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from staff in the process and the outcome.

Planning for
Collaboration

Everyone knows their
existing (and desired)
audiences clearly.

ldentify the right funders
open to outcomes that
Intended vs. Actual: j develop organically.
You may think a new
educational program will

appeal to new audiences.

Develop measurable outcomes
for all stakeholders before getting
started.

Evaluation of
Work Product
Social relationships Impact

develop between small

groups of audience h

Stay flexible: Audiences will not develop programs

Multiple methodologies required

provide them

members through the oooe like rfnuseur:n proferssionals E?nd it’s Iimpossible to eeece with multiple stakeholders.
sparees; notithe predict their questions and ideas.
programmatic outcomes. . .
@
: -
®
L .l
o ° Observe and evaluate the
@ impact of the process, not
' ' Resources & just the tangible
Audiences Process outcomes.
rasd Thar] value their time,
&
®

New relationships

between strangers ceeo Wlt:i x{alug for E
benefit from GRS, ° Timing: Report regularly.
e — | okthesutience shouther ey
et work] specific needs (e.g. language _
| J translation) and then provide problem solving.
for them.
.
®
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: artists, historians and Advisors can explafn why an nfiea might not and methodologies as
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participants how museum doesn’t have to be the one saying orogram ideas and have
But consider the content programs and audiences “no” to participant ideas. new guestions.
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