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TO CREATE EXTRAORDINARY
LEARNING EXPERIENCES
THAT HAVE THE POWER TO
TRANSFORM THE LIVES OF
CHILDREN AND FAMILIES



Mission Success Is....

« Complex
e A fluid construct

* Includes but goes
beyond traditional
“numbers”



New Demands on Mission....

Metrics/measurable
Impact

Long-term sustainability
Attendance/revenue mix

Relevancy/vitality and
change

New technologies for
engagement




Old and New Demands Led Us To....

Define and measure family
learning

Broad and consistent Annual
Trends Analysis

Museum-wide Benchmarking
Initiative

New concepts for defining an
“extraordinary learning
family” and its implications
for the Museum




The Benefits of a Broad Integrated Plan
for Measuring Mission Success

* Cross- and Inter- divisional/departmental
collaboration

* Measuring, reporting, sharing regularly

 Reinforces our core value of being a
earning institution

« Data for decisions
o Staff, board, volunteer engagement




Annual Trends Analysis

Summarizes annual performance

Facilitates year-to-year
comparisons

lllustrates positive/negative trends
Revised annually

Basis for more in-depth
benchmarking




Trends Analysis Components

 Public Face of the Museum

— Visitor Satisfaction, Attendance, M’ship,
Family Learning, Exhibits/Collections,
N’hood

« Museum Operations

— Finance, Endowment, Development, HR &
Prof Dev, Marketing, Eval & Research,
Facilities, Safety & Security, Technology




Sample Financial, Contributed/Earned
Revenue Data - FY2007/

Eighth consecutive budget surplus; sixth year of le SS
than 5.75% draw from the endowment.

Endowment grew to a year-end record of
$313,993,000, up $38.8MM or 11.6%.

Net earnings and additions to the endowment were
$48.7MM, a five-year record.

Overall contributed revenue for the Museum for
FY2007 was $12,167,437, setting a five-year record.

Federal funding strong.




Sample Marketing Data - FY2007

* Increase in the number of market surveys/studies
completed (visitor surveys, outdoor family learnin g
surveys, special exhibition surveys, etc.)

« Combined unpaid traditional media presence and
web presence was significant at $3.6MM.

e Traditional unpaid media declined 19% ($1,533,395)
iIn FY2007 over FY2006 ($1,902,695), however unpaid
web media was established for the first time @
$2,140,223.




Sample Exhibit Development/Production
Data - FY2007/

e 11 record extraordinary family learning experiences In
FY2007

* Planning and funding efforts for 10 new extraordina ry
family learning experiences

 Number of collections objects used increased
significantly (+142%) to a five-year high of 7,997




Benchmarking at TCM

A Working Definition

A systematic way to identify the best products,
services, processes and practices that can be
adopted, adapted or created by TCM to

improve guality, quantity, timeliness, cost and
visitor/customer satisfaction




Benchmarking Rationale

Continual improvement is difficult
Defining “best in class” for nonprofits is challengi ng

Many important processes/operations/products are si milar to
those in place in entities outside  of museums

Benchmarking builds naturally from the TCM’s previou s self-
study and strategic planning efforts

Can lead to greater participation by all staffinc  ontributing
directly to the museum’s success and to department, team and
individual plans and achievements

Reduces uncertainty that is outside the control of staff




Benchmarking As A Process/Means For
Continual Improvement

Knowing ourselves, our strengths and our limitation S

Recognizing and understanding what the leading
organizations do in the areas in which we hope to
excel

Using the best processes available

Building on these processes to create even better
ones

Never stop improving!




Purpose of TCM Benchmarking
Initiative

Improve by learning from others
Better see ourselves from outside-in

Begin to know and to strive to become truly
“best In class”

Create consortia of like-minded museums,
nonprofits and for-profit businesses interested
In learning from TCM and from each other




The Benchmarking Process

St 1 * Know Thyself — Strengths/Limitations; ID Key
ep Processes, Procedures, Metrics
Ste 2 « Learn What Leaders Do - ID Consortia
p “Others”, Convene, Share, Invite
Step 3 - Use the Best, Create Action Plan
Ste 4  Collect Data; Build Better Processes, Procedures, Adjust
p Metrics




Sample Volunteer Benchmarking
Background & Research
Methodology

e To assess levels of volunteer satisfaction

« A total of 1188 volunteer surveys and 68
volunteer staff supervisor surveys was
completed across all the facilities
iIncluded Iin the research.

smari.com




Sample Volunteer Benchmarking
Background & Research

Methodology

Monterey Bay Aquarium

372

. Monterey Bay Aquarium 24
Museum of Science & Industry 185 . ,
National Museum of the USAF 145 The_ Ch"dr_en S Museum 15
Wave Found./ Newport Aquarium 137 Indianapolis Zoo 15
The Children's Museum 125 Cincinnati Museum Center 8
Cincinnati Museum Center /3 Cincinnati Zoo/Botanical Garden 3
Indianapolis Zoo 51 COS| 2
C_OS,' 39 Wave Found./ Newport Aquarium 1
Birmingham Museum of Art 33
Cincinnati Zoo/Botanical Garden 32




The Children’s Museum vs. Overall Sampled Volunteer s

Demographic Profiles

The Children’s Museum Volunteer Profiles .
Overall Volunteer Profiles

Average Age = 62 Average Age = 56

Average Monthly Hours Volunteered = 15 Average Monthly Hours Volunteered = 17

Average Tenure = 6.02 years
Gender

Average Tenure = 6.39 years

Gender

Ethnic Background Ethnic Background

Mative African
American  American
1% B%

Asian African
Hispanic 79, American
2% 6%

o . Caucasian
alcasian %
i 90%




Additional Suggestions

Verbatim Comments

Program Improvements

* As with almost every volunteer program | know of,
continue to try to recruit younger age volunteers - "Baby
Boomers".

Consistent communication from coordinator.
Create more staffing to manage volunteers. Our volunteer
staff act as HR department and do not have time to
train/manage volunteers.

More active recruiting, spread volunteers over several
departments to maintain freshness, excitement and limit
boredom.

More communication between the volunteer center and
those who mentor/supervise volunteers.

More volunteers willing to work weekends and evenings.
More younger volunteers? Expand recruiting efforts?
More youthful, 34-64.

Volunteer recruitment fair, "interviews" or getting to know
you.

Volunteer Enhancements

| could use more volunteers.

Keep them challenged - provide responsibility and input
opportunities. Cross train to get them involved in multiple
departments.

The department | represent used to employ a large
number of volunteers. Over the years, the job has gotten
more difficult and requires a skill set that should be paid.
We have gradually reduced the volunteers we can provide
projects for because their time.

Volunteer office/lhuman resource here on a Saturday
since lots of volunteers here on weekends.
Younger.




Where Is TCM Going With
Measuring Mission Impact?

e Can we measure a construct/idea like
“extraordinary learning families”?

 If yes, how will that guide our
exhibit/program development? Our
marketing? Our attendance mix? Our
revenue stream/mix? Our member-to-donor
strategies?

e Other?




