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Attention, Reaction, Connection

1. Attention caught The simple number to count. Website pages views, visits to exhibition, 
number of uses of an interactive, attendees to a 

2. Immediate 
reaction

The emotion or feeling the visitor experiences, could be anything that is part of 
the intended design: awe, sadness, humour, intrigue. (For exhibitions the 
Audience Insights team use Jan Packer’s DoVE) 

3. Personal 
Connection

The audience connection to the taonga, story, image, conversation, experience. 
“I remember when…”, “This is like that thing…”, “I think this is an important 
question because”, “I keep my cat inside because”, “My parents talked about 
that”



Insight

4. Simple learning The visitor learns some basic facts or concepts, and retains them. “I didn’t 
realise the Treaty means different things in the two languages”, “I knew Lake 
Taupo was related to a volcano, but I didn’t know what a caldera was”, “I didn't 
know bees needed this particular plant so much”

5. Applied Personal 
learning

The visitor retains the knowledge and continues to consider it. “I’ll keep an in out 
for bees around my garden to see what plants they like”, I read this news story 
about the treaty and I understand the other side more now”, “This has informed 
my research/homework”

6. Empathic learning The visitor learnt something about others and continues to consider it. “I might 
ask my workmate about that tattoo on their leg”, “I saw that news story and I 
don’t think it’s as simple as they said”, “I’ll pay more attention when buying 
canned tuna now”



Action

7. Personal Action The visitor undertakes a new or newly informed action as a result of the 
experience. The actions are considered and deliberate. Like following levels, 
they are post-”visit”, possibly some time after. “I planted a few of those plants to 
see if it helps the bees”, “I’m going to put a submission in on that proposed 
government act”, “after that talk on gender equality I’m going to ask for a raise”, 
“I’m going to change my career”, “I’m not going to get that “tribal” tattoo”

8. Group/ 
Community Impact

The visitor undertakes a new or newly informed action that has impact on a 
group or community, as a result of the experience. “I’m going to start a stream 
restoration project in my neighbourhood”, “I’m going to create an art tour for my 
class”, “I’m creating a learning resource for my class”, “I lead a tramping (hiking) 
club and going to include this in our guide”

9. National Impact Obviously much harder, can take years. Could be: affecting government policy, 
influencing a national economic outcome. Te Papa has two examples: Te Maori, 
and Matariki



Barriers for engagement and impact
We know there is friction and barriers for any visitor with any experience, on-floor or online

Time (during and after visit), attention, dependants (up and down), physical space, interactive space, screen space, literacy 
levels, museum fatigue, accessibility issues, subject knowledge, digital literacy, language, sensory overload, age, height, 
wayfinding, money, distance, transport, and on, and on
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%  
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At programme level, different goals for different products
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Example: Collection Wall
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500 user 
sessions per 
week

Average 
session 
length 
greater than 
3m 30s 

3 or more 
artworks 
viewed at full 
size per 
session 

58% of sessions 
result in an 
artwork being 
successfully 
sent to Art Wall 

50% of 
submissions 
include a 
comments

20% comments 
indicate 
emotional 
response (joy,, 
surprise, 
warmth)

20% show a 
simple visual 
appreciation 
(e.g., enjoyed 
the colour, 
texture)

20% of 
comments 
indicate 
personal 
connection to 
a selected 
artwork (e.g. 
reminds me of 
the barn on 
the farm I 
grew up on)

5% of 
comments 
indicate a new 
appreciation 
of Te Papa’s 
collection

5% of 
comments 
indicate new 
art 
“confidence”

5% of 
comments 
demonstrate 
personal 
interpretation 
of artwork



Example: Gallipoli | Scale of our War
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50,000 visitors 
through the 
exhibition per 
month

Equivalent 15% of 
NZ population 
seen exhibition 
before it closes

1000 school 
groups through 
before exhibition 
closes

85% of (sampled) 
visitors report 
some kind of 
emotional 
response e.g.:

“Moving”
“Overwhelming”
“Awesome”
“Scary”
“Depressing”
“Amazing detail”

25% of (sampled) 
visitors are 
observed reacting 
emotionally e.g:
- Sitting carefully 
observing the 
giants
- Talking to 
group/ other 
visitors about 
sadness, 
scariness

300 poppies left 
per day

40% of (sampled) 
visitors report a 
personal 
connection, e.g:
“My Grandfather 
was in the war, I 
wonder if his gun 
was like that?”

“I hope I never 
have to go to war, 
I wouldn’t handle 
it”

35% of (sampled) 
visitors report 
learning 
something new, 
e.g.:
“I didn’t realise 
the trenches were 
so close 
together”

30% of (sampled) 
visitors report 
learning they can 
apply to their 
lives, e.g.:

“At home I have a 
photograph of my 
grandmother on 
the Hospital ship, 
now I can see 
what the rest of 
the ship was like”

“Imagine if that 
happened now if 
we allowed that 
many people to 
be killed, that’s 3 x 
the population of 
my home town”

20% of (sampled) 
visitors report 
sharing stories or 
opinions with 
others, or 
considering other 
people’s 
perspectives

“Had a talk at 
family dinner 
about war”

“I consider the 
Turkish side of 
the story now 
when at the Dawn 
Ceremony”

2% or surveyed 
visitors report 
personal action 
influenced by the 
exhibition e.g.:

“Decided to join 
the Army”

“Decided not to 
join the Army”

“Found my 
Grandfather’s 
medals, 
undertaken 
research, and 
contributed to 
Cenotaph”

“Adjusted my 
Europe holiday to 
allow a trip to 
Gallipoli”



Example: Collections Online



Creatives       
Subject 
enthusiasts

Professional 
researchers

Casual
researchers

Comments to 
includes 
examples such 
as:

"I saw a 
wonderful 
collection of 
photos from 
New Zealand. 
Thank you!"

"Good info!"

"I love that all the 
information is 
readily available, 
and the pictures 
are 
detail-oriented."

Visitor 
satisfaction 
greater than 
8/10 of sample

Comments 
indicate 
personal 
connection, e.g.

“I have a 
collection of Mt. 
Taranaki images 
hanging in a 
gallery wall. This 
is beautiful.”

“Nice picture for 
my phone 
wallpaper"

"To search an 
item, I may buy."

 

 

“Research into 
the background 
of winter scenes 
by the 
Impressionists.

“Look up what 
happened in 
1981 springboks 
tour in Dunedin."

"To learn more 
about the 
Pre-Raphaelites."

"I was reading 
my copy of Titi 
Heritage.I was 
interested to see 
what the mutton 
bird scrub 
looked like."

"To learn more 
about how to cut 
flax correctly 
and know the 
ritual."

"Looking for a 
landscaping 
moss to use in 
my garden to 
create a 
Japanese zen 
area. Didn't know 
if this moss lives 
in NZ. Google led 
me here.'

"For the 
@pariscollageco
llective 's week 
challenge."

"It allowed to 
further my 
understanding of 
my uncle’s 
studies."

"To better 
understand and 
appreciate the 
historical and 
current 
significance of 
tapa within the 
Polynesian 
community."

"For correcting 
and completing 
my file on the 
international 
tours of 
apartheid South 
Africa."

“Looking for 
anti-nuclear 
badges to buy 
and distribute in 
Australia”

"To look at 
Xena's outfit for 
research. I'm 
working on a 
Xena doll."

“I'm a teacher, 
using it for a 
lesson."

"I have been 
commissioned 
by Te Ātiawa to 
carry out 
historical 
research in 
support of their 
application for 
customary 
marine title 
under the 
foreshore and 
seabed act."

"To find 
information for 
and 
English-as-a-sec
ond-language 
lesson I am 
going to teach 
this week."

The 
reconstruction 
of a lost site (eg. 
Pink and White 
Terraces)

 

Govt policy 
informed
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Final analysis

- Evaluation undertaken by Pawel Banas, Audience Insights Advisor
- Data sources used in the evaluation: Google Analytics, Download survey, HotJar pop-up survey
- 2165 responses evaluated by AIMAI (cost: ~USD20, time: ~4h)
- 99 random records reviewed by team member
- 25 instances in which AIMAI underscored discovered
- 8 instances in which AIMAI overscored discovered
- The results of AIMAI analysis were extrapolated to the full number of visits to Collections Online site 

and used as a basis for evaluation against AIM goals
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Collections Online evaluation 2024/25



Collections Online evaluation 2024/25

Attention Reaction Connection
Simple 

learning
Applied 
learning

Applied 
empathic 
learning

Personal 
action

Group or 
community National

Target 1,000,000 80000 40,000 300000 1000 1000 1000 1000 1
Actual 977139 780000 40396 45000 4000 480000 13600 38000 0
Measurement type Count Projection Count Sample Sample Sample Sample Sample No data



How do we evaluate
Depends on the experience

● Museum exit surveys
● Exhibition exit surveys
● Observation
● Product testing
● Follow up surveys
● Website popup surveys 

(Hotjar)
● Comments gathered as 

part of user contribution
● Collection Image download 

surveys
● Email and website 

feedback
● Partner and network 

feedback (eg Teachers)
● Long term anecdotal



AIM in experience development

Ideation Proposal Approval Develop Design Launch, 
experience 
lifetime

Evaluate Create 
report

Disseminate

High Level 
AIM, 
including 
identifying 
audiences

Includes high 
level AIM, 
alignment 
with HMPF, 
including 
channels 
used

Expectations 
locked in 
with ELT

AIM check 
throughout, 
any changes?

AIM check 
throughout, 
any changes?

- Exhibition 
evaluation 
surveys
- Exhibition 
experience 
surveys
- Interviews
- Staff 
feedback + 
observations
- Digital 
analytics + 
feedback

Including 
feedback into 
broader 
programme 
level goals



How it is used at Te Papa

● Originally only designed for digital experiences
● Quickly discovered it could be used for all audience 

facing experiences
● Some internal resistance
● Support from ELT
● Now a core part of programming and an SPE 

measure (a performance measure agreed with 
government)

● One tool in a suite to better plan and evaluate our 
programming

● Used as a training tool for sector development, 
even if AIM isn’t eventually used

● Successfully used for grant funding applications



When working with 
communities, using the 
Audience Impact Model, we can 
(co)-set and measure different 
impacts for different groups of 
people or communities, 
focusing on the most important, 
but understanding incidental 
impact as well. 

An example of Mana Taonga 
principle

Community co-designers, 
representatives. Small 

group, high impact

“Target” 
community

“General” 
audience, 
larger, but 
likely less 

direct or 
significant 

impact

The circles of audience 
proximity vs impact



Examples: Deaf audiences for public programmes

Research into New Zealand Sign Language public 
programming needs

- Inner circle: The NZSL consultants (2) and community 
organisations (2) we worked directly with

- Middle circle: The consultation group members (23)
- Third circle: The Deaf audience who attended (~30, 5 

families plus others)
- Plus: The wider “general” audience
- (We also had goals for Te Papa staff as well, eg learning 

some NZSL, better skills working with the Access 
community)
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Thank you

adriank@tepapa.govt.nz
https://www.linkedin.com/in/adriankingston/

mailto:adriank@tepapa.govt.nz
https://www.linkedin.com/in/adriankingston/?originalSubdomain=nz

