IMAGINE NO MUSEUMS, PART 2:
LEARNING AND KNOWLEDGE

A 2023 ANNUAL SURVEY OF MUSEUM-GOERS DAT

Imagine no museums ...

| w h e!
L k g n
e o0,e :
a p W e Ve
| Qe eee e - €0,
a mfe, -‘w..!
a at .’

For most people, when they think of

the purpose and impact of
‘/J@ museums, learning and knowledge

& come immediately to mind.

Indeed, 9 out of 10 museum-goers
say museums have made them ‘ ‘ ‘ ‘ ‘
"more knowledgeable." ‘ ‘ ‘ ‘ .
That's a great outcome!

When we asked museum-goers to "imagine no muse
and share with us how they thought their lives and
communities would be different without museums, \
was no surprise that learning and knowledge was
mentioned more than any other impact. Nearly half of responde
mentioned it in their answer.
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The value of these
learning experiences{l
was consistent across
age and life stage. Additionally, about the same percentage

respondents talked about learning and knowledge in 2023 a:
2018, when we last asked this questio

But there was something that we did

notice that may be rather important: more
"Resistant" people were signi cantly less
likely to talk about learning than other,

more open and curious respondents. And
there were sub-themes where the "
di erences between these mindsets were
more dramatic.

What do we mean by "Resistant?" In shor*

"Resistant” people tend to resist certain “MS o< aE ¢y
types of content that museums often mk e ,
g n

share, especially content that is inclusi = s
supports climate action, promotes civil 0 de o— &
discourse and civics, and/or that wi .t
encourages a connection to humanity.

About one in five U.S. adults (and one in

five frequent museum-goers) fall in this

"Resistant” group. They are a small, but

vocal, minority. &
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Most responses about learni
were straightforward, mentioning
learning new things, gaining
knowledge, or simply saying th
learning was important.

While most left it at that, there were
® some respondents that shared
deeper, more complex, or more
emotional thoughts. These fell into
three general categories:
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While these thoughts

focused on the
knowledge-gaining and
learning that happens in
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museums, there were othe

Impacts that museum-goers
felt were incredibly important
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Data Stories, we'll be sharing
their thoughts about

Inspiration and creativity, the
role of museums in civil
soclety, and look specifically
at the value of history (and
il

the role of museums as
memory-keepers).

Annual Survey of Museum-Goers Data Stories are created by Wilkening Consulting on behalf of the American Alliance of Museums. Sourc
« 2023 Annual Survey of Museum-Goers, n = 107,187; 228 museums patrticipating
» 2023 Broader Population Sampling, n = 2,002
* 2017 - 2022 Annual Surveys of Museum-Goers

*Data Stories share research about both frequent museum-goers (typically visit multiple museums each year) and the broader population (including casual
non-visitors to museums). See the Purpose and Methodology (Update) Data Story from September 12, 2023 for more information on methodology.

More Data Stories can be found at wilkeningconsulting.com/data-stories.
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