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About CREMA

CREMA¥* was a European project exploring the concept of makerspaces/creative spaces for adults in
museums. Through mapping of best practices, developing and testing innovative working methods,
this project aimed at learning how to make better use of museum collections for creative making as
part of the overall Erasmus+ lifelong learning assignment. The long-term aim of the project was to
develop improved museum services that deliver new skills and competences, which can assist adults
to stay creative throughout their lifetime. Encouraging creative and entrepreneurial spirit across
generations and developing guidelines for creative making in connection to museum collections
were among the objectives of the CREMA project.

The project was carried out by seven different European organisations: The Regional Museum of
Skane (Sweden), the Finnish Museum Association (Finland), History & Art (Denmark), the Hungarian
Open Air Museum (Hungary), Creative Museum (Latvia), Radiona Zagreb Makerspace (Croatia) and
BAM! Strategie Culturali (Italy).

This report is a compilation of the results from the project, combining and summarising the
guidelines and recommendations that were produced in the project. It is aimed at museum
educators, or anyone interested in working with creative making as a method for lifelong learning.
The intention is that it will help and inspire museums and other educational institutions to start up
their own makerspaces and offer creative activities for adults.

Written and edited by André Ivarsson and Malin Liedberg from the Regional Museum of Skane.
cremaproject.eu

*CREMA stands for CREative MAking in Lifelong Learning and was a three-year project (2019-2022)
co-funded by the Erasmus+ Programme of the European Union.

The European Commission's support for the production of this publication does not constitute an
endorsement of the contents, which reflect the views only of the authors, and the Commission cannot
be held responsible for any use which may be made of the information contained therein.
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Background

Makerspaces and the maker movement
In the CREMA project, we defined the concept "makerspace" as follows:

A makerspace is a community-based space where people meet, connect, collaborate, share,
and socialize based on their mutual and common interests in the areas of technology, new
media, hybrid and digital arts, science, innovation, arts & crafts and creativity.

Makerspaces has become increasingly popular the last few decades, as the maker
movement has expanded. The maker movement is a social movement that is focused on the
DIY (Do-It-Yourself) and DIT (Do-It-Together) philosophy of creating, modifying, and
repairing things on one's own, rather than relying on pre-made or mass-produced items. It
emphasizes the use of open-source technology, collaboration, and sharing of knowledge
and resources.

The movement is often associated with technology and tools such as 3D printers,
microcontrollers, and other electronics, but it also encompasses traditional forms of
craftsmanship such as woodworking, metalworking, and sewing. It is a diverse and
interdisciplinary community, often characterized by creativity, experimentation, and a
passion for learning new skills. Additionally, it is often seen as a way to promote innovation,
self-sufficiency, and creativity, as well as to create a sense of community among like-minded
individuals. It can also contribute to economic growth by fostering entrepreneurship, and to
promote education and lifelong learning.

There are several different kinds of makerspaces - fablabs, media labs, repair cafés, hubs
and other creative spaces, each with their own special take on creative making. What unites
them all is the focus on community and sharing of skills and knowledge.

Creative making in museums

At first glance, a museum might not seem like the obvious arena for a makerspace.
Makerspaces are self-organized communities centred around people, tools, and skills, with a
"learning by doing" mentality. Museums, on the other hand, are professional, often
academic, institutions with collections, staff, and facilities. However, in recent years, there
has been a trend in the museum sector to transform audiences into communities,
encouraging visitors to become participants.

Creative making in museums offers a remarkable opportunity for visitors to engage with art,
history, and culture in a hands-on and immersive way. It is a dynamic process that
encourages active participation, fosters personal connections, and sparks the exploration of
new ideas. By inviting individuals to become creators themselves, museums not only
broaden the traditional role of spectators but also empower them to actively shape their
own experiences.
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When visitors engage in creative making within the museum's walls, they transcend the
passive observation typically associated with traditional museum visits. Instead, they
become co-creators, actively involved in the interpretation and expression of the exhibited
works. This process of creative making cultivates a deeper understanding and appreciation
of the art and artifacts on display, as it allows visitors to delve into the artist's perspective,
techniques, and intentions.

In short, setting up a makerspace can be an effective way of activating the museum'’s
audience and creating a more inclusive atmosphere. In fact, even though the term
"makerspace" might not be familiar to museum professionals everywhere, creative spaces
and making activities have been an integral part of the museum experience for decades.

Mapping of creative spaces in museums

During February-June 2020, a mapping process of creative spaces/makerspaces primarily in
European museums and similar institutions were performed. A rather extensive survey were
sent to museums and received a total of 37 responses from 7 different countries: 9 from
Croatia, 3 from Denmark, 7 from Finland, 1 from Hungary, 9 from ltaly, 2 from Latvia and 6
from Sweden.

The aim of the mapping was to get an overview of:

* How common it is for museums to work with makerspaces, FabLabs and creative spaces in
the partner countries.

e Find good examples of methods used or learning outcomes achieved through creative
spaces.

¢ Find examples of how collections are used or made more accessible through this.

e Describe good examples of methods used for intergenerational learning, use of collections
for fostering entrepreneurship and attracting new audiences.

30 respondents reported that they have some type of maker or creative spaces on their
premises. The descriptions of the spaces and activities where quite diverse: Old/authentic
interiors, shops and workshops in museums; open workshops with clear instructions, ideas,
materials and space to work; project spaces in museums and exhibitions; makerspace with a
café; combined space for museum workers that turn into an open public space; virtual
makerspaces: mobile apps, VR productions and performances.

The results from the survey shows that hosting creative activities is very common in
museums. Judging by the answers, the most common target group for these activities are
children and families, but there are exceptions to this. Using the collections in one way or
another are not uncommon. Several respondents mentioned that they wish to further
develop their work with integrating museum objects in their creative activities. Those that
did not have a makerspace or creative space generally aspired to open one up in the near
future and several of them mentioned collaborations with traditional makerspaces in their
vicinity.
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Guidelines for museum makerspaces

About the guidelines

The guidelines in this report are based on several sources and methods: Mapping of best
practices in partner countries, results from other projects, previous experiences from
partner organisations in the CREMA project, and pilot testing.

First, information was gathered via a mapping process, where surveys were sent out to
museums and similar institutions in the partner countries regarding their work on making
activities. The results from this mapping were analysed and discussed in the project group.
The partner organisations then looked at some reports and results from relevant projects
and organisations as well as their own experience. The results of these different approaches
were put together to produce a first draft of guidelines.

Finally, the guidelines were tested on participants in a number of activities to see whether
they were suited for a museum maker space setting. They were then adjusted with the
outcomes of the test activities in mind.

Part 1: Starting up a makerspace

Plan the space and equipment to suit your needs and ambitions

Even though the term "makerspace" often brings to mind sleek, ultra-modern spaces with
high-tech equipment and tech-savvy staff, this should not be the ambition of your
organisation (unless you really want to and have the necessary resources, of course). To get
started, all you really need is a large table, some chairs, and a lot of enthusiasm. From there
you can add equipment and make adjustments depending on what kind of activities you
want to host in your space. The important thing is that your makerspace suits your
organisation's profile and conditions as well as the activities you have in mind.

Carefully choosing the actual space for your makerspace is generally more important than
deciding what equipment to put in there, at least to start with. The space should be easy to
clean, easily accessible for everyone regardless their ability, have decent ventilation, and,
perhaps most importantly: Decent lighting! When the participants in the CREMA project was
asked what they thought could be improved regarding a certain activity, better lighting was
one of the most recurring comments.

Depending on what kind of activities you plan to host, it might be beneficial if your space
has running water. An area for displaying museum objects, if you plan to include those, is a
good idea. If the space is big enough you might want to consider having a separate zone for
“messy” activities involving paint, water etc, as not to jeopardize more fragile materials

Set aside resources for staff

Tools and equipment will probably not be the most expensive part of establishing your
makerspace. Even if you aim for rather basic tools and activities, you're going to need staff.
Someone must be responsible for the space, and you need routines to keep it clean and in
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working order. You can't solely rely on the participants to put tools back in their right places
or be mindful of the safety routines.

While it is possible to provide activities without a designated workshop leader, it is strongly
recommended that there is a facilitator present whenever the space is open. This will not
only help to keep the makerspace safe and in good condition, but also enhance the
experience for the participants. A setting that is too "loose" can create uncertainty. The
facilitator should make them aware of any rules that need to be adhered to, as well as what
possibilities and activities the makerspace provides.

Make it accessible

No matter how you choose to design and equip your makerspace, you should always strive
to make it accessible even for people with varying levels of ability. The following are some
pointers on accessible design.

General setup: If possible, don't use a space with stairs, doorsteps, or narrow
corridors, nor one that's used as a passageway. Wide aisles and accessible
pathways should be provided, so that wheelchairs can move about freely.
Work surfaces should be clearly marked, accessible, and easy to clean.
Different colours or tactile signs can be used to differentiate workstations.
Remember that sufficient lighting is essential! Try to have a desk lamp or
similar at every workstation. If possible, have a quiet area for brainstorming
and discussions.

Furniture: Allow users to customize the space according to their needs by
using mobile furniture and adjustable height tables/seating. Use casters with
brakes and accessible activation - you shouldn't have to bend down to use
them. Counters must have enough space underneath for wheelchair users.
There must also be easily accessible storage for projects and supplies.

Tools and equipment: Make it easy to see what tools you have, for example by
hanging them on a tool wall on an appropriate level. Remember to provide
tools for left-handed. Computers should be equipped with assistive technology
such as trackballs, alternative keyboards, screen readers and speech-to-text
software. Sewing machines should be operable by hand for those unable to
use pedals.

Safety: Consider safety procedures for participants with different impairments
such as hearing, visual, and mobility. Use high-contrast signs and visual/audio
indicators for safety and equipment notifications. Ensure all safety equipment,
including fire alarms, fire extinguishers, and first-aid kit, are accessible to
everyone. Use high-contrasted flooring and guide bars to assist the blind and
partially sighted. Provide safety goggles and gloves in various sizes for users of
tools. Provide training materials in multiple formats for accessibility. Use
language that is not over-complicated for those with learning disabilities.
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Of course, the assumption here is that your museum/venue in general is accessible. This
means for instance that you provide ramps or elevators if needed and have accessible toilet
facilities. If not, you should start with that.

Make it social and inspiring

Remember: A makerspace is a place where people "meet, connect, collaborate, share and
socialize". They are spaces for informal learning and should have a relaxed, welcoming, and
inspiring atmosphere. Here are some suggestions:

e Decorate with “conversation pieces” such as art or unusual knick knacks! This will
not only contribute to a creative atmosphere, but also give the participants
something to talk about.

e Set the furnishing in the makerspace so that it feels natural and comfortable to
interact with one another in a reciprocal way. It should never feel like a classroom or
lecture room, since that can make the participants passive or hesitant to start
discussions. If possible, gather the participants around one table to encourage
conversation and sharing of knowledge, experience, and ideas. A round table can be
particularly suitable for smaller groups.

e If possible, have some tools and equipment visible in your maker space. This might
spark inspiration and ideas, especially in maker activities where the topic and/or
craft is not decided in advance. But don't overdo it, since to many gadgets and a
messy environment can be stressful and overwhelming for some participants.

e Make it possible for participants to deepen or enhance their interest, knowledge, or
inspiration. This can be achieved by providing books, magazines, pictures, online
searching etc.

Part 2: Hosting activities in your makerspace

Promote digital skills as well as traditional crafts to encourage intergenerational
learning

When planning and hosting maker activities, keep in mind to promote digital skills as well as
traditional crafts to counteract ageism and social exclusion. By getting generations together,
we battle prejudices between age groups and may contribute to stronger social cohesion in
our society.

The last few decades' technological advancements have come with huge possibilities, but
also contributed to the so-called "digital divide". The latter is a term used to describe the
gap between those who can fully benefit from the digital revolution, and those who, for
various reasons, cannot. Mostly, this term is used when discussing regional or socio-
economic differences in digital accessibility, but it can also refer to the older generations to
whom digital technology is not always very familiar or approachable. By making generations
come together, we could address the generational aspect of the digital divide.

At the same time, traditional arts and craftsmanship are often practised by the elderly to a
greater extent. In an increasingly digital world, these skills need to be preserved; not only
because they are part of our history and cultural heritage, but because being able to mend
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your own clothes or weave your own basket can be empowering and contribute to a more
sustainable society. When talking about the fact that Europe has an ageing population, it’s
almost always seen as a problem rather than focusing on the great resources of experience
and knowledge that the older generations possess.

Use the museums USP - the collections

The collections, be they physical or intangible, are the heart and soul of most museums.
Objects carry meaning, and there is something about authenticity that speaks to people.
Being able to come close to an authentic historical object is inspiring. Using museum
materials in creative making adds depth to the learning process, as it allows visitors to
interact with and bring new life to collections. It also allows for self-directed, intrinsically
motivated learning and can strengthen communities through the use of art, culture, and
history. Additionally, it can increase knowledge and understanding of cultural heritage and
inspire active engagement with collections.

Objects can be used to spark or enhance inspiration, creativity, and discussion amongst
participants. An object with a compelling background story can trigger the participants'
creativity. However, the lack of information of an object is not necessarily a bad thing! The
“mystery” of an object might spark curiosity and provide an opportunity for the participants
to use their imagination. Let the participants “fill in the gaps” and ponder questions such as:
Who might have owned this object? Or; Who do you think made this object?

The physical presentation and handling of museum objects can enhance enthusiasm and
conversation. For example, the use of protective cushions and archive gloves can create a
sense of awe for the objects and a feeling of sharing a special moment together. It is worth
considering how to present and handle the objects, regardless of whether they are fragile or
in need of special care.

"The method of things" - using museum objects to promote social making and bridging
generations

As previously established, makerspaces are places for social learning. It's supposed to be an
environment for collaboration and the sharing of skills. Museum collections are well suited
for this, as museum objects are excellent conversation starters as well as sources for
inspiration. Objects carry stories - not one story, but many, and their inherent properties
can mean different things for different people. As such, they can spark interesting
conversations between people from different backgrounds and generations.

When planning a making activity that is aimed at a diverse group and that includes museum
collections, it can be beneficial to start off with a conversation about the museum objects.
What meaning do they carry for the different participants? Awakening the participant’s
memories or a feeling of nostalgia is an effective way of sparking discussion and for building
bridges across generations. The sharing of memories is not only a way of getting to know
each other and to build social cohesion, but also a way to create an understanding for
different backgrounds and generations. Some objects tend to be particularly well suited for
this, such as toys, children’s clothes, an old cell phone etc.
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The group can also explore, together, how to approach a museum object in a creative way.
Try to broaden the view of the object(s) in terms of what can be created and how. For
example, showing a painting does not necessarily mean that the participants should make a
replica or even paint! Give some examples on how the object could work as inspiration for
making something specific. This will not only open up for creativity but also illustrate that
several skills can be applied and shared.

Case: Historical knitting workshop

The Museum of Copenhagen organised a historical knitting workshop, where the museum's collection
of 17th century gloves was used. A textile craftsman read the patterns of the gloves in collaboration
with the museum’s archaeologists and then developed pattern descriptions for several of them. For the
activity, the participants first saw the original gloves up close, and then knitted them themselves.

This approach creates both a personal and a historical narrative about the object produced and the
social context of the visit to the creative space. Participants not only enjoy the experience of producing
something themselves, but also relate to the personal and historical narratives of the object. This kind
of activity brings history to life and allows people to feel a human connection to the past through the
actions they make themselves. Workshops do not need to include 1:1 reproduction like the gloves, it’s
the creative process in connection to an historical object that has the potential to deepen learning and
understanding of the past.

Safe handling of collections in a public space

So how can one work with museum collections, which are often rare and fragile objects that
must be protected? When planning activities, it is important to carefully select objects and
materials that are suitable for different audiences. It might seem risky to let authentic
objects be handled by non-professionals, but experience from this project shows that most
people of all ages generally respect the objects.

We recommend categorizing museum materials into objects that can be used directly with
the public and objects that are too fragile to be handled in certain ways.

Allowing the public to handle original objects in a public setting

It is important to set clear ground rules for how the objects can be handled. This may
include issues such as whether the objects can be touched, if photos can be taken, and if
multiple people can handle the object at once. There must be clear instructions for how to
handle each object and these need to be communicated effectively. It is also important to
consider the vulnerability, rarity, and condition of the objects when allowing the public to
handle them. It is recommended that non-organic materials such as ceramics, animal bones,
glass, and metal be used for hands-on activities, and that visitors use rubber gloves and are
instructed to handle the items carefully.

Using fragile objects in a public setting

10
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When using organic and vulnerable objects in public activities, it is commonly prohibited to
touch them. Instead, display them in a way that allows close inspection and engagement
with the history and craft of the object - a "close-up" approach rather than a "hands-on".
Some fragile materials like paper and silk are not suitable for use in a public setting. If safe
handling cannot be met, use replicas made via 3D printing or CNC scanning, or by traditional
crafting methods. The main thing is that the participants should make the replica, not the
staff. The object can also serve as inspiration for other activities.

Checklist for working with fragile objects

eProvide gloves in the right sizes for the participants. It is common to use white cotton gloves, but they
are often not that well fitted, and some materials tend to get stuck in the cotton fabric and can lead to
the object being difficult to handle. Disposable plastic gloves are better because they have a tight fit
and a smoother surface.

*No large jewelry (long heavy necklaces or rings or bracelets), no key hangers around neck, no
hats/caps. Long hair must be controlled. Long wide sleeves must be rolled up and fastened.

*Moving people around the table is better than moving the object from person to person.
eDelicate objects should always stay close to the table and not be lifted.
*No fluids or foods nearby.

o|f the activity is outdoors, make sure that you have the equipment to cover the objects in case of rain
and windy weather.

Case: Embroidery workshops

For the CREMA project, the Regional Museum of Skane (Sweden) hosted several embroidery
workshops, since the museum has a huge collection of antique textiles with beautifully
embroidered patterns. Because the textiles are often very fragile, they could not be brought to
the museum's makerspace. Instead, we used the following approaches:

- Having the participants visit the collections in the museum’s depository before the creative
workshop, where they could view the objects up close without touching them and to receive a
lecture from an expert.

- Using vintage pattern in old binders from the museum's collections. The binders, being less
fragile than the textiles, could be used in the makerspace and handled by the participants with
museum staff present.

- Printing high resolution images of objects from the collection, which the workshop
participants could use as inspiration for creating their own patterns.

All three methods have their advantages, and it is recommended to use whichever suits best for
the occasion. However, allowing the participants to come close to the original objects is always

especially popular. If you can’t use original museum objects in the makerspace, consider letting

the participants visit the collections and view objects up close.

11
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Using creative making as a means for entrepreneurship and innovation in a digital
world

Generally, as a resource of quality content, museums are in an excellent position to become
a more visible player in the cultural and creative industries sector within the Creative
Europe framework. For this to happen, museum professionals need to be open to new
forms of methods and engage in partnerships with creative individuals such as makers.

So how can creative making in a museum setting promote entrepreneurship and
innovation? One approach is to utilize the possibilities of modern technology. Most
museums today have digital collections, often available online. Online collections are for the
most part not directly on display in the museum in their entirety, but because they have
been digitalized, they are easily accessible. These collections open up for new possibilities
since they can be used in several ways for different activities, digital as well as analogue.

Digitized collections can be used in numerous ways to make digital products. For example:
e|nteractive city maps

eVirtual wardrobes

*Online memory games

*\/R experiences

eOther online platforms

*3D digitization

eFacilitating tagging and keying cafes: Participants key names from old records, making them accessible
and searchable for citizens without, for instance, the ability to read old handwritings.

Online making and hackathons

Since the CREMA project took place simultaneously as the covid-19 pandemic, focus was
partly shifted from physical to digital and virtual activities, such as hackathons. A hackathon
is an event where people come together to find creative solutions to problems or projects,
often in a limited time frame and generally related to programming or software
development. This more experimental format turned out to be a great way to explore the
concept of creative making for entrepreneurship and innovation.

12
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Case: Riga IFF goes VR

In 2018, the film festival RIFF (Riga International Film Festival) introduced a VR section, which
included a hackathon for creative teams to develop prototypes of educational VR solutions for
young audiences. The Zanis Lipke Memorial, a museum in Riga, participated in organizing the
hackathon where 6 creative teams worked for 24 hours. Over the following 3 years, the winning
team worked with the Memorial to develop the Lipke Bunker VR, which was incorporated into
the Memorial as an educational program. A VR Room was created to host school groups and
equipped with necessary technology for continued development and presentation of VR
experiences. Working on the Lipke Bunker VR from the hackathon as a one-of makerspace event
to the finished product in the form of an educational program in a specially designed VR Room,
was seen by the Zanis Lipke Memorial as a pilot towards permanent makerspace in the planned
new educational centre.

Method for a successful hackathon

An average museum or heritage organisation on its own might hesitate to explore
technologies such as VR, as it would be beyond its know-how capacity. A hackathon as a
one-off makerspace event with a chance of a follow-up gives at least a shot in trying out
such experimental methods. Here is a suggestion on a step-by-step method to launch a
successful hackathon.

1 - Go for an idea that suits your organisation

Figure out what you want to achieve with the hackathon. Does your

organisation have a particular problem that needs solving, or is there a product

that it could benefit from?
2 - Define the problem and formulate a task

The hacker team or teams should be well informed on the desired outcome of
the hackathon. The organiser should set the goal, but not intervene in the
creative process.

3 - Provide resources and consultation

Provide the creative teams with resources so they can ‘hack’ the problem. This
can mean providing access to the museum’s collections and digital database
and to on-site premises. Make sure to be available for consultation.

4 - Follow up on the results

It is important to follow up on the success of a hackathon. This requires
switching the mindset from extremely short term to possibly very long term in
order to work towards an eventual end product or service.
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Creative making for people with special needs

Even if your physical makerspace ticks all the boxes regarding accessibility, it doesn't make it
accessible by default. The activities you host and how they are carried out are just as
important. Creative making is an excellent way to make your collections accessible for
people with special needs. People with visual impairments, for example, might be able to
touch (some less fragile) museum objects that they otherwise wouldn't be able to interact
with.

When working with people with special needs, it's important to not reduce them to their
disability. Treat a disabled person like you would anyone else, never talk down to or
patronise them and don't try to finish their sentences for them. Speak to them directly and
not to their companion or interpreter if they have one. There is no need to overthink
language or use of words, but it's recommended to avoid phrases like "suffers from (insert
disability)". It's generally more respectful to say "disabled people" or "people with special
needs" as a collective term, rather than "the disabled".

Creative activities for people with special needs

When planning activities for people with special needs/impairments, consider what type of
impairment or disability the activity should be suited for and adjust accordingly. Here are
some examples and tips:

Visual impairment

e Allow participants plenty of time to examine tools and museum objects with their
hands. This is called haptic perception and can provide information on an object
based on factors like surface, shape and temperature.

e Some visual impaired people can sense light, which is why adequate lighting is
important.

e Consider having a tactile floor plan of your space available. It can help visually
impaired people to move around the room.

e Machines and tools should have tactile and colour-contrasting buttons. Stickers can
help!

e The facilitator should be able to physically reach all participants in order to handle
them tools and objects. It might be advisable to arrange the group in a semi-circle.

14
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Case: "See with your hands" - Workshop for a visually impaired group

The Hungarian Open Air Museum organised a workshop for people with visual impairments, where
they made coasters with motifs inspired by objects from the museum's collection. The objects were
chosen for their tactile properties, like carved wooden utensils, embossed ceramic water pitchers
and a waffle maker in cast iron. That way, the participants could get a very clear image of the
decorative elements of the objects just by touching them.

The participants were allowed to explore the objects with their hands while an educator from the
museum informed them on the objects' function and cultural context. Inspired by the museum
objects, the participants then decorated coasters using contouring paint to make the decorations
tactile. Afterwards, the decorated coasters were vectorized and re-created using a laser cutter.

Hearing impairment

e Allow time for clarifying new words for the participants. People with a higher degree
of hearing impairment usually have a narrower vocabulary. Word cards and visual
aids like illustrations or actual objects are helpful.

e Give short, precise instructions and avoid complex sentences. Ask questions to check
in with comprehension.

e Employ sign language interpreters, preferably more than one if the activity lasts
longer than 1 hour.

e If a person is speaking to the group, they should stand still, talk at a normal pace, not
over articulate, keep eye contact, and stay in everyone's field of vision. This
facilitates lip reading.

e The participants must be able to see the facial expression of the person talking
clearly. Avoid strong backlight and remember that facial hair and face masks can
make communication difficult.

e Again, it's a good idea to arrange participants in a semi-circle, so that everyone can
see each other. Remember that a deaf person is excluded from anything that
happens outside their field of vision.

Physical disabilities

Make sure that the space is accessible as described in the chapter "Starting up a
makerspace".

Learning disabilities

e Use simple, concise, and clear language.

e Begin with specific, concrete things that can be seen or experienced by the person.

e Keep tasks simple and easy to explain with a logical cause-and-effect structure.

e Keep the program short and vary the structure.

e Avoid parallel activities and address the participants personally rather than as a
group.
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e Understand that adaptability may be less flexible for people with disabilities.
e Provide continuous motivation, positive feedback, and reinforcement throughout
the program.

Part 3: Creative making and audiences

Creative making as a tool for audience development

Creative making can be a powerful tool in order to reach, get in contact and engage with
museum audiences - if well planned. We refer here to creative making activities that could
either be organised as single events/initiatives included in the museum’s general
programme; or that could be part of a regular, continuous offer - perhaps within a dedicated
museum section or room: the makerspace.

Here are some key steps for museum professionals for planning the process through an
audience development perspective:

A) Understanding your audiences

It is recommended that your organisation plan a mix of activities that can help the
organisation build a clearer picture of who is its audience or who could potentially become
so. Every cultural organisation has an idea of its audience. In most cases though, this “idea”
of the audience is quite blurred and becomes harder to grasp when considering more
occasional or even potential crowds.

Tools for understanding audiences

Questionnaire: Keep it short and simple! Long and complex forms usually tend to gather few and low-
quality answers. There are several online survey tools available to gather and process the answers.
Choose one that suits your organisation's needs.

Interviews: Use simple and straightforward questions. Take in to account any possible cultural, social, or
psychological barrier(s) that could make the interview uncomfortable.

Focus groups: When working with focus groups, the effectiveness relies on the role of the facilitator
from your organisation. Make sure that the questions discussed within the group are relevant. Making
people comfortable and creating a safe interactive space will lead to higher quality outputs.

Segmentation and personas: Identify subgroups - segments - within the target audience, based on
demographics, location, gender, age, education etc (depending on what you want to know). Build your
segments and personas on data gathered from structured surveys rather than pure observation.

B) Setting goals and targets

When planning a maker initiative/activity your goals should be “SMART”; Specific,
Measurable, Actionable, Realistic and Timebound. This helps you to get started, follow your
progress, be in control and finish within a reasonable time.
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Goals and targets should go hand in hand and targets should be selected among your
current or potential audiences. Do not aim at reaching too many targets with a single maker
activity! You can differentiate activities basing them on different topics or collections, using
different techniques or technologies, activating multiple collaborations and partnerships.

C) Organising creative making activities

There are several aspects you need to consider in order to meet your goals and targets.
Factors like scheduling and pricing will affect who attends an activity. The choice of a
specific time for the activity can work as indirect promotion towards certain visitors.

Scheduling

The time, weekday and season of an activity can largely impact the participation of specific
target groups. Although it might vary depending on the local culture, the following are some
suggestions on scheduling for certain audiences:

e Sunday morning: families

o Weekday during working hours: elderly visitors, unemployed, students
e Weekday evening: young adults

e Weekend afternoons: tourists, visitors from nearby towns

Pricing

How much to charge for an activity (if anything) must be put in context to the expenses for
the museum or venue. For instance, does it require consumable materials, employment of
external professionals or extended opening hours? This must then be put in relation to the
expectations of the identified target group, the so-called willingness to pay. The following
are some things to keep in mind:

e The value of cultural activities tends to remain outside the classic market dynamics.

e Requiring a small payment in advance can prevent last minute cancellations by
participants.

e If you are going to involve economically challenged groups, you can either offer the
activity for free to everyone or use a mutual aid mechanism (e.g., "suspended
ticket") where those who can afford it are given the option to buy an extra ticket for
those who cannot.

e The price should be set in relation to the cost of the museum visit.

e The price should be set in line with similar activities and cultural experiences in
general offered by other museums, preferably in the same area.

e Offering free trials for new activities and promote annual or periodic subscriptions
for makerspaces might increase willingness to pay.

D) Measuring results and impacts

Measuring results and impacts is key for understanding the real outcomes of maker
activities. You need to start planning it before the activity takes place, in order to set and
activate the necessary tools: you might need to hand in a short questionnaire at the end of
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each maker session, or you might need to collect some information from participants during
the booking process.

Communication and outreach

Partner up!

Get your target group involved! Talk with them, not about them. Initiating partnerships is a
great way of getting new perspectives on your projects and reaching new audiences, and
they might be beneficial for future projects as well. It takes time to build relationships with
other organisations, but it is an investment that pays off. It is highly recommended to reach
out for organisations or associations that have a special interest for your planned activity or
to work creatively with museum collections in general.

Example:

The Regional Museum of Skane targeted associations with an interest in textile crafts, by
informing them about upcoming embroidery workshops. The members of these associations
were often highly interested and appreciative about getting an invite to work with museum
collections in creative making. They were also often keen to know if there were to be more
similar activities planned at the museum in the future. This is a suitable audience, especially
when planning a range of activities or if your organisation is planning on working with
creative making in the long term.

If possible, try to have facilitators or staff from your collaborators present at the activities
even if you have employed an external workshop leader. This makes it easier to evaluate
and improve your activity to suit your target group better next time. Hold meetings in
advance with representatives from the organisation(s) and their respective age groups or
special needs to discuss their thoughts and potential concerns.

Communication and promotion for diverse groups

It is advisable to use several channels of communication. Often, different target groups use
different channels for communicating. To reach a variety of age groups, people with special
needs etc, it is therefore advisable to use multiple platforms for reaching your potential
participants. If the organiser is a museum, it can most likely be tricky to reach younger
adults in their usual channels such as social media and website. To tackle this, try to reach
out to organisations or even individuals with a suitable network and see if they can help you
spread the word.

Promotion refers to the entire set of activities that aim to encourage users to visit, attend or
enjoy cultural offers. Here are some aspects of communication and promotion related to
creative activities aimed at adults:

e Trytoincorporate the making activities as part of the museum's narrative before as
well as after they are carried out. Telling the story of the activities carried out
through photos, participant testimonials, video tutorials etc, allows one to reach
new people, partners or even sponsors.
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Keep relations active after activities. Inform the participants on upcoming activities
or invite them to a regular visit at the museum.

When trying to reach out for audience groups to span across generations, it is highl
recommended to focus on interests and behaviour rather than tangible factors like

y

age or gender. Most interest groups and associations consist of people with a shared

interest rather than a certain age.

ble online communication

If you want your activities to be inclusive and attract a diverse audience, don't forget to

make y

our online information accessible.

Offer customizable settings (font sizes, contrast, background, etc.) for users to
choose from.

Ensure compatibility with screen readers and magnifiers for visually impaired users.

Make your platform easy to navigate for users with learning disabilities.
Provide text alternatives for audio and video content for those with hearing
impairments.

Give users the option to control audio features such as muting or adjusting volume.

Avoid using moving, flashing, or strobing images that can trigger seizures or be
disruptive.

Allow users enough time to view content, with options to extend or restart if
needed.
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Final words

Starting up a makerspace in a museum doesn’t necessarily involve lots of advanced tools
and equipment, but it requires resources, planning, and commitment. It is important to
consider the particular needs, goals, and conditions of your organisation and plan
accordingly. The activities and desired learning outcomes should be in focus, and it is better
to use your resources for staffing rather than fancy equipment and gadgets. If planned
correctly, creative making can be a way to reach new audiences, or to deepen the
relationship with already existing audiences.

Exploring the method of creative making for lifelong learning at your institution is an
investment, for the organisation as well as the community. It has the potential to be an
enriching and transformative experience that transcends traditional passive observation. It
can empower individuals to become active participants, co-creators, and interpreters of art,
history, and culture. By engaging in the process of making, visitors forge personal
connections, foster creativity, and develop a deeper appreciation for and understanding of
museum collections.

Moreover, creative making facilitates meaningful connections between individuals and the
cultural heritage on display. It allows visitors to form personal connections to the artworks
or artifacts, as they actively engage with them through their own creative process. This
hands-on approach deepens the emotional and intellectual connection to the exhibited
objects, providing a sense of ownership and relevance that extends beyond the museum
visit itself.

In addition to the individual benefits, creative making in museums can also promote social
interaction and collaboration between participants of different ages and backgrounds. It
provides opportunities for visitors to engage in shared creative experiences, fostering
dialogue, cooperation, and the exchange of ideas. By creating together, visitors can build
connections, learn from one another, and gain a broader perspective on the artifacts and
their cultural significance.
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