural 
Impacts  

Education 
Impacts 



Applications for your 360º Impact Assessment 

Grant 
applications 

Sponsorship 
requests 

ROI 
reporting 

Advocacy & 
government 

relations 

Annual 
reporting 

Capital 
campaigns 

Your Impact 
Assessment 



Measuring the Impacts 

 

4. 
Interpretation 

3. Analysis 
2. Data 

Collection 
1. Design 



Economic Impacts 

Spillover 

Induced 

Indirect 

Direct 

Measuring the economic footprint 
 
Employment  
 
Gross Domestic Product 
 
Labour income spending 
 
 



Tourism Impacts  

Cultural tourism spillovers 

Cultural activity 

 
Cultural 

audiences 

Measuring spillover effects 
 

Attendance 
 
 

Visitor spend 
 
 

Attribution 
 



Community & Experience 
Impacts 

A centre of community 
activity 
 
Civic participation 
 
Volunteerism 
 
Membership rates 
 
Social media  
engagement 

Contributing to sense of place 
 
 
Quality of life 
 
Leisure 
 
And yes, entertainment 
 



Cultural & Educational 
Impacts 

Preserving and presenting 
cultural heritage 
 
 
Audience engagement   
 
Collections 
 
Reflection of community 
diversity  
 

Contributing to the knowledge 
economy 
 
 
School programs 
 
Public education programming 
 
Academic research and 
publications  



Conclusions and Key Takeaways  

 A 360º impact assessment lets you tell the whole story 
about how you have an impact  

 It lets you position yourself for capacity building  
 You can determine the 360º impact of your 

organization, a  cluster of cultural organizations or an 
entire sector  

 You can determine the impact you have locally, 
regionally, provincially or nationally  

 The indicators you choose to evaluate should always 
align with the core mission of your organization  

 The key to success is balancing the available resources 
with the story you want to tell 



Thank You! 

Follow us on Twitter @NordicityGlobal 


