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This report provides a summative 
evaluation of I am Ashurbanipal: 
king of the world, king of Assyria. It 
ran at the British Museum in the 
Sainsbury Exhibitions Gallery (SEG). 

Morris Hargreaves McIntyre (MHM) 
were commissioned to ascertain 
who attended the exhibition, what 
their motivations were to attend, and 
whether their experience matched or 
exceeded expectations. 

This evaluation is part of the British 
Museum’s commitment to putting 
visitors at the heart of the Museum 
experience, recognising the need to 
attract and engage visitors in order 
to facilitate outcomes. 

I am Ashurbanipal: king of the world, king of 
Assyria (8 November 2018 to 24 February 2019) 
focused on the life and times of 7th century BC 
king Ashurbanipal, ruler - at the time - of the 
largest empire in the world. Highlighting the 
complexity of the ancient world, it provided new 
insight into the British Museum’s impressive 
Assyrian collection and underlined the importance 
of protecting and preserving globally-important 
heritage from international confict. 

There were 139,130 exhibition visits; just shy of the 
140,000 target. Of these, 129,941 were ticketed. The 
number of unticketed entries (e.g. out-of-hours, 
VIP) was 9,189. 

Please note: percentages and fgures have been 
rounded up to the nearest whole number. 

Sample size 

The kiosk survey sample was 197 - 137 full kiosk 
surveys and 60 web complete. 

Please note the sample was considerably lower 
than typically achieved for SEG exhibitions 
because of technical issues with the kiosk. 

All images © Trustees of the British Museum 
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Executive summary 
A specialist audience, wide reach? 
I am Ashurbanipal: king of the world, king of 
Assyria had a quarter of visits from overseas. 
London visits were consistent with the comparator 
exhibitions - Scythians: warriors of ancient Siberia 
and Sunken cities: Egypt’s lost worlds, but visits to I 
am Ashurbanipal: king of the world, king of Assyria 
from the rest of the UK were lower than these 
two exhibitions.  

The exhibition’s BAME and age profles remained 
mostly steady - although there was an increase in 
young adults, and families made few visits. 

An atypically high proportion of specialists visited 
this exhibition. 

Visits made by a regular BM audience 
Museum regulars made most visits to the 
exhibition. The current audience was largely 
domestic; but over half of lapsed visits came from 
overseas. First-timers were in the minority. 

Around one third had visited at least one previous 
SEG exhibition, and most had visited I am 
Ashurbanipal: king of the world, king of Assyria 
intentionally, and were aware of it before arrival. 

Intellectual motivations drove majority 
An intellectual main motivation drove the majority 
(61%) of visits, (followed by a main emotional 
motivation, at 32%). Matching an audience with 
specialist knowledge, this exhibition saw a greater 
proportion motivated by a personal/professional/ 
academic interest than previous SEG exhibitions. 

Expert visit mode at all time high 
As intended, Self developers (44%) and Art 
lovers (31%) were the top two visit modes to I am 
Ashurbanipal: king of the world, king of Assyria. 

The third largest visit mode was Experts - who 
visited I am Ashurbanipal: king of the world, king 
of Assyria in signifcantly greater proportions than 
other recent SEG exhibitions. Those from overseas 
were most likely to have visited in this mode. 

Dwell time suggests deep engagement 
The target dwell time for an SEG exhibition is 
60-90 minutes; the average dwell time for I am 
Ashurbanipal: king of the world, king of Assyria 
was 92 minutes. The strong dwell time and the 
increase in awareness and use of sources and 
events with specialist knowledge (such as the 
Curators’ Commentary, gallery talks and lectures)  

- suggests visitors were deeply engaging with the 
exhibition’s content. 

Visitors received unexpected benefits 
Signifcantly more visitors lef the exhibition with 
a main emotional or spiritual outcome than had 
been motivated to visit it for an emotional or 
spiritual reason. Visitors who did this engaged 
with the exhibition more deeply than they thought 
they would - receiving unexpected benefts. 

Highly rated and recommended 
Visitor satisfaction was very high. The exhibition’s 
ambience, use of digital and interactive elements 
(including the projections and the flms), themes 
and narrative were all highly praised. 

The exhibition was well-rated and recommended, 
and prompted a signifcant proportion of visitors 
to I am Ashurbanipal: king of the world, king of 
Assyria, to change their perceptions of the 
British Museum. 

Exhibition altered perceptions of BM 
One quarter (25%) of visitors said the exhibition 
had changed their perceptions of the British 
Museum - signifcantly higher than any other 

Stimulating the senses  March 2019 3 



  

 

e 

ve 
itage 

e
eum 
ing of

sion 
e were 
sts 
The 

ve 

recent SEG exhibition. The perception chang 
was positive - with the free-text responses 
showing that visitors valued the Museum’s acti 
involvement in conserving international her 
and showcasing ancient cultures. 

Top segments: Expression and Essenc 
Following the typical profle for British Mus 
visits, I am Ashurbanipal: king of the world, k 
Assyria’s two largest segments were Expres 
and Essence. Those with general knowledg 
most likely to be Expression, whilst speciali 
and Experts were most likely to be Essence. 
exhibition had a lower proportion of Perspecti 
than normal for an SEG temporary exhibition. 
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Exhibition outcomes KPI table 

Exhibition outcomes KPI table I am 
Ashurbanipal: 
king of the 
world, king of 
Assyria 

Rodin and the 
art of ancient 
Greece 

Scythians: 
warriors of 
ancient Siberia 

Sunken cities: 
Egypt’s lost 
worlds 

Celts: art and 
identity 

Defning beauty: 
the body in 
ancient Greek 
art 

Vikings: life and 
legend 

Exhibition dates 08/11/18 -
24/02/19 

26/04/18-
29/07/18 

14/09/17 -
14/01/18 

19/05/16 -
27/11/16 

24/09/15 -
31/01/16 

26/03/15 -
05/07/15 

06/03/14 -
22/06/14 

Total number of visitors* 139,130 111,877 132,185 290,500 161,504 111,130 279,257 

Average visits per day 1,238 1,133 999 1,521 1,242 986 2,568 

Proportion of ‘new intenders’ N/a - base too 
low. 

N/a - base too 
low. 

4% 6% 5% 7% 9% 

Pre-awareness of exhibition visitors 93% 93% 87% 90% 96% 90% 93% 

% of visitors recalling sponsors 75% 63% 62% 61% n/a 66% 48% 

Average length of visit 92 mins 76 mins 88 mins 74 mins 83 mins 107 mins 87 mins 

Intentional visits to the exhibition 84% 93% 79% 77% 89% 87% 95% 

Incidental visits to the exhibition 16% 7% 21% 23% 11% 13% 5% 

% of visitors rating exhibition as 
‘excellent’ or ‘good’ 

91% 91% 91% 93% 84% 98% -

[Base] [197] [630] [562] [1,156] [1,299] [154] [412] 

*Please note that this fgure includes VIP and out-of-hours events visits. 

Data analysis throughout this report is based on ticketed visits (129,941) 
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Audience profle KPI table 

Audience profile KPI table I am Rodin and the Scythians: Sunken cities: Celts: art and Defning beauty: Vikings: life and 
Ashurbanipal: art of ancient warriors of Egypt’s lost identity the body in legend 
king of the Greece ancient Siberia worlds ancient Greek art 
world, king of 
Assyria 

Visit frequency 

First-time visit 4% 14% 8% 13% 7% 20% 17% 

Visited in past 12 months 68% 56% 66% 57% 64% 49% 56% 

Visited more than 12 months ago 28% 29% 26% 30% 29% 31% 27% 

Background knowledge 

Specialist knowledge 16% 12% 7% 9% 14% 19% 12% 

General knowledge 53% 73% 60% 74% 72% 65% 73% 

Little / no knowledge 31% 14% 33% 17% 14% 16% 15% 

Key demographic profle information 

London visits 36% 35% 38% 31% 30% 40% 32% 

Rest of UK visits 39% 38% 47% 45% 55% 28% 47% 

Overseas visits 25% 27% 15% 24% 15% 33% 21% 

Female 55% 62% 63% 59% 56% 58% 57% 

Aged under 55 61% 62% 59% 67% 54% 59% 62% 

Aged 55 and over 39% 38% 41% 33% 46% 41% 38% 

[Base] [197] [630] [562] [1,156] [1,299] [255] [206] 
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A specialist audience, wider reach 
I am Ashurbanipal: king of the world, 
king of Assyria saw a quarter 
of visits from overseas. Visits 
from London were consistent with 
previous exhibitions, but rest of UK 
visits were lower. 

The BAME and age profiles remained 
mostly steady - although there was 
an increase in young adults -
whilst families were in the minority. 

An atypically high proportion of 
specialists visited the exhibition. 

A high proportion of overseas visits 
The proportion of visits from overseas to I am 
Ashurbanipal: king of the world, king of Assyria was 
signifcantly higher than for Scythians: warriors of 
ancient Siberia, to 25% from 15%. 

In real numbers, an estimated 33k of visits were 
made to I am Ashurbanipal: king of the world, king 
of Assyria by those visiting from overseas. 

Comparison of visitor origin to past exhibitions 

I am Ashurbanipal: king of the world, king of Assyria 

36% 39% 25% 

[Base: 183] 
Scythians: warriors of ancient Siberia 

38% 47% 15% 
[Base: 549] Sunken cities: Egypt’s lost worlds 

24%45% 31% 

London Rest of UK Overseas 

High overseas visits for winter season 

I am Ashurbanipal: king of the world, king of 
Assyria’s proportion of overseas visits was on a par 
with Sunken cities: Egypt’s lost worlds (24%). 

The fact that I am Ashurbanipal: king of the world, 
king of Assyria, which ran during the winter, 
achieved a comparable level of overseas visits 
to Sunken cities: Egypt’s lost worlds - running 
throughout summer and during the peak tourist 
season - suggests a wide geographic reach. 

[Base: 1,111] 

Europeans were largest cohort from overseas 

Of the 25% of visits to I am Ashurbanipal: king 
of the world, king of Assyria from overseas, 66% 
were from mainland Europe, with the Republic of 
Ireland, Germany, and Denmark the most 
common countries. 

The proportion of visits to I am Ashurbanipal: king 
of the world, king of Assyria originating in Europe 
was signifcantly greater than Scythians: warriors of 
ancient Siberia (45%) and Sunken cities: Egypt’s lost 
worlds (38%). 
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North Americans accounted for one fifth 

North America had the next highest proportion 
of overseas visits to I am Ashurbanipal: king of the 
world, king of Assyria (21%); this was on a par with 
Scythians: warriors of ancient Siberia (28%) and 
Sunken cities: Egypt’s lost worlds (34%). 

London visits remained consistent 
The proportion of visits to I am Ashurbanipal: king 
of the world, king of Assyria from London (36%) 
and the rest of the UK (39%) were consistent with 
both previous exhibitions. 

Rest of UK visits lower than comparator 
exhibitions 

While I am Ashurbanipal: king of the world, king of 
Assyria had a wide international reach, it didn’t 
pull visits from around the UK to the same extent 
as previous exhibitions. 

Scythians: warriors of ancient Siberia received 38% 
of visits from London and 47% from the rest of the 
UK, and Sunken cities: Egypt’s lost worlds received 
31% of visits from London and 45% from the rest 
of the UK. 

East and South East made a quarter of visits 

Of those visiting from the UK (including from 
London), those from the East of England (14%) and 

Comparison of group ethnicity profle to past exhibitions 

I am Ashurbanipal: king of the world, king of Assyria 

8%92% 

Scythians: warriors of ancient Siberia 

90% 

Sunken cities: Egypt’s lost worlds 

12%88% 

[Base: 320] 

10% 

[Base: 965] 

White BAME 

the South East (12%) cumulatively made 25% of 
visits to I am Ashurbanipal: king of the world, king 
of Assyria. 

BAME audience held steady 
I am Ashurbanipal: king of the world, king of 
Assyria’s BAME audience (8%) was signifcantly 
lower than Sunken cities: Egypt’s lost worlds (12%), 
but on a par with Scythians: warriors of ancient 
Siberia (10%). 

In real numbers, this is an estimated 10k visits 
from the BAME audience to I am Ashurbanipal: 
king of the world, king of Assyria. 

[Base: 2,191] 

Half of BAME identified as mixed ethnicity 

Of those at I am Ashurbanipal: king of the world, 
king of Assyria who identifed as BAME, half (4%) 
described themselves as of mixed ethnicity. 2% 
identifed as Asian. 

This was comparable to both Scythians: warriors 
of ancient Siberia, and Sunken cities: Egypt’s lost 
worlds, which received 4% and 3% of visits, 
respectively, from those who identifed as being of 
mixed ethnicity. 
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Comparison of visitor age bracket proportions (group age) 

Ashurbanipal 
Scythians 
Sunken cities 

8% 

5% 

9% 

3% 

6% 

3% 

10% 

15 and under 16 to 19 20 to 24 

9% 

12% 

16% 
13% 

13% 

7% 
9% 

25% 

7% 

11% 

17% 

8% 8% 

17% 17% 

9% 

15% 

11% 

9% 

18% 

Increase in visits from young adults 
There was a higher proportion of visits to I am 
Ashurbanipal: king of the world, king of Assyria 
from those aged 25-34 (17%), versus the same 
age group for Scythians: warriors of ancient Siberia 
(12%) - but the proportion of visits from those 
aged 25-34 to Sunken cities: Egypt’s lost worlds was 
comparable (16%). 

25 to 34 35 to 44 45 to 54 

Few families visited Ashurbanipal 
5% of visits to this exhibition were from families - 
on a par with Scythians: warriors of ancient Siberia 
(8%), but signifcantly lower than Sunken cities: 
Egypt’s lost worlds (12%), for which families were 
a target audience. In real numbers, it is estimated 
that 6k families visited I am Ashurbanipal: king of 
the world, king of Assyria. 

55 to 59 60 to 64 65+ 
[Base: Ashurbanipal 300; Scythians: 926; Sunken cities: 2,042] 

Please note: the small family base meant it was 
not possible to comment on the children’s free-
entry promotional ofer and whether it would 
have increased the number of family visits to I am 
Ashurbanipal: king of the world, king of Assyria. 
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  Ashurbanipal attracted specialists 
The proportion of visits to I am Ashurbanipal: king 
of the world, king of Assyria by those who reported 
specialist knowledge of the exhibition’s themes 
(16%) was higher than is typically seen for a 
temporary SEG exhibition at the British Museum. 

In comparison, 7% of those visiting Scythians: 
warriors of ancient Siberia had specialist 
knowledge, and 9% of those visiting Sunken 
cities: Egypt’s lost worlds, were specialists - both 
signifcantly lower than I am Ashurbanipal: king of 
the world, king of Assyria. 

This indicates I am Ashurbanipal: king of the 
world, king of Assyria’s themes and content were 
attractive to specialists in this subject area. This 
indicated an audience who were engaged deeply 
in the subject. 

‘How much can still be discovered/ 
researched (e.g. by translating more 
cuneiform tablets).’ Expression, Experts 

‘Seeing known objects in a fresh 
context.’ Stimulation, Experts 

Comparison of subject knowledge level to past exhibitions 

I am Ashurbanipal: king of the world, king of Assyria 

31%16% 53% 

[Base: 197] 
Scythians: warriors of ancient Siberia 

7% 33% 60% 

[Base: 562] 
Sunken cities: Egypt’s lost worlds 

9% 17% 74% 

Specialist General Little or none 

‘Good...to make a 
less known subject 
accessible to the 
general public and 
useful to a specialist in 
another area (classical 
archaeology).’ Essence, Experts 

[Base: 1,156] 

High proportion of specialists matched earlier 
SEG exhibition profiles 

This higher level of specialist knowledge is more 
comparable to earlier SEG temporary exhibitions, 
including Celts: art and identity (14%), Defning 
Beauty: the body in ancient Greek art (19%) and 
Vikings: life and legend (12%). 
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Visits made by a regular BM audience 
Museum regulars made most 
visits to I am Ashurbanipal: king 
of the world, king of Assyria. Whilst 
the current audience was largely 
domestic, a significant proportion of 
lapsed visits came from overseas. 

First-timers were in the minority. 

Around one third of the audience 
had visited at least one previous 
SEG exhibition. Most had visited 
intentionally and were aware of the 
exhibition before they arrived. 

Comparison of visit frequency to past exhibitions 

I am Ashurbanipal: king of the world, king of Assyria 

4% 68% 28% 

Scythians: warriors of the ancient world 

8% 66% 26% 

Sunken cities: Egypt’s lost worlds 

13% 30%57% 

Museum regulars made most visits 
Like many other temporary SEG exhibitions at 
the British Museum, the majority of visits to I am 
Ashurbanipal: king of the world, king of Assyria 
were made by Museum repeat visitors (96%); 
of which 68% were current visitors, and 28% 
were lapsed. This matched the visit histories of 
Scythians: warriors of ancient Siberia (92% were on 

[Base: 197] 

[Base: 562] 

First-time Current 
Had never Last visited in the 
visited before past 12 months 

a repeat visit) and Sunken cities: Egypt’s lost worlds 
(87% were on a repeat visit). 

Repeat visitors had, on average, visited the 
Museum three times in the past 12 months. 

‘I went twice to see this exhibition; 
that’s how good it was.’ Essence, Experts 

[Base: 1,156] Lapsed 
Last visited +1 
years ago 

Current audience originated in London and UK 

As is typical of the British Museum’s visit profle, 
the majority of those on a current visit to I am 
Ashurbanipal: king of the world, king of Assyria 
originated from London (45%) or the rest of the UK 
(43%). This was similar to the profle of Scythians: 
warriors of ancient Siberia’s current audience (45% 
London and 49% rest of UK) and Sunken cities: 
Egypt’s lost worlds’ audience (42% from London 
and 46% from the rest of the UK). 
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visited previous SEG exhibitions at the British 
Museum that focused on exploring past lives and

Strong visitation to Assyrian collections
Two ffhs (40%) of those who’d visited I am 

Many lapsed came from overseas 

A large proportion of I am Ashurbanipal: king 
of the world, king of Assyria’s lapsed audience 
(53%) originated overseas. This was signifcantly 
higher than the proportion of Scythians: warriors 
of ancient Siberia’s lapsed overseas audience 
(26%) or Sunken cities: Egypt’s lost worlds’ 
overseas lapsed audience (34%). This suggests the 
exhibition topic enticed overseas visitors to return 
to the Museum. 

‘Amazing, this was really worth a day trip 
from Geneva especially to see this exhibition.’ 
Expression, Self developers 

First-timers were a minority audience 
Very few frst-timers (4%) visited I am 
Ashurbanipal: king of the world, king of Assyria; a 
signifcantly lower proportion than both Scythians: 
warriors of ancient Siberia (8%) and Sunken cities: 
Egypt’s lost worlds (13%). In real numbers, this was 
approximately 5k visits. 

The proportion of frst-timers to I am Ashurbanipal: 
king of the world, king of Assyria was the lowest of 
any recent SEG exhibition; followed by Celts: art 
and identity, at 7%. 

Audience familiar with SEG exhibitions 
The audience for I am Ashurbanipal: king of the 
world, king of Assyria was quite likely to have 

social history, with the highest proportion of visits 
Ashurbanipal: king of the world, king of Assyria said to: 

• Sunken cities: Egypt’s lost worlds (36%) on Assyrian sculpture and Balawat Gates (Room 6) 
• Vikings: life and legend (36%) during their visit. 

• Scythians: warriors of ancient Siberia (35%) 

• Celts: art and identity (32%) to visit Room 9 (Assyria: Ninevah) and Room 
10 (Assyria: Lion hunts, Siege of Lachish and • Life and death in Pompeii and Herculaneum (32%) 

they had visited, or intended to visit, the gallery 

Just over one third (35%) had visited or intended 
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Khorsabad), whilst 32% had or wanted to visit 
Rooms 7-8 (Assyria: Nimrud). 

Around half (51%) said they had visited, or 
intended to visit, none of these galleries as part of 
their trip to the Museum. 

Majority visited intentionally 
Most (97%) of those who visited the exhibition 
that day had planned to do so, and just 7% did not 
know about I am Ashurbanipal: king of the world, 
king of Assyria before their visit. 

Ashurbanipal drove Museum visits 
The exhibition was the main reason 65% had 
visited the British Museum and one of the reasons 
for a further 19% of the audience. 

The proportion that said I am Ashurbanipal: king 
of the world, king of Assyria was the main reason 
they’d visited the British Museum was comparable 
to the proportion who said Scythians: warriors of 
ancient Siberia was their main reason (66%), but 
signifcantly higher than the proportion who said 
this for Sunken cities: Egypt’s lost worlds (57%). 

I am Ashurbanipal: king of the world, king of Assyria 
was the main or major reason 55% had decided to 

visit Central London, and one quarter (25%) said it 
was one of several reasons for their visit to Central 
London. 

This was similar to the proportion that said 
Scythians: warriors of ancient Siberia was their 
main/a major reason for their visiting Central 
London (61%), but was signifcantly higher than 
those that said this for Sunken cities: Egypt’s lost 
worlds (46%). 

Members made over one third of visits 
35% of those who visited I am Ashurbanipal: king 
of the world, king of Assyria were British Museum 
Members - on par with Scythians: warriors of 
ancient Siberia (31%) and signifcantly higher than 
Sunken cities: Egypt’s lost worlds (24%). 
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Intellectual motivations drove most visits 
Most visited with a main intellectual 
motivation - although emotional 
motivations were important too. 

As expected for an audience with 
specialist knowledge, there was an 
increase in those motivated to visit 
the exhibition out of professional or 
academic interest. 
Most had a main intellectual motivation 
- but emotional drivers important too 

Overall, 61% were driven to visit I am 
Ashurbanipal: king of the world, king of Assyria by 
a main intellectual motivation and 32% by a main 
emotional motivation; a profle which mirrored 
Scythians: warriors of ancient Siberia (59% main 
intellectual and 32% main emotional motivation). 

A full explanation of what we mean by visitor 
motivations and their underlying drivers is 
available in Appendix A on page 32. 

79%

67%

50%

38%

34%

28%

13%

12%

11%

Improve own knowledge 
and understanding

Gain a deeper insight 
into the subject

Personal / academic / 
professional interest in subject

13%

Reflect and contemplate

Experience awe-inspiring 
fascinating / beautiful things

To visit one of the major 
attractions in the region 

To escape or recharge 
my batteries

Stimulate my own creativity

[Base 197]

Top ten motivation statements for visiting the exhibition (all motivations) 

Spiritual
Emotional
Intellectual
Social

Travel back in time

Spend time with other people
in a nice environment
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The motivation profle for Sunken cities: Egypt’s lost 
worlds, on the other hand, was more evenly split 
between intellectual (49%) and emotional (41%) 
main motivations, meaning I am Ashurbanipal: 
king of the world, king of Assyria had a signifcantly
higher proportion of main intellectually
motivated visits.

Rest of UK and overseas driven by
intellectual motivations

Those visiting I am Ashurbanipal: king of the 
world, king of Assyria from overseas and the rest 
of the UK were most likely to have selected an 
intellectual motivation (71% and 76% respectively) 
as their main reason for visiting the exhibition. 
This indicates that visitors from further afeld were 
driven by a desire to learn.

In contrast, those originating from London were 
almost equally likely to say their main motivation 
was intellectual (42%) or emotional (46%).  

Visitors sought to improve knowledge
‘To improve my knowledge and understanding’ 
was the motivation driving the majority of visits 
to I am Ashurbanipal: king of the world, king of
Assyria. It was the most commonly selected from 
all motivations (79%) and was the statement 

selected most when respondents were asked to 
pick their main motivation for visiting (41%). 

Academic/professional interest
motivation increased
The proportion of those visiting who said they
were driven by a ‘personal/academic/professional 
interest in the subject’ (18%) was signifcantly
greater than Scythians: warriors of ancient Siberia
(10%) and comparable with Sunken cities: Egypt’s
lost worlds (16%). 

The increase in those motivated by their academic/
professional interest tallies with the greater
proportion visiting I am Ashurbanipal: king of the 
world, king of Assyria with specialist knowledge. 

Visitors wanted to gain deeper insight
The third highest main motivation statement - and 
the top emotional statement - of those visiting I 
am Ashurbanipal: king of the world, king of Assyria 
selected was ‘to gain deeper insight into the 
subject’ (14%). This main motivation was selected 
by a similar proportion of visitors to Scythians: 
warriors of ancient Siberia (16%) and Sunken cities: 
Egypt’s lost worlds (14%). 

Few visited for a social experience 

Just 5% of those that visited I am Ashurbanipal: 
king of the world, king of Assyria did so with a main 
social motivation. 
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Expert visit mode at all time high 
As intended, I am Ashurbanipal: 
king of the world, king of Assyria, 
successfully attracted a majority 
audience of Self developers and 
Art lovers. 

Whilst Self developers seek to 
improve their general knowledge, 
Art lovers are looking to engage 
with objects and achieve a deeply 
moving experience. 

The exhibition also appealed to 
Experts, who made more visits than 
is typical for an SEG exhibition. 

Self developers made most visits 
Self developers were I am Ashurbanipal: king of the 
world, king of Assyria’s largest visit mode - making 
44% of visits. This was comparable to Scythians: 
warriors of ancient Siberia (49%) but signifcantly 

An explanation of visit modes and how they are 
derived is available in Appendix B on page 33. 

higher than Sunken cities: Egypt’s lost worlds 
(36%), which instead had a higher proportion of 
visits from Art lovers (40%). 

Art lovers were second highest mode 
Art lovers were the second highest (31%) visit 
mode to I am Ashurbanipal: king of the world, 
king of Assyria. Whilst this was signifcantly lower 
than Sunken cities: Egypt’s lost worlds, it was 

comparable to Scythians: warriors of ancient 
Siberia (33%). 

Ashurbanipal appealed to Experts 
The proportion of Experts visiting I am 
Ashurbanipal: king of the world, king of Assyria 
was higher than any other recent SEG exhibition 
(14%). 4% of those visiting Scythians: warriors of 
ancient Siberia and 6% of Sunken cities: Egypt’s lost 

Visit modes compared to past exhibitions 

I am Ashurbanipal: king of the world, king of Assyria 

5%5% 44%31% 14% 

[Base: 197] 
Scythians: ancient warriors from Siberia 

8% 4%33% 4%49% 

[Base: 562] 
Sunken cities: Egypt’s lost worlds 

12% 6%40% 4%36% 

[Base: 1,156] 
Families Self developers 
Art lovers Repeat social 
Experts Sightseers 
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worlds did so in Expert mode. Making comparisons 
to other SEG exhibitions with high proportions of 
specialists, Celts: art and identity had 9% Experts 
whilst Defning Beauty: the body in ancient Greek
art had 7% of visits in this mode; both signifcantly
lower than the proportion of Experts visiting I am 
Ashurbanipal: king of the world, king of Assyria. 

Overseas audience visited in Expert mode

Those making a visit to I am Ashurbanipal: king 
of the world, king of Assyria from overseas were 
signifcantly more likely to be visiting as an Expert 
(34%) than those visiting from the UK (12%) or
London (3%). Those visiting in Expert mode visited 
from a wide variety of geographic regions. 

Family and social visit modes were low
Very few visits to were made as Family (5%), 
Repeat social visitors (5%) or Sightseers (<1%) - 
however, these were not target visit modes. 

Whilst Scythians: warriors of ancient Siberia
(8%) and Sunken cities: Egypt’s lost worlds (12%) 
had high proportions of visits from those in 
the Family mode, their proportions of Repeat 
social visitors (both 4%) and Sightseers (<1% 
and 1%, respectively) were comparable to I am 
Ashurbanipal: king of the world, king of Assyria. 



 

 

 

   
 

 
 

   
  

 

 

 

 
 

 

 

Dwell time suggests deep engagement 
The exhibition dwell time was 
slightly over the SEG 60-90 minute 
target, suggesting that visitors 
were deeply engaged with the 
exhibition’s content. 

Awareness of supporting materials 
and events was higher for I am 
Ashurbanipal: king of the world, 
king of Assyria than previous SEG 
exhibitions; with the Curators’ 
Commentary, the large-print 
exhibition text and gallery talks 
particularly popular. 

Average dwell time slightly over target 
The target dwell time for an SEG temporary 
exhibition is 60-90 minutes. The average dwell 
time for I am Ashurbanipal: king of the world, king 
of Assyria was 92 minutes - one of the highest 
average dwell times of a recent SEG exhibition and 
just two minutes over the target dwell time. 

‘A quality and well-expressed exhibition...Thank 
you. This is my second visit and of two hours.’ 
Essence, Art lovers 

Average dwell at selection exhibitions 

Sunken 
Ashurbanipal Scythians Cities 

92 mins 88 mins 74 mins 

Dwell time suggested deep engagement 

The 92 minute average dwell time for 
this exhibition suggests that those in I am 
Ashurbanipal: king of the world, king of Assyria 
were deeply engaged with its content. 

This is supported by the high proportion of 
those visiting with specialist knowledge (16%), 
in an Expert visit mode (14%) - and by the high 
satisfaction of those who visited the exhibition 
(discussed in the following chapter). 

Most said exhibition size as expected 

Just over half (53%) said the exhibition was about 
the size they had expected; 37% thought it was 
larger than expected, whilst the remaining 10% 
thought it was smaller than expected. 

Awareness of exhibition materials before/ 
during visit 

Catalogue 42% 

Large-print exhibition text 41% 

Curator’s Commentary 21% 

Hands On desk 17% 

Family labels 17% 

Large-print descriptions/images 16% 

Tactile images and braille book 6% 

Other 3% 

None of these 28% 
[Base: 197] 

More aware of Curators’ Commentary 
Awareness of supporting materials (see above) 
was similar across all three exhibitions compared 
in this report, with the exception of the large-
print text and Curators’ Commentary for which I 
am Ashurbanipal: king of the world, king of Assyria 
(21%) had signifcantly higher awareness than 
Scythians: warriors of ancient Siberia (7%). 

Please note: Curators’ Commentary was not 
available for Sunken cities: Egypt’s lost worlds. 
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Awareness of large-print text increased
Just over two ffhs (41%) were aware of the large-
print text for I am Ashurbanipal: king of the world, 
king of Assyria. In comparison, awareness of the 
large-print text was 28% for Scythians: warriors of
ancient Siberia and 23% for Sunken cities: Egypt’s
lost worlds. 

Over half alerted to Commentary by an 
exhibition label

Just over half (53%) said they found out about 
the Curators’ Commentary from a label in the 
exhibition. This possibly suggests that a high 
proportion of those in I am Ashurbanipal: king 
of the world, king of Assyria were pro-actively
looking for ways to engage more deeply with the 
exhibition content, or that there was good visibility
of the label. 

Large-print text and Commentary favoured

Uptake of the large-print text and the Curators’ 

Whilst use of the large-print exhibition text was 
comparable in I am Ashurbanipal: king of the world, 
king of Assyria and Scythians: warriors of ancient 
Siberia (12% versus 7%), it was signifcantly higher
than in Sunken cities: Egypt’s lost worlds (6%).  

Some couldn’t access Curators’ Commentary 

Some visitors commented on the additional charge 
required to download the Commentary from app 
stores, such as iTunes or Google Play. 

‘We don’t have iPhones so the option provided 
didn’t work.’ Stimulation, Experts 

‘No opportunity for people with 
Commentary by exhibition visitors had likewise 
increased. Of those visiting I am Ashurbanipal: king struggled to access the Curators’ Commentary 
of the world, king of Assyria, 5% said they used 
the Commentary during their visit (versus <1% of right type of smartphone, to play the Curators’ to engage with the text-led narrative.’ 
those visiting Scythians: warriors of ancient Siberia). 

The free-text responses revealed that some had 

because they did not have a smartphone, or the 

Commentary on.  Essence, Art lovers 

dyslexia (who do not own a smart 
phone or do not subscribe to iTunes) 
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Attendees participated in gallery talks 
and lectures 
Attendance at the I am Ashurbanipal: king of the 
world, king of Assyria gallery talks was higher 
(23%) than both comparator exhibitions; this was 
9% at Scythians: warriors of ancient Siberia and 
14% at Sunken cities: Egypt’s lost worlds. 

The uptake of lectures for I am Ashurbanipal: king 
of the world, king of Assyria was also signifcantly 
higher than at Scythians: warriors of ancient Siberia 
(18% vs 10%), but was comparable to Sunken 
cities: Egypt’s lost worlds (14%). 

Attendance at all other events for I am 
Ashurbanipal: king of the world, king of Assyria was 
similar to the two comparator exhibitions. 

Half sought to browse exhibition shop 
Of those that intended to visit the exhibition shop 
(78%), or had already visited the exhibition shop 
(93%), around half (50% and 49% respectively) 
did so to browse. 

Of those who had visited the shop during their 
visit, 44% had made a purchase, and of those that 
intended to visit, 29% said they were going to 

Events: awareness and attendance (top ten) 

Lectures 

Films 

Audio-described 
our/handling session 

Performances 

Study day 

Gallery talks 

Friday evening 
openings 

Workshops 

Family activities 

Curators 
introductions 

[Base: 197, 129] 

Aware 
Attended 

41% 
23% 

41% 

36% 

30% 

26% 

26% 

20% 

18% 

17% 

16% 
6% 

4% 

5% 

9% 

18% 

4% 

18% 

5% 

6% 

buy something. This was comparable to Scythians: 
warriors of ancient Siberia (38% made a shop 
purchase) and Sunken cities: Egypt’s lost worlds 
(39% made a shop purchase). 

Please note: barriers to visiting the shop could not 
be commented on because the base was too small 
to be robust. 
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Outcomes comparator tables 
Visitor satisfaction comparator table 

I am Ashurbanipal: Rodin and the art of Scythians: warriors Sunken cities: Celts: art and Defning beauty: Vikings: life and 
king of the world, ancient Greece of ancient Siberia Egypt’s lost worlds identity the body in ancient legend 
king of Assyria Greek art 

Layout / fow of the exhibition 

Enhanced 74% 73% 72% 78% 72% 92% 47% 

Neither 11% 15% 17% 16% 16% 5% 15% 

Detracted 15% 12% 11% 6% 12% 2% 39% 

Ambience of the exhibition space 

Enhanced 88% 85% 80% 86% 70% 91% 66% 

Neither 6% 11% 14% 9% 12% 5% 17% 

Detracted 7% 5% 5% 5% 17% 4% 16% 

Volume of visitors in the exhibition 

Enhanced 46% 49% 39% 45% 37% 80% 16% 

Neither 22% 31% 25% 31% 30% 16% 13% 

Detracted 31% 20% 37% 24% 34% 3% 71% 

 
  

 
 

  
  

 

  

 

  

[Base] [197] [630] [562] [1,156] [1,299] [154] [412] 
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I am Ashurbanipal: Rodin and the art of Scythians: warriors Sunken cities: Celts: art and Defning beauty: Vikings: life and 
king of the world, ancient Greece of ancient Siberia Egypt’s lost worlds identity the body in ancient legend 
king of Assyria Greek art 

Amount of information available 

Satisfed 89% 88% 91% 93% 85% 96% 66% 

Neither 2% 5% 3% 3% 5% 2% 17% 

Dissatisfed 9% 7% 6% 5% 10% 2% 17% 

Tone of information and the language used 

Satisfed 91% 88% 91% 92% 85% 95% -

Neither 3% 8% 5% 5% 7% 2% -

Dissatisfed 6% 4% 4% 3% 8% 2% -

Themes / storyline / narrative of the exhibition 

Satisfed 92% 89% 89% 91% 81% 93% -

Neither 4% 7% 7% 5% 8% 5% -

Dissatisfed 4% 5% 4% 4% 11% 2% -

 
  

  
  

 

  

  

  

[Base] [197] [630] [562] [1,156] [1,299] [154] [412] 
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I am Ashurbanipal: king of the world, 
king of Assyria 

Scythians: warriors of ancient Siberia Sunken cities: Egypt’s lost worlds 

Overall rating 

Excellent 71% 64% 62% 

Good 20% 27% 31% 

Fair / OK 6% 6% 5% 

Poor 3% 1% 1% 

Very poor - 2% 1% 

Propensity to recommend 

Defnitely will 72% 64% 65% 

Probably will 16% 18% 21% 

Possibly will 6% 8% 8% 

Probably not 5% 5% 4% 

Defnitely not 1% 3% 1% 

[Base] [197] [562] [1,156] 
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Exhibition delivered unexpected benefits 
A shift from intellectual to emotional 
and spiritual outcomes shows that 
visitors to the exhibition gained 
benefits from their visit that they 
weren’t expecting, and indicates 
their deep engagement with the 
exhibition themes and content. 

I am Ashurbanipal: king of the world, 
king of Assyria’s outcomes were 
similar to the previous temporary 
SEG exhibitions. 

Visitors achieved unexpected benefits 
This is good news - as these visitors unexpectedly 
achieved a main emotional or spiritual outcome 
from their visit instead. 

This meant they had arrived with a main 
intellectual motivation, but lef with a main 
emotional or spiritual outcome, having engaged 
with the exhibition more deeply than they 
expected and moving up the hierarchy of visit 
motivations. 

There was a 14 percentage point increase in those 
that experienced a main emotional outcome 
(versus motivation) and a seven percentage point 
increase in the proportion that experienced a main 
spiritual outcome (versus motivation). 

The proportion of I am Ashurbanipal: king of the 
world, king of Assyria‘s audience that experienced 
a main intellectual outcome (42%) was lower 
than the proportion that had visited with a main 
intellectual motive (61%) - a diference of minus 19 
percentage points. 

‘I felt strong and at times quite an 
emotional connection.’ 
Expression, Art lovers 

‘It felt profound.’ 
Expression, Art lovers 

‘Almost all of my senses 
were stimulated by the 
space.’Release, Self developers 

Main motivation compared to main outcome, 
and percentage point diference 

Spiritual +7% 

5% 

2% 

61% 

32% 

3% 

9% 

42% 

46% 
Emotional +14% 

Intellectual -19% 

Social -2% 

Motivation Outcome [Base: 195, 190] 

24  Stimulating the senses  March 2019  



 

 

 
 

 

  

 

 

 

 

Visitors were moved emotionally and 
felt able to reflect/contemplate 
The model to the right highlights the percentage 
point diference between each main motivation 
statement and each main outcome statement. 

It shows there was a shif in the proportion of 
visitors who felt the biggest beneft of their visit 
was that they were moved emotionally (plus 
six percentage points), were able to refect or 
contemplate (plus fve percentage points) and 
gained a deeper insight into the subject (plus four 
percentage points). 

There was also an increase in those who felt they 
had experienced awe-inspiring things (plus three 
percentage points), stimulated their own creativity 
(plus three percentage points) and felt a strong 
sense of personal connection (plus two 
percentage points). 

‘The low lighting evoked a feeling of peaceful 
contemplation.’ Expression, Experts 

The model shows there were large shifs in the 
proportion who arrived motivated to improve their 
own knowledge and pursue their professional/ 
academic/personal interest in the subject and the 
proportion that received this outcome. 

Percentage point diference between main motivations and main outcomes 

 

 

-

-

-

-

-10 -8 -6 -4 -2 0 2 4 6

Escaped or recharged batteries al
 

uti Stimulated own creativity 

pi
r

S Able to refect or contemplate 

Gained a deeper insight into the subject 

al
 Travelled back in time 

tio
n

Experienced awe-inspiring things 

m
o

E Was moved emotionally 

Felt a strong sense of personal connection 

Encouraged children’s interest in history al
 

u
te

lle
ct

In

= 

ia
l 

c
So

+3% 

+5% 

+4% 

= 

+3% 

+6% 

+2% 

= 

Improved own knowledge 

Professional / academic / personal interest 
in the subject 

Used facilities at the museum 

10% 

10% 

+1% 

Visited a major attraction in the region 2% 

Spent time with other people 2% [Base: 197] 
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 Outcomes comparable to previous 
exhibitions 
The main outcomes experienced by those visiting I 
am Ashurbanipal: king of the world, king of Assyria 
were similar to the two comparator exhibitions. 
At Scythians: warriors of ancient Siberia 46% 
experienced a main intellectual outcome, and 
42% a main emotional outcome, whilst at Sunken 
cities: Egypt’s lost worlds, 39% experienced a main 
intellectual outcome, and 50% a main 
emotional outcome. 

‘Very interesting and awe-inspiring.’ 
Perspective, Self developers 

‘Illuminating and 
educational.’ 
Stimulation, Self developers 

‘I enjoyed learning about something 
I wasn’t that familiar with and seeing 
objects I had not seen before.’ 
Enrichment, Self developers 

Main outcome compared to past exhibitions 

9% 

3% 5% 4% 

7% 

46% 

42% 

39% 

46% 

42% 

50% Emotional 

Intellectual 

Social 
Ashurbanipal Scythians Sunken 

[Base: 190, 543, 1,12cities 

4% Spiritual 

3] 

‘I feel very fortunate to 
have lived in a time and 
place where I can have 
access to such amazing 
learning and see such 
astonishing artefacts.’ 
Essence, Art lovers 
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40%

24%

24%

40%

24%

24%6

24%24%6

Highly rated and recommended 
Visitor satisfaction with the 
exhibition was very high - with the 
exhibition’s design, ambience, use of 
digital and interactive elements, and 
narrative - all highly praised. 

The exhibition was well-rated and 
recommended, and had prompted 
a significant proportion of visitors 
to the exhibition to change their 
perceptions of the British Museum. 

Ambience enhanced the visit 
experience 
I am Ashurbanipal: king of the world, king of 
Assyria’s audience was satisfed (88%) with the 
ambience. The proportion of visitors who said the 
ambience ‘strongly enhanced’ their visit (59%) 
was comparable to Sunken cities: Egypt’s lost 
worlds (56%), but signifcantly greater than the 
proportion that said this for Scythians: warriors of 
ancient Siberia (44%). 

‘Good lighting and lay-out made me feel like a 
researcher myself, thus discovering was a most 
rewarding pleasure.’ Essence, Self developers 

Visitor rating of elements of exhibition 

Layout / fow of the exhibition 

40% 34% 11% 4%11% 

Ambience of the exhibition space 

59% 29% 6% 5% 2 

Volume of visitors in exhibition 

27% 19% 22% 10% 21% 

Accessibility of exhibition 

41% 23% 26% 4%6% 

[Base: 197] 
Strongly enhanced Slightly enhanced Neither Slightly detracted Strongly detracted 

‘The lighting of the panels was 
superb.’ Stimulation, Self developers 

‘The tall space with the massive murals helped 
[me] feel like I was elsewhere.’ 
Enrichment, Art lovers 

‘Very thoughtful lighting. Dramatic 
and good to photograph.’ 
Stimulation, Art lovers 

‘I was amazed at the 
creativity of the British 
Museum staff in the 
detailed presentation 
of the man and his 
influence on history.’ 
Expression, Self developers 
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40%

24%

24%6

Crowding was an issue 

Crowding was an issue for some visitors to I am 
Ashurbanipal: king of the world, king of Assyria. 

‘Too crowded at pinch points.’ 
Enrichment, Art lovers 

Just less than one third (31%) said the number of 
people had ‘strongly’ or slightly’ detracted from 
their visit; this was similar to Scythians: warriors of 
ancient Siberia (37%) and Sunken cities: Egypt’s lost 
worlds (24%). 

Visitor rating of elements of exhibition 

Amount of information available 

Tone of information and language used 

62% 27% 2 7% 

The themes / storyline / narrative of exhibition 

60% 

High satisfaction with tone and 
information level 
The proportion who said they were ‘very satisfed’ 
with the tone of information and language used in 
I am Ashurbanipal: king of the world, king of Assyria 
(64%), was signifcantly greater than Scythians: 
warriors of ancient Siberia (56%) and Sunken cities: 
Egypt’s lost worlds (54%). 

‘Feeling elated through immersion in knowledge.’ 
Essence, Self developers 

‘I like the larger, clear labels which meant I didn’t 
have to rely on the large print guide.’ 
Enrichment, Self developers 

Visitors loved the digital features 

The free-text responses made clear the digital 
exhibition elements were highly valued - and 
96% said the digital animations projected onto 

27% 

32% 4% 

3 5% 

4%

64% 

Very satisfed Quite satisfed Neither 

sculptures in the exhibition had ‘strongly’ (85%) or 
‘slightly’ enhanced (12%) their visit. 

‘Very astonished and happy to see slowly the 
colours on the wall with scenes coming on and of, 
the display of the items, music, lights...’ 
Expression, Self developers 

‘The music and sound efects were so moving. The 
graphic projections brought it to life. Very easy to 
follow the story.’ Release, Art lovers 

‘Can’t speak highly enough about the animation/ 
overlay feature. Truly interactive learning.’ 
Essence, Self developers 

The flm ‘Preserving Iraq’s cultural heritage’ was 
also appreciated - 55% said it ‘strongly’ and 31% 
said it ‘slightly’ enhanced their visit. 

‘I found the last flm about the current situation in 
the area very moving.’ Release, Self developers 

[Base: 197] 

Not very satisfed Not at all satisfed 

Positive response to narrative 
Almost all (92%) said they were ‘very’ (60%) or 
‘quite’ (32%) satisfed with the themes/storyline/ 
narrative of I am Ashurbanipal: king of the world, 
king of Assyria. This was comparable to both 
Scythians: warriors of ancient Siberia (89%) and 
Sunken cities: Egypt’s lost worlds (91% very or 
quite satisfed). 

‘The Museum’s work in supporting 
and training Iraqi people to repair, 
conserve and discover their own 
heritage was inspiring and outward-
looking.’ Expression, Self developers 
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[Base: 177] 

35% 

8% 2 

55% 

How far pre-visit 
expectations were 
met by exhibition 

content 

Exceeded Partially met 
Fully met Hardly met 

Not at all met 

[Base: 197] 

Fair / OK 

20% 

6% 
3 

71% 

Overall rating 
of I am 

Ashurbanipal 

Excellent 
Good Poor 

Very poor 

 
 

[Base: 197] 

16% 

6% 
5% 

72% 

Likelihood to 
recommend to 
friends/family 

Defnitely will Possibly will 
Probably will Probably not 

Defnitely not 

Expectations were met or exceeded 
In total, 90% of I am Ashurbanipal: king of the 
world, king of Assyria’s audience said their pre-visit 
expectations were ‘exceeded’ or ‘fully met’ by the 
exhibition’s content - on par with both Scythians: 
warriors of ancient Siberia (87%) and Sunken cities: 
Egypt’s lost worlds (86%). 

Satisfaction was very high 
I am Ashurbanipal: king of the world, king of 
Assyria’s rating was also very high - 91% rated 
the exhibition as ‘excellent’ or ‘good’ - again 
comparable to Scythians: warriors of ancient Siberia 
(91%) and Sunken cities: Egypt’s lost worlds (93%). 

Majority would recommend 
Almost nine out of ten visitors (88%) said they 
would ‘defnitely’ or ‘probably’ recommend I am 
Ashurbanipal: king of the world, king of Assyria to 
friends and family. This was similar to Scythians: 
warriors of ancient Siberia (83%) and Sunken 
cities: Egypt’s lost worlds (93%) - although for the 
latter, the proportion who said ‘defnitely’ was 
signifcantly lower than I am Ashurbanipal: king of 
the world, king of Assyria (62% vs 72%). 
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Exhibition changed perceptions of BM 
A signifcantly greater proportion of I am 
Ashurbanipal: king of the world, king o  f Assyria’s 
audience (25%) said the exhibition had changed 
their perception of the Museum, compared to 
Scythians: warriors of ancient Siberia (17%) and 
Sunken cities: Egypt’s lost worlds (16%). 

This is in the context of the high proportion of 
current visitors to I am Ashurbanipal: king of the 
world, king o  f Assyria, who had alread  y visited 
in the past 12 months and are familiar with the 
breadth and depth of the Museum’s ofer. 

In the free-text responses, the majority said the  y 
felt the British Museum was more politically and 
socially active than they had supposed – in terms 
of safeguarding heritage, training, and educating 
– and this activity was viewed positively. 

‘

‘  I wa  s no  t awar  e o  f ho  w activ  e the 
Museum  has  been in  modern  day  
suppo  rt t  o Iraq.  ’ Essence, Self  developers 

Rol  e o  f th  e Museum
 s a  n international 

ustodian  of  history  
athe  r tha  n jus  t a 
epository.’  

xpression,  Art  lovers 

 
a
c
r
r
E

Some also said the exhibition had helped them 
appreciate the value of special exhibitions. 

‘  I now see what special exhibitions can add.’ 
Affirmation, Art lovers 

‘  I previousl  y didn’  t thin  k th  e paid 
exhibit  s wer  e wort  h th  e money  , but 
no  w  I woul  d definitel  y g  o t  o another.’ 
Expression,  Repeat  social  visitors 
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Expression & Essence were top segments 
Following the typical profile 
of British Museum visits, the 
exhibition’s two largest segments 
were Expression and Essence, 
although it had a lower proportion 
of Perspective. 

Those with general knowledge 
were most likely to be Expression - 
whilst specialists and Experts were 
most likely to be Essence. 

Essence and Expression visited most 
Essence (29%) and Expression (25%) made most 
visits to I am Ashurbanipal: king of the world, king 
of Assyria - with Stimulation coming in third (11%). 
Scythians: warriors of ancient Siberia and Sunken 
cities: Egypt’s lost worlds’ largest segments were 
also Essence (26% and 18%, respectively), and 
Expression (22% and 24%, respectively). 

A full explanation of Culture Segments is 
available in Appendix C on page 34. 

Culture Segment profle compared to past exhibitions 

I am Ashurbanipal: king of the world, king of Assyria 

9%25% 28%7%8%29% 11% 

[Base: 197] 
Scythians: warriors of ancient Siberia 

[Base: 562] 

26% 9%7%22% 35% 14% 

5%24%18% 

13% 

14%4%16% 12%6% 

Sunken cities: Egypt’s lost worlds 

[Base: 1,156] Essence Enrichment Perspective 
Expression Stimulation Entertainment 
Afrmation Release 

A drop in Perspective 
The only signifcant change to I am Ashurbanipal: 
king of the world, king o  f Assyria’s Culture Segment 
profle was lower proportion of Perspective than 
the two comparator exhibitions (9%; vs 14% 
Perspective for both Scythians: warriors of ancient 
Siberia and Sunken cities: Egypt’s lost worlds). 

Expression had general knowledg  e and 
Essence specialist knowledge 

Those with general knowledge of I am 
Ashurbanipal: king of the world, king o  f Assyria’s 
themes were most likely to be Expression (40%) 
over any other Culture Segment, whilst those with 
specialist knowledge were most likely to  
be Essence (35%). 

31  Stimulating the senses  March 2019  



  

 

 

 

 

 

 

 

  

 

 

 

 

Appendix A: Understanding motivations 
When we talk about motivations 
we are referring to the underlying 
drivers for audiences engaging 
with culture: the factors that 
encourage people to attend a place 
like the British Museum based 
on their beliefs about the benefits 
they will get. 

Understanding these motivations 
is crucial to developing audiences, 
informing everything from how 
the benefits of attending are 
communicated through to how the 
experience is delivered onsite. 

Understanding motivations 
Having asked thousands of people why they 
engage with heritage, arts and culture and 
what they hope to get from their experiences, 
we have identifed four universal drivers: social, 
intellectual, emotional and spiritual. The model 
below shows these drivers and the broad needs of 
the visitors that experience each driver. 

These motives make people set of for a visit; as 
they enter they become expectations and as they 

leave they become outcomes. This is why they are 
so important. Being able to measure motives, 
expectations and outcomes can provide deep 
insight into the visitor experience. 

Visitors can arrive at a site with any level of 
need, and if those needs are met they will have a 
satisfying visit. It is also possible for visitors to get 
unexpected benefts, or outcomes, from a visit. 
This can shape their future expectations of the 
organisation or site. 

Hierarchy of Visitor Motivation 

See museum as a: Have this driver: And they seek this from a visit: 

CHURCH SPIRITUAL 
Creative stimulation and quiet contemplation, they see 
the visit as an opportunity to escape and recharge their 
batteries, food for the soul 

SPA EMOTIONAL 
May have a personal connection to the subject matter, want 
to see fascinating things in an inspiring setting, seek 
ambience, deep sensory and intellectual experiences 

ARCHIVE INTELLECTUAL 
Keen to encourage their children’s or their own interest and 
knowledge, may have professional interest in the subject, 
seek a journey of discovery, to find out new things 

ATTRACTION SOCIAL 
See visit as an enjoyable place to spend time with friends 
and family, seek ease of access and orientation, good 
facilities and services, welcoming staff 
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Appendix B: Explaining Visit Modes 
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We know that visitors to cultural 
venues are far from homogenous. 
And an individual visitor never 
makes the same visit twice: their 
behaviour onsite varies each time 
they come, based on who they’re 
coming with and their reasons for 
visiting. 

So, at any one time there is a 
massive range of different visits 
happening in cultural venues: visitors 
with diverse needs and wants, all 
responding in different ways to the 
facilities, services and programming. 

Grouping by needs and behaviour 
Visit modes ofer a prism through which to 
understand these diverse needs, by grouping 
visitors based on key factors that drive their 
behaviour on a given visit, including their 
motivations for attending, their familiarity with the 
Museum and who they’re visiting with. 
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Appendix C: Culture Segments 
Culture Segments is a sector-
specific segmentation system for 
culture and heritage organisations 
that has been devised by 
Morris Hargreaves McIntyre 
in consultation with key sector 
organisations, including the British 
Museum. 

Culture Segments is designed to 
be more subtle, granular and 
sophisticated than other non-sector 
specific segmentation systems. This 
is because it is based on people’s 
cultural values and motivations. 
These cultural values define the 
person and frame their attitudes, 
lifestyle choices and behaviour. 

Discerning 
Confdent 
Independent 
Arts-essential 

Community 
Nurturing 
Generous 
Committed 

Active 
Experimental 
Ideas 
Social 

Self identity 
Considered 
Diligent 
Time well spent 

Tradition 
History and heritage 
Nostalgic 
Learning 

Settled 
Self-sufcient 
Focused 
Contented 

Busy 
Prioritising 
Ambitious 
Escape 

Mainstream 
Popular appeal 
Leisure 
Fun 
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Research parameters 
This study was carried out for the British Museum by 
Morris Hargreaves McIntyre. 

It was commissioned 2 October 2018. 

Target group for the research  general visitors to the 
I am Ashurbanipal: king of the world, king of Assyria 
exhibition. 

Sample size  197 surveys - 137 kiosk surveys and 60 
web surveys. 

Date of fieldwork  08/11/18 to 24/02/2019 

Sampling method visitors completed a survey on 
a touchscreen mounted in a kiosk at the exit of the 
exhibition, or emailed the survey home to complete at 
a later date. 

Data collection method  kiosk and online survey. 

Reliability of findings  based on sample size and 
population, reliability was +/- 6.98 at 50%. 

Results based on sub-groups when fndings are 
based on sub-groups, this is clearly indicated in 
the text. 

This report was prepared for the British Museum, 
March 2019 

© 2019 Morris Hargreaves McIntyre 

Images © Trustees of the British Museum 
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Australia (Sydney) office 
+61 (0) 400 123 562  
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+64 (0) 9 551 7776  
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Morris Hargreaves McIntyre is an 
international consultancy. We work 
with charities, heritage and cultural 
organisations of all sizes. 

We’re fascinated by what makes people 
and organisations tick. Our strategic 
thinking, insight and creativity transform 
how our clients see their world. 

Our clients use our work to connect more 
people, more deeply, with their causes, 
fuelling their success. 

‘There was music with special 
lighting which made me feel as if 
I had entered the Assyrian Court.’ 
Essence, Self developers 

‘The entire exhibition was 
incredible and showed a variety 
of different elements from the 
empire not normally shown.’ 
Stimulation, Experts 
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