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12. All research methods are equal and therefore, inter-
changeable.

Many believe that comment cards received at an exhibi-
tion, visitors register comments or brief evaluations received
at a lecture or workshop are just as worthwhile and reliable
and accurately represent visitors' views as the data from a
carefully conducted survey. Instead, these voluntary com-
ments or the evaluations that have been handed out with no
plan and no follow-up to insure a representative sampling of
opinion can mislead. Research shows that people who
voluntarily answer either are very positive and very negative.
The in-betweens have to be sought out.

******************************

13. Museums should be delighted with a 20-30% return
rate on a survey.

Instead, they should be chagrined. Only the devoted or
the complainers answer to the first mailing or first round of
a survey. Assiduous follow-up is necessary to learn the
responses from the bulk of the population being surveyed.
Never accept less than a two-thirds response rate if you are
using the results to guide decision making. If you expect to
make a life-and-death decison, it may be necessary to get at
least 80-85% response rate, to be sure you are proceeding
correctly.

******************************

14. Focus groups are as good as a detailed survey and
cheaper.

Focus groups and surveys serve different purposes and
are not interchangeable. Focus groups can explore general
responses, attitudes, interests in a loosely structured manner;
surveys are more effective for acquiring specific data which
can be quantified and analyzed by a variety of statistical
programs.

15. Qualitative research gets at the affective domain and
quantitative at the cognitive, and never the twain shall
meet.

By carefully structuring leisure statements based on
important concepts of leisure attributes, the research can
comprehensively probe attitudes, values, opinions, and inter-
ests in a quantitative questionnaire that is self administered or
proffered by a personal interviewer.

******************************

16. Demographics will tell you all you need to know about
your audience.

Demographics should provide the framework within
which the other data are analyzed, but they will not tell you
why people are or are not visiting the museum. Only psy-
chographics will tell the why and the how, explore the sociali-
zation patterns and life styles and peer group influences of
visitors and nonvisitors. A museum that focuses its survey
research on demographics is selling itself short.

17. If the museum says it's giving visitors twice as much
to see/do as in the past, it can charge twice as much as in
the past.

Admission fees must be related to what the public
perceives to be "value." The museum may think it's provid-
ing twice as much value, which justifies doubling the price.
It the public doesn't believe it's getting twice the value for
twice the price, it will be disappointed, disenchanted, and
spread the word that the museum is a ripoff. q
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M. Borun & M. Miller (1980). What'sIn a Name? A Study of
the Effectiveness of Explanatory Labels in a Science Mu-
seum. Philadelphia: Franklin Institute of Science.

One of the studies in Borun & Miller's report compared
people's preferences for label length with what they actually
read. Respondents were divided into five groups, each
received a different number of lines of text (14, 21, 29, 38,
45). Respondents tended to prefer slightly more lines than
they were actually given, except in the case of the longest
label of 45 lines. Thus, when there were 14 lines available,
visitors averaged preferred number of lines was 18; when 21
lines were available, average lines preferred was 25; etc. In
contrast to preferences, the number of lines actually read was
always less than the number of lines available. When there
were 14 lines available, an average of 13 were read; when
there were 21 lines available, an average of 17 lines were
read; etc.

The study demonstrates a clear difference between the
stated preferences of visitors and their actual behavior.
Respondents tended to prefer more lines than actually avail-
able, but consistently read fewer lines than actually available.

S. Bitgood & K. Richardson (1986). Validation of Self-
Reports in a Zoo. Technical Report No. 86-30. Jacksonville,
AL: Center for Social Design.

This study assessed the validity of self-reports on two
activities: self-tracking and time estimation. Visitors who
were unobtrusively observed were asked to retrace their path
through the Birmingham Zoo. While visitors were 83.5%
accurate in reports of whether or not they entered a specific
exhibit area, they were only 61.2% accurate in tracing the
pathways they took through the zoo.

In addition to being tracked by the observer, visitors'
total time in the zoo was calculated by means of a stop watch.
As they exited, visitors were asked how long they had been
in the zoo. Only about 15% of visitors could accurately
estimate within 15 minutes total time in the zoo. Close to40%
of respondents overestimated their time by more than 15
minutes and over 20% underestimated their time. About25%
refused to make any estimation at all.

The results of these studies suggest that self-reports are
often inaccurate if they are not validated.q


