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Family Friendly encourages an early and positive
experience of the arts

1 Introduction to Family Friendly

Famiilies represent a growing market, and increasingly, arts organisations are acknowledging its significansa.
Many refer to the mportance of families within ther audience development plans. Providing for families, how-
ever, can be difficult to reconcha with provision for other audiences; within the museum and gallary sectos, this
balance is particularly difficult to achieve.

Ans About Manchestar (AAM) ran itg first Family Friendly campaign in 1894, This was primarily a promaticnal
excercise 1o Increase the number of families visting museumns and gallenes in Greatar Manchester. An Ars
Council of England award in 1987, under the Ars for Everyone Scheme, enabled AAM 10 use this experence to
define a 3 year programme wheih would look mare holistically at the existing and potential tamily audience. Thae
programme also extended Family Frendly to include pedorming ans, although there was a recognition that the
ralationship between venue, ‘praduct’ and family audience is far more problematic within the museum and
gallery secior and should therefore remain as the focus lor most resources and activity. AAM delines a family as
al least one adult with at least one child,

Family Friendly airms o

» increase ars visits by family groups from 3.6% penetration of target market 1o 20%, representing 9,000
households.

s improve the quality of the visit

s ancourage year round provision for families at art venues

« provide paicpatory ectivities within vanues

o involve all family members in the ans axpanence



2  Background Research

Desk research and AAM's own research {drawn from previpus campaignes as well as commissicned qualitative
resaarch) prodeced the [ollowing findings

2.1 Mon-visiting tamilies

Barriers for families not currenly visiting fall into the following fwo categories:

1. Perception:

»  many adults have negative memornies of visiting the arts when it was a very ‘hands-off' and often imtimidating
and borng experence.

& musaums and gallenes are seen as emarcnments in which valuablde objects are potentisly damaged by
childran, making carers arous

= s@on as too formal: tha image of the musaewn ar gallery ‘guard’ sl lives an

= 580 85 nof providing ﬂ'ﬂl:ll.lgh i Mol the Interast of children

» qgalleries seen as holding less appeal for chddren than museums

2. Awareness;

s lack of specific information an arts avenls for families

= ackrowledgemenl that arts venues may be difierent from perceptions but no general information to chak-
lenge existing views.

Overcoming barmriers

The actvitiesfaciities they woulkl be loaking for as a family can be chamcterised as:

« ofering a broadening of experence for children but has to comvince them that it will hoid their interest

= I message conveys “creative”, "stmulating” nature of experience, museums and galleras are not necessar-

ity & termn-off
* |ow cost
= |ocal

In order to overcome barriers, non-visiting families mada reference 1o the following ‘prompts’
& rfecommendations from othes families

-

mare targeted publicity, promoting the fun and educatonal expenence

+ imformation through schools and children's centres
incantives . giveaways lor chiidren to take away after visi

2.2 Visiting families

The family group

* age spread of children visiting in & family group was wider than originally assumed - a significant mirority
under 5 and over 14.

= family behaviour in museums has been characterised by the phrase forage, broadcast and comment,
@escroing the family uni's actions as they collect irformation and tell other family members about it..

* long conversalional periods during museum visils hed to a remarkable retentiion of Informaticn and emo-
tional feelings attached to seeing exhibitions, We could find no comparable work on family behawviour in
galleries,



Publicity

¢ individueal venus publicity may not ‘sell’ family provision so families found it difficult fo find informaticn
= planty of mformation neadad beforanand 1o be able 1o plan tha trip

s genenic campaigns aitracted first time visitors ard broughi abowt substantial vanue Crossover
Cuality of the visit

The tollowing constitute important factors govarning an enjoyable visit and play @ role in prompling retunn visits:
s nlaraction with venue siaff, helpful and triendly froni desk stalf as minemum

= sulkable and aflordable catenng and merchandise

* acoess o intaractive eguipmant

s @il ages catered for

» consideration of low height of chikdren in hanging work, designing displays elc.

= aguarantee that special provision will always be avalabila

s g3sy access

= places to sl

» cioakroom for all visitors

» value for money in tlearms of potential length of visit

There is [#le information about how 1o cater efiectively lor all membars of a family group during a wisit.

3  Constructing the A4E Family Friendly campaign

Research findings show that providing for families, and encouraging new lamily visilors, In museums and

galleries is a complex task. requiring commitment from staff throughout the organisation. AAM's Family Frendly

campaign aims io 1ake account of research hindings by

» rUNNING genaric campaigns tor which publicity stresses creative nature of &rs visit and provides core plan-
ning information

« commuricating tha reguiremants for a good qualty visit and working with venues to put those in place

« exlending current knowledge about families by investigating thedr reactions o specific exhibsbans, inlerpreta-
lion and resources.

4  Increasing the number of families visiting

Just undar hadt the population Bves in family groups. Within a 30 minute drivetime of Manchester, there are

82 500 adults with a child or children, living within 45,000 households, who have a propensity to visit the ars.
AAM's previous ressarch established that 3,6% of this number were vigiling before Famiy Friendly programme
bagan., Our ambitious target is 1o see an increase o 20% by the end of the programme (Aprl 2000},

Collaborative prosects have previously achieved vistor numbers by creating a ‘critical mass’ of ans events.
AAM's Family Friendly programme rebes on & parinership with Grealer Manchesier aris venues 1o bring this
abaut, coupled with & dissemination of the right message through the most effective routes. After consuftation
with venues, it was decided that AAM snould run a Family Friendly promotional fortnight during summer 1988,
targeted at axisting family visitors (1o increase the number of visils) and naw tamily wisitors. Perorming arts
venues were included,



Families were consulted on timing, Most lelt that the end of the summer holidays were leas well catered for and

theratore it was decided that the forinight showld run lrom 15 - 30 August, During this perod, member venues of
AAM programmed everits drawing on the advice AAM was able 10 provide from [t ressarch. AAM discussed the
lngacy’ that a family promation might bring to all venues taking part.

4.1 Family Friendly promotion

4.1 Product

60 events wera programmed for family visilors in venues throughout Greater Mancheaster. Events included:
®  Quirres

& slony lalling sassions

= drop-in aciivities

®  Dacksiage lours

= family concens

= drama workshops

*  curale your own exhibition

AAM requests that venues programme activities over and above whal they would normally offer. creating avents
for the whaole family, rather than for specific age groups.

4.1.2 Poople

The welcome famibes recaive by vanue stall is of great importance. Visits were made o all partcipating venues
to establsh Front of House needs. Performing arts venues in Greater Manchester appeared 1o have estab-
lishea good FOH operations. In museums and galleres, the role of FOH is more complex, requiring a balance
of maintaining security and welcoming childran. Two round table discussion were arranged; one for curalorial
stafi and another for front of house stalf to explore thess tensions and suggest solutions. The Curators’ seminar
ook place in June 1998, the aims of which were 1o:

= discuss issues amund imdgiation slafl’s customer cane respongibilities

= produce «deas for a plan of achion 10 improve customer care in Greater Manchester museums and gakeres

Twe Front of House managers from ouside Greater Manchesier provided brief case siudies of ways in which
they had laken steps to empower the front of house teams, resulting in them devising visitor workshops,
workshests aic,

Arts About Manchester also organised a North Wast Tourist Informaton stall famikarisation visit 1o introduca TIC
stall to Family Friendly. Tha visits took in several venues which were programming Famiily Friendly activities and
who Se@ year round provision for familes as an imponant pan of their access pokcy. The aftemocn consisted of
* @ bried talk by 8 curator or markeling person at each venue

= e chance for TIC staff 1o expenence the faciities of venues they had not previously visited

= the apportunity for AAM to enthuse staff aboul Family Friendly and encourage their support &t thair individual
coentras with displays and general infcemation



413 Promotion

4.1.91 Printed publicity

« 50,000 What's On guides (so8 appendix (1)) were distributed throughout Greater Manchaster. The Guidn
gave ‘at a glance’ information on events taking pﬂmemmnutﬂ:eFamryFﬁaﬂrmmhl. It al=n gave
more comprehensive information about each venue and descriptions of the evenls. There was a retum
coupon for tamilies 10 join a mailing lst

s 300 posters distributed Mroughout Graater Manchester advertised the Free Comic

4132 Promaotion via events

Arts About Manchester 1ook the opportunity 1o publicise Family Friendly at events dusing the summer throughout

Greater Manchester:

«  stalle held at several of the Streets Ahead Fastivals which took place in the 10 districts of Greater Manches-
ter during May 1998 to recrult for the Family Friendly mailing list

« hanced out publicity st Moss Side Camival

» handed out publicity at Moston Camival

« organisad a public lsunch in Heaton Park hosted by Radio One DJ Mark Radclifie, Family Friendly's celeb-
rily patron, alongside Family Fnendly evenls al Hoaton Hall, Manchester Evening News' 'Family Go’ saction
promoted Family Friendly and distributed it at the launch,

4133 Media work

Madia coverage included:

+ |sad pwce in Manchester Evening News ‘Family Go' section

= drivelime interview with Mark Radciite on BBC GMRA

= arlicles in City Life and and Big lasus

s exlensive regional coverage eg Bolton Evening News and Bury Times

+ Family Frisndly trallers on Piccadilly Key 103 radio station

4134 Direct mail

Family Friendly information was mailed out in the following ways:

« 2100 What's On guides sent 1o members of the Famdy Friendly masing list

+ 430 What's On guides sent 10 families who responded to the Piccadilly Key 103 frsephone number

= 1200 What's On quides and Freepost return lallers sent cut 1o community groups, childminders, playgroups
elc in Greater Manchoster

e 250 What's On guides seni o people who contacted AAM requesting information

« information sent to 258 named prmary school arl teachers in Greater Manchesier, asking them to inform
childrens’ carers of Family Friendty



4135 Incentives to Visit

AAM commissioned lan Shepherd (a graphic designer and ilustrator) and David Moore (wriler for Teletublees
and Hﬂsﬂ&Jm}mpmafmﬂrmm{mappmﬂ:{iihrcml- it was used as a publicity tood and, in
addition, its content aimed o

+  snocourage familes 10 visil diferent amonms

» reinforce the expariance of the visit 10 the ans

It was generic in its appoal i.e. the sloryline referred to the genaral expenence of visiting the arts ralhar than a
spocific organsation. The designers created a canoon character who was lalar brought to e by a costume
designer (see below). The designers consuited children dunng e process of creating the comic and heid a
work-in-progress session with children from Salford Museurn’s SMART club. Education officers advised on the
activity pages. There was a 50,000 print run of the comig, entitied VART, and it was distributed amongst venues
participating in the Family Frendly lorinight for tamilies o pick up, frae of charge,

4.1.3.6 Eranding material

Tha following branding matenals were produced:

L sﬂuuimurpmmbamnnrmmmuuumummmpuhhummanm
Friendly events taking place

" Family Friendly badges were produced for venue etaff to wear during the fortnight

*® 2000 Family Friendly sbckers to hand oul 1o children at events

4137 Brand Identity

AAM developed a brand identity for Family Friendly by commissioning costume and puppet designers io craate
a costume of Vart Vapor, our Family Friendly comic character. This was used for photo opportunilies and at
vanuas' avents fo help atlract media attenhon,

4138 Wab =ite
The Family Friondly What's On infarmation was added to the Arts About Manchesler existing web site and
advertisod on the What's On guida,

214 Place

Family Friandly 1998 saw 30 organisations taking parl in the promotional forinight. As far as possible, informa-
tion about the venues in the What's On guide included detais of their family inandly faciites in order that
families would be able 1o betier plan their visits. Although many perorming ans venues were dark dunng the
summer months, many wee sfill able lo offer activities for familias.

415 Prica
AAM encouraged venues, where admission costievent costs applied 1o offer spacial family tickets.



42 Results
During tha Family Friendly fortnight, visitors were askad by Front of House slaff 10 completa question-
naires (see appendix 3). This quantitative research revesled that:

« 49% of tamilies wers visiing a venue for the firsl ima in 12 months or mora

s of those visiting & museum or gallery, 15% had previously nol visiied any

« of those visiting a theatre, 2% had previously not visied any

- Eﬁﬁﬂmmwamamu{amfmmufpuhlicmdwmﬂhnmrudsﬂ-&nmml'sﬂnﬁﬁ:h.

Results also yielded more information about the lamdy group:
» 35% of chiidren were in tha 6-11 age group
» 17% were under 5
* B% were agad 12-14 years
« 6% wara aged 15 or over

More extensive research at the end of the Family Friendly programme at Easter 2000 will yield resufts about the
gize of the family arts market in Greater Manchesler.

Feedback from participating venues

Participating venues are naturally consulted throughout the Family Friendly programme, most specifically within
tha Family Friendly Steering Group meelings 1o which all venuas are invited. All were invited 1o report back on
their parceptions of Family Friendly's impact on their visitors and feedback Included the following:

The Whitworth Art Gallery stalf lalt that meir Art Carl was particularty successful as i provided drvarsity for
family members of different ages. Staff aiso felt that, although events would book up without the Family Friendly
promotional campaign behind them, it did bring in a much more diverse range of people.

Backstage tours al both the Opera House and Bridgewater Hall were axtramely popular and staff plan to
rapeat them in the future.

Oldham Art Gallery reporied that Family Enandly raised the profile of the Gallery &s a place that weicomes
families.

Pump House People's History Museum found that avents booked more siowly than usual. Possibly too much
cholce and free svenis were available when Pump House makes a small charge for worksnops.



CASE STUDY
The Comearnouse, who usually do not put on events for children undar 11 years oid, put on an
extra evant for 7-12 year olds during the Family Friendly fortnight called 'Making a Fashion
Staterment’, This workshop was based on their Primitive Streak’ axhibition of fashion and
invited participants o creale lashion accessones such as hats, scarves, bags and shoes
using recycled maierials.
Thay reported the following:

e Our Family Friendly workshop was extremely successful, we were lully booked and
probably could have filled il Iwice ovar.

+ Al the participants had not been lo previous Comerhouse events, and had saen the
avent advertised in the Family Friendly listings (Comerhouse did no extra publicity for
ihis avant).

» Several ol tha paricipanis wene unaware thal Comearhouse did events for youngar
audences.

= Several families requested that Family Frendly took place every school holiday.

s Tha Family Friendly comic was picked up by a range of people, young and oid; the
young participams to the workshop loved i, parents were not so sure!

5 Improving the quality of the visit

Cuantitative research resulls showed a high satisfaction raling:

«  88% ol children chose the smiley face lo describa their feelings about the visi

» B3% of lamifies rated one or more of the facilties on offer as good

The following comments are typical of those made on the questionnaires:

o __staff wers wonderfid and very helpful

= Vary holpful stalf who answered all questions

»  Famasnoc! Superb! Brave! Cooll Hot! Neat!

»  An axcefient day enjoyed by all aged 5-35

s Vary good value for money

s A most enyoyable outing. Wil visil again (from a firsi-time allender)

However, they did suggest that the following would have improved the quality of their visit: drinking fountains,

more seating and hands-on exhibits in museums and gallenes, designatad picnic areas.
Within the lamily visit discovery of, and contact with, the artform is bound up with the impact of other, more
‘periphaml aspects - lacilities, catering, layout, amblence etc. Additionally, we tharafore began gathering
qualitative information about different strands of "direct’ anform provision (afthough specific characterstics of
successiul provision remain to be more thoroughly explored). A family consumer panel aftended a selection of
diflerent events throughout the Family Friendly fortnight and reported back on the following:



*  workshops
anwlmmraiiu!mhﬂpwwmmnmunﬂmmnwlﬂdwdmm
The childran wara not 5o interested in the rest of the musawm.. 50 If was the workshop thal specifically
brought us hare
=  axhibilons
It made a difference thal the axhibition seemed to be designed with tamilies in mind
The pictures were very mieresting and the practical activities were greal
® QuiFzes, trails
Very good, but the kids gof fed up about iwo thirds of the way through

& concets
We will definifely aftend again
=  backstage lours

ﬂwmmwwwmmmmdﬂd'mmﬁpﬂmmaudmmﬂmmnwaam

One conclusion we can draw from this i that the nature of the event maners lgss than its ability 1o engage the
whnle family.

Qualitative evaluation of the comic revealed many positive responses: children enjoyed the style of the comic
strip, the activity pages, the colourful cover page and the message of the storyline. Some related the story 1o
Their visit:

..about peopie and how they don'’t appreciate museums and gallenes and thealre even though its good fo
go.......I like fhe humour (Jane. 11)
vmwmmmmmuﬂnpmmmwmmmmm#mmmmmn
ofher they wouldn't destroy earth. They went lo the arnt gallery like | did and had a nice time (Rober. 8)

Howaver, the comic was genarally read by a narrow age band and relied on parental involvement o engage
smaller chidren. s lormat was possibly too ambitious and storyline too complex. The comic’s objectives could
possibly be achieved by providing & simpler, activity focused pack or shael.

The comic was a resounding success in ancther, unanticipated area: its quality was appreciated by family
visitors, making them feel valued and venue slall, espacially Front of Housa, reported thal thay enjoyed having
a substantal Treabio’ 1o hand ouf.

AAM has distilled research findings about the quality of the visit to produce some key principes for museums
and galleries (see appendix (). These are intended 10 act as a promp for venues fo consider the vahidity of
familios as a target audience. It is hoped that 1hose who are in a position o provide for lamilios throughoul the
year and take a long term veew of their organisation's commilmant 10 them as an important targe! audience wil
be abie lo build on their prowvision.

6 Encouraging year round provision

During visits 1o all member venues, an audit of year round family faciities was made. The information gathered
was then includad in the Family Friendly What's On guide in order that families would be prepared and proparly
informed of what faciities they would find during a visil. Facilities included:



Family discovery boxes/quizzes/irails efc
Ramp and kft access o all floors

Mappy changing laciites

Car parking arrangemernts

Children's menu in cale

High chair in cate

Pushchair storage

N e oA @W

7 Support new work and develop audiences

AAM have commissioned three exhibitions which aim to present the work of conlemporary visual arists in a

manner which engages with families. These exhibitions are intendad 10 be usad as a sie for additional re-

search. Two have already taken place: Comic? Al Oldham Art Gallery which ran Oclober -December 1998 and

Long Time No See at Turnpike Gallery, Laigh. March - May 1999, The exhibitions should all adopt the same

aimg:

+ To present an axhibition of contemporary work which demonstrates a curatorial approach to audience
devaloprisnt

« Toinocrease he number of families visiting e galiery

= To provide an enjoyable, engaging expenence for families

An independent evaluator, Miranda Cox, is reporting on these exhibitions. Rather than examing the detail of

defivery within each, she is focusing on tha following broad quastons:

« |5 there a point a1 which an artist could, and should, adapt his or her work to meot audience developmant
objactves?

» Do we nesd fo reinvent radiional curatonal models 1o achieve audience development goals?

= |5 thare a nnndtﬂcmwammmmmmmwmﬂMBmamMEmm
axhibition?

«  Many aspects of the galiery experience contribute 1o the process of audience development. How should
these relate to the artist and curalor?

= |5 it possibie to kentify best practice?

An Intarim reporn has already thrown up Key issues: the need for clarity among staf about the inlerpretabon of
the lamily audence’, the need to hold early discussions with artists about audience developmenl objactives and
to make obligations that flow from these expiicit in a contractual agreemeni.

8 Involving all family members

Results from the 1994, 1995 and 1998 questionnaires prove that although children in most family groups visiting
are aged between 6 and 11 years old, a significant number are under 5 or betwaan 12 and 16. This suggasts
that, rather than galierios and museums providing ovents and activities for specific age ranges (eg. B 1o 12 year
olds), in order for a family 1o really be able 10 share the expenence logether, provision lor all ages should be
available. This proposition is widely accapted within venues but the ratume of this provision, however, siill
remains puzzing. AAM has recognised that Family Friendly should diver resources info exploring development
mdeas wilh veriues



9  Future of Family Friendly

a1 Increasing numbers

Following the 1998 Family Friendly promotional forinight, thera are two more taking place in 1588 and 2000,

both during the Easter holiday period. Each will use a difterent publicity route addinonal to the core promational

activities, For the 1999 campaign, after consultation with familes, ihese ane:

+ apromotional flyer with detachable freepost card. 100,000 of these fiyers have been produced and distrib-
uted

& distribulion 1o school chikdran via education staff al an galleres and museums.

During 2000, a final monfonng exercise wil lake place in venues 1o find ou! how many paopla ane visting during
the Family Friendhy forinighL

0.2 Cality of the visit

Although many venues across Grealer Manchester are committed to providing for family audiences, Family
Friandly has revealed the complexity of the task. The focus will therslors be namowed 10 8 cluster of venues
which are demonstrating an ability 1o defiver a high gquality visit.

83 Year round provision

AAM are supporting new resources in venues which ofier year round provision for famiies. These will be activity
based resources: currently, the Whitworth Art Gallery & producing a family ‘Globetrotiers’ backpack which will
appeal 1o all ages and will introduce the family to the Gallery's collection. It is anticipated thal this resource will
be available during every weekend and throughout school holiday periods. Discussions about resources in other
venues are aking place.

in June 1999 AAM is running a seminar entitied “Keep it in the Famiy: getting It right with year round aclivities
for families visting musewrs and galleres”. Speakers from across the country will address |he lollowing issues:

* Whai & Family Leaming?

»  Guiding principles for whal makes a good family aciivity

+ Case studies

« How artsts can eflectively be used in family audwence dovelopment projects
» Evaluating and monitoring the elfactivanass of the product

24 Supporting new work

I 2000 Salford At Gallery will ba programming their specially commissioned Family Friendly exhibition, follow-
ing which a final report will b produced bringing together all the results from the evaluation process of sach
Family Friendly axhibition.

May 1999
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Front and back cover of the Family Friendly What's On guide 1998
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Appendix (ii)

Front cover of the Family Friendly comic




Appendix (iii)

Family Friendly 1998 Questionnaire

L1

F |
i -

Family Friendly &w&nis are talong place throughoul
Graaer Manchesiar thas summas m MUSEWns, an
gallgries, thestes and concert hals. The quiz, aciity o
parformance hers today is pard of Family Friendly. To
haglp Lis INprowe our Senvice we would be grateful # you
would take & lew minubes 1O answer [he quastiong Below.

a1 Whal Is the name of the arl gallery, museum,
theatre or concert hall you are visiting today?
{please write in below)

@2 Which of the following Family Friendly informa-
tion did you &= or hear before your visit today?
(please tick as many boxes &3 spply)

4 Family Friendhy What's On Gusde

< Saw puiblicty n Tourist Informabon Cenlie

o Bluzignem, @ gallasy, hentie of orchasira s own
pubacay

3 Mention in the newspaper

4 Mention on the radio - whach stabon?

Mantion on elansion

Feand about i 82 Heaton Park on 18 August
Hoand lhrowgh inends of relsives

Heard through school or playgroup

Hesarnd through community grows

Can'l rernems

Qinar - please wiite 0

[ [ e | S Sy W

O3 Have you visited here with your family before

today?

[please tlck the box, and if you have been write in
how many times)

J This i ouw st larmily visn

A Yes, but nof i the pasl 12 monies

4 Yes, ... number of mes n e past 12 months

04 In the past 12 monlhs, how many times have you
made a lamily visit to any of the followingT
{please try to be as accurale as possible. if your
family has not wisited please wrile in '0')
................ Muzpums of 3 gallenas

Thoalres

Concarns (nof pop concens)

About the free 'VART comic

05 Wers you aware that you would be able to pick up
this comic when you visited todayT

0 Yes QO Mo
o7 i yea, did this influence your decision to visil?

3 Yes greally inflsenced
4 Yes slightly infiusnced
O Did not influence my decision at all

About your visil

Q# Thinking abouwt your viait today. how would you rate
fhis venue's facililies for families?

{gme of the faciliies are nol avadahie al all the piaces
taking pasd in Family Friendly, if this in the case on your visit
pleass tick ‘not avalabla’)

Dricin’t MA  Good Average Poor usE
Ensa of aconss 2 ] J o i
Caté = | a i i | a
Shop | 2 - J |
Todois A a | | X
Baby chancgng Jd a - | o d
Bar < d 5| W | ]
Pt ared = | ¥ ] | 5 | |

08 Ame there any other family fscilitias that you wish Lo
mee provided T
(pleasze write in your commenis below)

10 Please ask the children in your group to circle the
picture which s closest to the way they fesl about their
wisit today

OO0

an Mv-mmﬂmrmmmmwur
winit today?
[please write in your commaents below)

012 How much has your family spent on today’s visit
(plesse include ticke!s, donations, shop, catering ete.)

E o riness I BOEE



Appendix (iii) continued...

About you and your family

Family Friendly nopes 1o réach &l sactions of the communily. By answéring hass questons aboul you and your family,
you will halp us 1o ind oul whi i or isn't coming to Family Friendly evenls. A8l of the information you give will be conliden-
Bzl your deteis will not be stored on compuler of passed to sy thind parties.

013  Including yourself, how many In your group are...  (please wrile in & number)

— — T
........ Childeen undér 5 e ebtibdren & - 11
ceeeeThilren 12 - 14 =EE Chaldran 15+

Q14  Including yourself, how many in your group are...  (pleass write in & number)

weclack Bolish 000 Bangiadesh
..Black Carbbean = ... Clunsa

oo BBk Afncan T

SO | 1 (1T O

Q15 Please write in the job title of the person in your household who sarns the highest income
jor provious job title if retired or unemployed)

16 What is your home posicode?
{2.g.M14 2N

||||||||||||| grrrrEEan i PR EEE AR F A IR SAA L EEER TR R Ernr s rrer e add i FRAddbRRRESSaa

if you would like to join our free mailing list for Information about future Family Friendly events please fill in your
name and address detalls below.

oJ Please acd me to your masng list

We may wish to ask you for your opinions at a later stage. Would you be willing to help us with this.

- fas
<4 Mo

If yes please fill in your name, address and phone number in the space above.

Thank you for your time.
Please hand your completed form to a member of staff or post It to:

Family Friendly
FREEPOST
Manchester

M4 5B8



Appendix (iv)

Key principles for Family Friendly Museums and Galleries

Thesa key principlas are not infended lo act as a checklist, but as a prompt 10 consider the validily of lamibas as
a target audience fior your organisation.

« The whole experlence is more imponant to the lamily visitor than 1o others: an unhappy child will result in
an earty exi lrom the gallery, parhaps never to retum. Providing for lamilies therefore has 10 be approached
holistically. The implicalions for tha following alements in your organisation have 1o be considared: comfiort,
imterpretation, onentation, Eyoul, atmosphene and feedback.

« Social interaction for the tamily plays a critical role in shaping the visit. Family members bring their own
personal and social agendas 1o bear, even more than othar visitors. Discussions between family members
generated by looking at exhibilions and reading Interpretation is an important part of the experiance. Muse-
ums and gallenas should take responsibdity in bringing this about, Conversalions can be pivotal in finding a
shared meaning in An exhibiicn and adulls oftan need more help in starting those conversations in contem-
porary arl exhibilions than in meseums.

s« Physical interaction, parfticularly by touching, is important for children. If museums and gallenes appear lo
be ‘fragite’ environments, or hostile 1o the idea of interaction, parents will be reluctant 1o risk a visit.

« Provision cannot be based on a narrow age band. Although most children of famdy visilors are §-11
yoars, under 55 and 11-16s form significant minorities in the family unit.

» Commitment to families has to run throughout the organisation. This should begéin with invigilation stalf's
acceptance of and involvement wilh lamdy audiences, and run through o an empathy requasted from visiting
curators and artists, Commilmant has also 1o bo demonstrated by making provision available throughoul
the year, not simply at holiday timas.

Through the Family Friendly programme, Arts About Manchester aims to provide information and advice on the
implications of applying (hese key principles 10 your museum or gallery.

Arte Ahout Manchester 20/399
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