
Family  Audience Research For Qatar i  Museums

Introduct ion 
This  paper  i s  based on ongoing audience research that  conducted on behal f  of  Qatar  Museums. The 
study, which star ted in September 2010, focuses  on famil ies  across  Qatar  and a ims to discover  their 
needs, motivat ions  and interests  towards  v is i t ing museums. This  ongoing project , which mainly  targets 
Qatar i  and Arab famil ies , has  approached i ts  audiences '  needs and wants  through quanti tat ive  and 
qual i tat ive  methods. A quanti tat ive  methodolog y was employed through a  broad reaching family  sur vey 
which has  been the base  for  a l l  the fol lowing research. This  bi l ingual  sur vey was distr ibuted v ia  schools 
in  Qatar  and in return received around 1,700 responses  f rom famil ies  represent ing over  4 ,500 chi ldren.  
On the other  hand, qual i tat ive  methods were appl ied through focus  groups and in-depth inter views 
with individual  family  members  or  family  groups. These two methods were used in order  to  develop our 
understanding of  the family  behavior, customs and values , as  wel l  as  explore  their  interests  and needs 
when deciding to v is i t  a  museum. In addit ion, famil ies '  behaviors , at t i tudes  and interact ions  were a lso 
obser ved in museums and fun centers  in  Qatar  and the UAE to pay c lose  attent ion to the roles  played by 
adults  and their  chi ldren throughout  their  v is i t s .  
F indings 
Through var ious  methods employed with di f ferent  family  members  and groups, severa l  f indings  have 
been shown: 
o	 Most  famil ies  and chi ldren consider  museums as  places  for  display ing precious  and valuable 
col lect ions  that  engage them with their  her i tage or  their  grandparents '  era .  
 
o 	 Famil ies  in  Qatar  are  socia l l y  motivated (72% of  famil ies  inter viewed or  sur veyed are  pr imar i l y 
motivated by socia l  factors) . Qatar i  and Arab Qatar-based famil ies  ident i fy  v is i t ing museums as  an 
oppor tunity  to  spend t ime together  and have an enter ta ining t ime as  a  family.  
 
o 	 Famil ies  seek appropr iate  fac i l i t ies  in  the museums to meet  their  socia l  and pract ica l  needs such 
as  a  family  lounge or  café, as  wel l  as  breast feeding and baby changing rooms. 
 
o 	 Famil ies  prefer  to  ignore us ing maps or  asking information desks . However, they prefer  to  be 
engaged with exhibits  through guidance or  even conversat ion with each other  or  the exhibits '  fac i l i tators .   
 
o 	 Word of  mouth is  key to attract ing about  60% of  famil ies  to  museums and fun centers , especia l l y 
those with young chi ldren. 
 
o 	 The research informs us  of  the greatest  and least  interest ing topics  that  famil ies  would l ike  to 
learn about .  
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