
Audience Research and 
Evaluations in POLIN Museum



Desk Research

We use external data for our analysis
Example of data showing that the museum’s market is growing: Central 
Statistical Office  „Culture Report” 

37,5 million
of visits in museums

in Poland in 2017 r

36,1 million 
of visits in museums in 

Poland in 2016 r. 

38,1 million
of visits in museums

in Poland in 2018 r



Data are everywhere!
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Muzeum Narodowe Kraków, gmach główny

Muzeum Narodowe Kraków Sukiennice

POLIN

British Museum

Rijksmuseum

Tate Britain

Wilanów Pałac

Muzeum Powstania Warszawskiego

V&A

Muzeum Sląskie

Tate Modern

Van Gogh Museum

Centrum Nauki Kopernik

Judisches Muzeum Berlin

Fabryka Schindlera, Kraków

Rynek w Krakowie, podziemie

Anne Frank House

Comparison of working hours in high season in 
different museums (source: museums websites)



Museum’s Statistics
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Indivuduals Groups

Museum’s Statistics reports give a lot of information useful for planning.
Example: statistics on groups vs individuals 2016-2019



Museum’s Statistics: days of the week
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PONIEDZIAŁEK WTOREK ŚRODA CZWARTEK PIĄTEK SOBOTA NIEDZIELA

P r o c e n to w y  u d z i a ł  z w i e d z a j ąc y c h  i n d yw i d u a l n y c h  z  p o s z c z e g ó l n yc h  l a t  w  k o n k r e tn e  d n i  t y g o d n i a

ROK 2016 ROK 2017 ROK 2018 ROK 2019 (do VIII)

Longer day but same 
numbers as on 

Monday

12,7% 0,4% 13% 20,5% 12,4% 22,7% 18,3%
Procentowy udział zwiedzających indywidualnych z lat 2016 – 2019 (VI I I ) w poszczególne dni tygodnia  

Źródło: IKSORIS, Wystawa stała - zwiedzanie samodzielne, Wystawa stała - zwiedzanie z przewodnikiem, 2016-01-01 - 2019-08-31



In-House Research 
Projects



• I’m in the museum 
because…

• What I remember at most 
from the exhibition is..

• Emotional
• Sometimes funny
• Interesting for promotion
• Could be categorized

Feedback Cards



• Ad-hoc surveys 

•Data bases with 
email addresses 
needed

• Examples: 
• A survey with teachers 

about changing 
opening hours 

• Lets ask about the last
campaign with our 
volunteers 

On-line Questionnaires (Survio)



• Used on events, workshops, 
conferences

• Who are the participants? 
(demographics, first, 
second, third timers)

• Satisfaction (topic of the 
event, language, 
organisation, etc.)

• Recomendation Index (NPS)

• Open ended questions

Paper Questionnaires



Evaluation Workshops

Structured and  
moderated internal 

discussions about positive 
and negative sides of an 

event/project ended by a 
report

ex. „suitcase and garbage:



• 4 most important
questions

• No open ended
questions

• Easy to prepare
(Canva)

Tear off coupons



Outsourced Research 
Projects



Segmentation Study

23%

21%

12%

12%

11%

8%

7%
3% 3%

FOLK TRADITIONALISTS

ASPIRING MAINSTREAM

HOME LOVERS BY CHOICE

INVOLUNTARY HOME LOVERS

KNOWLEDGE SEEKERS

YOUNG ESCAPISTS

CONSUMERS OF INSTITUTIONAL CULTURE

SENSUAL CONNOISSEURS

CORRECT CONFORMISTS

PARTICIPANTS IN 

CULTURE

• Who are our potential
visitors?

• Who is in my target groups?
• What do they like? 
• How to talk to them? 
• Which media do they use?
• What are their barriers and 

motivations?



• Who are the visitors? 
(demographics, first, 
second, third time in POLIN

• Satisfaction

• Recomendation Index (NPS)

• Visitor service, audioguides, 
brochures, security etc.

Satisfaction tracking on Core Exhibition (CAPI)



When you should check the 
quality of your service at: 

• Security desk

• Cashier

• Exhibition

• Audioguides

• Information system

• Brochures

• Restaurant

• Comfort at the foyer

Mystery Shopper



• Is POLIN in the TOP of Mind 
among culture institutions in 
Warsaw?

• How many inhabitants of 
Warsaw have heard about 
POLIN Museum?

• How many inhabitants of 
Warsaw have heard about 
POLIN Museum and want to 
visit it?

Brand Awareness in Warsaw

19%

32%

8%

41%

Have visited POLIN

Never visited POLIN 
but want to visit itNever visited

POLIN and don’t
want to visit it

Never heard about
POLIN

Base: Warsaw inhabitants, N=200



• How our new exhibition is
perceived by our target 
groups?

• What could still be improved?

• What are the conclusions for 
the future?

Perception of Exhibitions



Why do we need audience
research?

Case 



96 % of visitors are
satisfied

Source: quantitative tracking of visitor’s
satisfaction on Core Exhibition



Is that the 
whole trouth? 



Visitor experience research: methodology

Qualitative

WITH WHOM ?

HOW?

1. Knowledge Seekers
N= 4 FGI: 18-24l,25-34l
visiting with and without kids

2. Aspiring Mainstream
N=3 FGI, wiek: 25-34 2 FGI , 1 FGI:30-40l
visiting with and without kids

• Women and men 
• Have visited the museum during last 3 

months

21



After visiting the exhibition visitors have 
three main thoughts

 1000 years of common 
Polish Jewish history 

 Jews had an important 
impact in local culture, 
science, social life, 
economics

 Intolerance, persecutions 



Relaks/

oderwanie od 
codzienności/
odmóżdżenie

Visitors like the exhibition but their comfort 
could be improved

Careful listening and 
reading

Careful reading, discovering
interactive elements

Observation, 
contemplation, less reading

Observation, discovering, 
touching, less reading

going slower

Awaking looking, reading, 
discovering, dancing ,  

Looking, discovering, 
resting

Listening, looking, 
been tired

23

What about the Post-War Gallery? 



Everyone is satisfied but…

24

I was dreaming
about a coffee
To be honest

Too much
reading…

There was 
hardly

anywhere to 
sit We managed

to see only
half of it

Interactive 
elements

are not 
Interactive

enough!

My son was 
hungry so we 
stopped

I was 
getting lost
sometimes



Lost, tired, problems with words

Relaks/

oderwanie 
od 

codziennoś
ci/odmóżdż

enie

 Lost: how to plan a tour?

 No displays of the most interesting places / 
objects

 Not enough seats

 Post-war gallery overlooked

 Too much text

 Not enough interactive elements (especially 
young people under 18 and 18-24).

 Lack of knowledge that there is a  restaurant 
and bar

 None of the respondents heard about the 
shop and the information center

 Difficulties with finding a language to 
describe the permanent exhibition

25



Brochure

Photos of empty galeries, 
visitors can not recognise what
they have seen

Map:
there are no directions for visiting 
galleries, no photos of interesting  
objects.



Let’s help our visitors –
new brochure



Let’s have a look how the whole
exhibition look like

Clear title of each gallery
and its place on the exhibition

Big colorful photographs of galleries, 
people on the photographes

Clear division on galleries



Practical information, basic vocabulary

Information that the ticket
is valid the whole day, you

can rest and come back

How long is the visit, 
how many galleries we have

Short dictionnary

Information about the 
restaurant, shop, Ressource

Center, children corner



Let’s help our visitors –
new information system



Where we are now? 



Where we are now
and when we can make a break ? 



Let’s have a break!



Here is the restaurant and here is the shop



Here is the restaurant and here is the shop



Results

3%
12%9%

19%

88%

69%

Recomendation Index (NPS) is higher with the 
brochure

Krytycy Obojętni Promotorzy Without brochure

85 57

With brochure



Questions?
mzajac@polin.pl

mailto:mzajac@polin.pl

