Association of Children’s Museums Strategies fOI’ Growth & Agllity
InterActivity 2022

Play the Long Game During Times of Uncertainty

05.16.22-05.18.22 1030-1145

CHILDREN'S MUSEUM



Strategic growth is marathon, not a sprint.
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Gensler | Raleigh,NC




“Gensleris Am

The firm exemplifies how the creative mix of disciplines,
all with ‘place’ as their focus, adds richness and value to
buildings and their settings.”

—MICHAEL J.STANTON, FAIA, PRESIDENT EMERITUS, AIA
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Design Excellence

Gensler creates great places that meet and amplify
our clients’ expectations and are sensitive neighbors
in their communities. In all our work, we aim for
authenticity and an organic relationship between
concepts and uses. At the same time, we helieve in
the delight of the unexpected and the sophisticated.

At Gensler, good design is less a question of style
than of realistic and appropriate response to
project needs. We collaborate fully with clients and
consultants throughout the design process and
understand that experience is always necessary to
underwrite innovation. For us, excellence can take
any form as long asit's something the project’s
constituencies are proud of.



Focused on Mission
Oriented Cultural
Clients

Gensler puts institutional mission atthe
heart of our work for cultural clients.

From world-classlandmarksto locally-oriented resources, all our projects begin by
collaborating with our clientsto understand their goals and the constituenciesthey
serve, Our ambition is alwaysto envision the best environmentsinwhich our clients
can educate, create, display,and interact.

At the same time, we respect the importance of shared spaceswhereinstitutional
missionsintersect with public life. Gensler hasa strong track record in design and
delivery of such buildings, including their often exactingtechnical requirements.
Our success can be measured by the enhanced vitality of the institutionswe have
partnered with and their positiveimpact on communities and widerconstituencies.

Stakeholder
Engagement is
Essential

Civic and cultural nonprofit organizations
have evenmore at stake.

They haveto address the needs of a long and varied list of stakeholders with often
different agendas and viewpoints. In addition to board members, donors, patrons,
and staff, there are often, governmental agencies and policy makers, artists, and
the community at large. In addition, civic and cultural projects are almost always
very visible, inviting, and necessitating extensive solicited and unsolicited input
and a real impetus for contextual design.

Gensler isvery used to navigating these waters. We have extensive experience in
planning and facilitating visioning sessions, strategic board retreats, town halls,
and community meetings to secure broad feedback and input and build consensus
for moving forward. With the talent of more than 5,200 professionals across the
globe, Gensler has the resources and experience in-house to understand and
design the many different types of specialty spaces often housed within these
very special projects,
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Itis along race,
not a sprint

Our DNA at Gensler has always beenfocused
on buildinglong term client relationships,
rather thanprojects.

This is one of At Gensler's founding principles for our firm—it means we are here
for the long haul. We understand that with nonprofit organizations, every dollar
you spend hasto be raised and capital expenditures require consensus and often
long-term planning. We are fully aware of the ebbs and flows in raising capital and
commit to being by your side to plan and build consensus for your dream projects
and handle whatever you may need in between.

This partnership means you have our pledge to use our vast resources and
relationships ta connect our clients to other resources and partnerships to
potentially amplify their impact. We do this because we know, that our greatest
projects at Gensler come from our greatest client partnerships.



Research: The Future of Museums
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Research Roundtable in New York |

Museums have the power to excite, educate, and enlighten

but asthe 21st Century progresses, unique challenges and
opportunities for their success are emerging and reforming the
way they operate and thrive. Shifts in visitor demographics,
evolving visitor preferences for how time and money are spent
recreationally, reductions in institutional resources along with
pressures to integrate new technologies, and greater interactivity
have compelled museums to create more dynamic, memorable
experiences for visitors that secure audience loyalty and repeat
visits.

Museum programs, once entirely formally-structured/object-
centered/passively-observed, are expanding to include informally-
structured/story-centered /actively-engaged modes. Appreciation
of art and artifacts, as a fixed subject taught by experts, is
expanding to include interpretation of art and artifacts as a fluid
subject responsive to perspective.

Building on a research program launched in 2014, Bevin has been

studying how museums are innovatively engaging audiences

to create greater excitement, relevance, and operational
sustainability. Through roundtable discussions with museum
leaders and innovators in Chicago, Houston, Los Angeles, New
York, London, and Costa Rica, the research team explored how
evolutions in audience engagement are rescripting the roles of
museums in their communities. Analyzing the comprehensive
museum-going experience, from preparation and planning to post-
visit engagement, reinforces the importance of museums as social
and cultural institutions.

Bevin's most recent research focused on the visitor experience
through the eyes of the museum audience. It sought to
understand how these institutions can grow into community

hubs fulfilling the expectations of their guests to be places of that
can house and lead complex conversations, welcome all types of
people and be sources of trustworthy information.

Museum Futures

Expor ng thoc e et of mum uTs
0 d what kuch & &0 minyeat.

Museum
Experience Index™

Key Findings

Visitor ExpEctations

Museum wvisitors bring high expectations, but unstructured
intentions—they expect to be able to do everything. Visitors rarely
visit a museum with a specific itinerary in mind. Institutions need
to create spaces that support a variety of intentions, encourage
dialogue, and foster a sense of community.

tEchnology

Museums face a contradiction of expectations—visitors expect
technology integration, but also see value in a reflective, off-line
experience. Innovative technologies should be woven through
museum exhibits without compromising the authenticity and
intimacy of the visitor experience.

inclusiVity

Museums must maintain their role as safe places for all—focusing
on this responsibility will keep them relevant. Visitors expect
museums to foster an environment of inclusivity and accessibility.
Institutions that are inaccessible or don't cater to a diverse
audience are consistently ranked lower in key metrics.

3" Read more:

.com/experise/culture-museums/research-insight




Gensler Project Examples:

A Marbles: Master Plan)magiFabAdmin Office Relocation
A Kidzu:Southern Village, University Place, The Nest

A Kaleideum:New 70K SF museum

A NCMNSDino Lab and Entry Experience renovations

/A




Gensler Services Examples:
Visioning, Master Planning, Programming, Space PlanningHi&st
Architecture & Interior Design, Exhibit Design, Digital Experience Design
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Gensler Tools, Examples:
Firmwide research, visioning toolkit, programming questionnaires and
worksheets, focus groups & surveys, schedule frameworks, budget

worksheets, user mapping
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Sally Edwards
CEOQO, Marbles Kids Museum



Vision & Goal Setting



Marbles Kids Museum
Vision, Purpose and Goals for Growth




Our Mission

Marbles sparks imagination, discovery ar
learning through PLAY.

Why?
Play Is how children learn best.
ay strengthens families.

ay connects communities.
ay makes us happy.
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704,000+ people annually pmandemic.

#6 most visited attraction in NC
#1 In visitors/square foot
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Visitation Exceeds Capacity.
Need to relieve congestion.



Operating Over Capacity
Compromises our WHY.

Learning. Play. Connection. Happiness.
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CHAPEL * CARRBORDO

CHII.DREN'S MUSEUM




KIDZU
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Kidzu's first two locations served more than 220,000
visrtors from 2006 1o 2013

UNIVERSITY PLACE

-Annvual Attendance (pre-pandemic): 65,000 onsite + 5,000+
offsite outreach

—Averade # of Active Memberships: 870+

BUILDING
ON
SUCCESS




A MUSEN FOR, THE 21st (ETURY
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With focus on STEM, the arts, health + wellness and emerging literacy, Kidzu inspires
children and the adults in their lives to learn through creative and purposeful play.

To be an innovator in informal learning and a model of excellence as a
“community-centered” children’s museum - that is to serve, celebrate and reflect
the uniqueness of our region through developmentally appropriate exhibits and
programs for children and the adults who care for them.

creativity, collaboration, community, sustainability, play as lifelong learning,
research + best practices
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We W
We Built a Museum! 2...,, 0& Awards!

Gold, Best Place to Host a Birthday Party

- We Got Awesome
Reviews!
"=  —

“1 went with my cousing because it was a ralny day and once we entered they
did not want to leave. There are tons of activities for children to do and lots of
imazinative olav. It was clean and had 2 lovelv staft ™

{




Kidzu serves

70,000 visitors

i i BEYOND
Kidzu hosts
MONTHLY WEEKLY OUR
no-cost programs ﬁegetglr’::::at;el(
INSIDE classrooms Multilingual WALLS

0 U R programs
Kidzu

provides WALLS D‘d resao'::ces ® Kidzu serves more than 4,000
DAILY e kids through community events
copsrto,f,';:,':‘ ,:,f,ts:: &!\0 ? ® Kidzu brings STEM learning to
admission Miersy w Open schools and community centers
.;:.:?&::},:ﬁ:,ﬁd ;:;i:;; e Kidzu collaborates with 100+

immune systems) academic & community partners

Free Playdates
memberships
for social service

, agencies
Virtual
Museum
of online o™
learning spaces LT ™S



KIDZU CHILDREN’S MUSEUM

a catalyst for growth, innovation & learning at Chapel Hill’s Southern Gateway

125 Years of Editorial Freedom

NTHENEWS MENS LACROSSE MENS BARETRALL BOAD OF COVERNORS  TWE OC IPOST  sENAN.TLS

Che Daily Tar Heel . o

Is your trip protected? | Protect your trig for only 24

Justfly com 2
Raleigh/Durham Chapel Hill, Kidzu Continue Work Toward New
Children's Museum

1172972018, 9:S6PM

Kidzu hopes to move and expand
with the help of the Town of
Chapel Hill

Kidzu, Chapel Hill Exploring Possibility of New Facility in
Southern Village

Cheldren and parents get creative in the “Maker's Roomn”® at Kidinu Childeerr's Maneum on Senday m
Nov. 18, The museum will 5000 move 10 3 new location near Southern Village in Chapel ML N.C



MUSEUMS ARE o B
FOR THRIVING COMMUNITIES 2& U~ Sho
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growing segment of the museum N

Industry.

341 $440M 35M 5M 35%

2t ublLznd' 5> T ABndPz k K L[t 0Biditergwm@lcomed by People servedthrough G§& Lt aBLznd!
members of the ACM museums each year Lt ablLznd' 5 PNFaBEPasnd' 5 Dasfiadstps in
each year outreach each year downtown areas

Countries represented
in ACM
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What's
Weleceme! wed like to get to know you. ipe l[lllll
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lcome
here with

idzu

Children’s
Museum

LISTENING
SESSIONS 18

Saturday, July 21 9-11:00 a.m. Q
Wednesday, July 25 6-8:00 p.m. ‘
Sunday, August 5 12-2:00 p.m. b 1ina

Share your ideas with the Executive Director.

Imagine Kidzu's future in Southern Village. 5% at the new Kidzu
Refreshments will be provided, along with W Children’s Museum,
supervised play by Kidzu staff. ] <

RSVP online

www.kidzuchildrensmuseum.org
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Training
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Area Sections
LY
Soft seating/
; Shelving

Mirror  Light lab
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Zoom Meeting
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Thea Boone & Traci Cannor Carly Apple

Angle Zule Douglas MacKay Chaw Chaw Thwal

Kristin Papoi (she/hers)

Hannah Stewart
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Anlt i s of particular significance that an
long-t er m health effects,o sai d FPo&plseni or sc
Sparling , when FPG released last year's groundbreaking findings

Sparling, co -creator of the Abecedarian Approach, and colleagues have

applied updated versions of it in several countries.


http://fpg.unc.edu/profiles/joseph-j-sparling
http://fpg.unc.edu/news/high-quality-early-education-and-care-bring-health-benefits-30-years-later

0 ; KIDZU'S NEW EARLY LEARNING ENVIRONMENT

Kidzu’s Early Learning Initiative

Like the former NC statewide More at Four pre-Kindergarten initiative (now NC Pre-K) designed to provide high
quality education programs for at-risk 4 year olds, Kidzu’s More Before initiative aims to raise awareness, and
address opportunity gaps by prioritizing focus on the foundational brain development that takes place from birth
to 3 years through accessible programming at The Nest and extensive community outreach and advocacy.



GREATEST

NEEDS

#1

o Age-specific educational
resources and school
preparation

i

o Opportunities for social
connection and community
among caregivers

e Opportunities to build
parent-child connection

e Opportunities to build social
connection among infants

#5

e Structured and
unstructured play

Qur participants identified
what they believed to be the
greatest needs of infants and

their caregivers in Orange

County. Here are those
needs ranked:

#2

« Affordable learning
opportunities

#4

e Access to non-
English/bilingual
educational
opportunities/services

» Safe and creative physical
environment

« Online resources

Action Items describes, as
suggested by our participants,
how The Nest can better meet
the needs of Infants and their
careglvers as we transition into
our physical museum space.

ACTION ITEMS

Create a mmmmmwﬂm

Reach out to underrepresented fam!lias(aeninya van, advertise in

Create more free/affordable

Trained ECE staff

—

Integrate outdoor space/play

1 2 3 4 5



WHO?

Among our 16 participants, here is how

they identified:

Early childhood educator (Pre-K/Kindergarten), current or past
6

Higher education educator (university professorst+), current or past

4

Government Agency

3

Non-profit agency, independent organization

3

Early childhood researcher. current or past
2

Later childhood educator (1st grade+), current or past
1

Childhood mental health professional
¢

BARRIERS TO

ENTRY
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PORCH Chapel Hill Carrboro

5m -3
Our thanks to Kidzu Children's Museum for offering
these activity sheets to include in our food distributions
this month. Kids are encouraged to “play with their food"
by making edible character puppets — and they are

instructed to write their own book! LI

Did you know that Kidzu provides free, virtual play
groups? "The Nest” consists of guided learning
activities, integration of early literacy and STEM
activities, and a focus on caregiver and child health/
wellness. For more information, go to
kidzuchildrensmuseum.org/project/the-nest

#porchchc #chapelhilinc #neighborshelpingneighbors
#nonprofit #chapelhill #carrboro #orangecountync
#hungerheroes #nutrition #volunteers #givingback
#foodforfamilies #foodforpantries #fightinghunger
#hungerrelief #covidrelief #chccs #backtoschool
#kidzuchildrensmuseum
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News Feed Watch Marketplace Groups N t Menu

Join Kidzu for our

1®
St

ot

Kidzu Children's Museurn's new Early Leaming

aay  Environment, the Nest, is the only Orange County
S Affiliate hosting Kaleidascope Play & Learn
Supported Playgroups for chifdren ages birth - 3
and their caregivers

€ach playgroup session will consist of:

» Gusdded Warning ac

s for Infants,

nd careg
¢ early Momcy anc STEM

activitiesinto dady routines
* Connectng with other local caregivers
» A focus on caregiver and child health

and weliness

lﬁMW?-.lwe!

For more information and to registes, sl

www. kidzuchildrensmuaseum. org/

B8l STEV E Japscore ™y
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iUnete a Kidzu para_, .
an

El nuevo entorno de apeendizaje temprana de Kidou
Y Children's Museum, €l nido es el tnico afikado del
@ condado de Orange que organiza los grupos de

Juego con apayo de Kaleidoscope Play & Learn para

ninos di ¢l nacimiento hasta los 3 anosy sus

cuidadores

Cada sesién de grupo de jueges confara de:

» Activichacddes de apeeny

zaje Guindas para Defads,

Jueros y cutdadores
ackin de actividades de alfabetizacion
anay STEM an s natinas disrlas

10 semanas, Abril 7 - Junio 9
Paro tener mas infarmacion y resgistrarse, visite  ESES
www. kidzuchidrensmuseum org/profects/the-nest

680 STEV AE Jeoscors ™

-



Kaleidoscope Play and Learn Virtual Play Groups!

Kidzu’s The Nest is the only Orange County affiliate of the
Kaleidoscope Play and Learn supported Playgroups program
for children ages 0 — 3 and their caregivers. These FREE,
VIRTUAL playgroups provide infants, toddlers, and their
caregivers the chance to network with each other and learn
from our community’s early childhood experts.

raleid,
=2 Q("‘:-

# 3 N Orange County Partnership }”‘ .
Y for Young Children STEM ) KIDSCOPE

A SO S MM ERATOH
play &learr

Visit our website to register and take advantage
of these and other free resources!

Caregiver Chirps

Quick pecks for incorporating growth and development into everyday
activities. Learn, read and play using resources written and designed by
Early Childhood Professionals. Click a chirp and start lining your nest
today!

Sign up to receive fresh chirps direct to your inbox:

Caregiver Chirp: What’s in @ Name? ~

As children develop, they start to develop their sense of self, that they are individual people
separate from their parents, caregivers, and others. Having a positive sense of self gives children
(and adults!) the self-confidence to try new things and to understand the impact that their actions
have on others and the world. One of the ways children learn to have a positive sense of self and
about who they are is by hearing their name and having it used in positive ways:

Jose, | love to see your smile!

Shanda, thank you so much for helping granny put away the toys.

Ali, | noticed how you took a deep breath and tried building that tower.

Read Together!

For information on how to develop Try these book selections about What's In
relationship building routines, click this link: A Name:

Habits to Strengthen Parent/Child No David, by David Shannon
Relationship from BabyTalk Alma and How She Got Her Name, by

Juana Martinez-Neal
Play Together!

Chrysanthemum, by Kevin Henkes
My Name is Alice, by Jane E. Bayer
Try singing this fun name song together and

The Name Jar, by Yangsook Choi

remember! Toddlers love repetition! \'_\\c:d,,_,,‘ >
Click this link: The Name Game % %
CHILDREN'S MUSEUM
play & learn L

Play ond Learn curriculum.




Race/Ethnicity of 2020-2021 Playgroup Participants (n=22)

STEMEE

INNOVATION FOR INCLUSION IN EARLY EDUCATION

= Asian American/Padfic Islander = White = Hispanic/Latinx » Black or African American = Multiracial/biradial

After attending the playgroups, | am more likely tc
do STEM activities with my children at home.
After attending the playgroups, | understand the

importance of facilitating purposeful learning
opportunities.




Training
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WE NEED
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MARBLES COMMUNITY DRIVE
MASTER PLAN

Expert Consultants. Committee.
Interviews. Polls. Surveys.
Research. Sketches.
Benchmark Studies.
Stakeholder Meetings.
Focus Groups. Play Prompts.

Taking a Seat at Every Table. ‘
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tASrbleg
2025

Planning for the Next 10 Years

WHAT'S YOUR
BIG IDEA FOR THE
FUTURE OF MARBLES?

(A=

gAaRIbIC
kids museum Imagine * Discover  Learn at Marbles, a 501(c)(3) nonprofit organization.
— 201 East Hargett Street » Downtown Raleigh » www.MarblesKidsMuseum.org




COMMUNITY GROWTH PRIORITIE

s L X
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Improve Entry & Flow 'kr :

Add More Exhibits

Add Space for Programs & Event: il




WHAT PEOPLE LOVE

welcoming, inclusive, fun,
Creative, unigue programs,
family memories,
something for everyone,
lARQa @2NI RX
openended, educational




o™ Desination 2028

Marbles Identified as &ey Attractor
G. 2280 ! g NBySaa |yR LYUSNBal
Tourism Study Priorities for Marbles as a Key Attractor

A Grow visitation to support tourism goals

A Elevate stature and iconic appeal
Al 2380 Gof2010dzaGSNE¥ SEKAOATGA
A Become new architectural landmark



To realize tourism growth goals of 45% In the next 6 years,
alw.[9{ a'{¢ 9-t! b5X
0 K I-31CDA0 more visitorgach year!
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Training
Table Discussion




Off & Running
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ELEVATE the PLAY

at Marbles
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Marbles
Renovation +
Expansion

ELEVATED
PLAY
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Uh oh, HEADWINDS!
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Family Partner thru the Pandemic

FREE Virtual Learning,
Digital Content and
At-Home Play Resources

Daily Doses of Play
Playful Parenting Tips

Playto-Go Products Many small parts make a Iarge buuld sl
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Play Poster Distribution
PreK Kits for WCPSS

Remote School Support

o I Po To o Do D>

Reopened w/Lower Capacity, Advanced Ticketing, Timed Entry, Enhanced Cleaning



Marbles Learn & Play

REMOTE SCHOOL
SUPPORT PROGRAM =










Already Back at Capacity
WE NEED MORE

SPACE FOR PLA

\ 4

WE NEED
ANEWPLAN




WHAT PEOPLE LOVE
And Value Now More Than Ever

welcoming, inclusive, fun,
creative, unique programs,
family memories,
something for everyone,
lARQa @02NI RX AY
openended, educational ‘




SAME PURPOSE. NEW POSSIBILI
Emerging Hub and Spoke Strategy

HUB

Improvements

A Move Admin Offices to
Create 6k sf new Exhibi
Space

A Add Outdoor Play
A Replace Tired Exhibits

A Open Courtyard to
Nearby Park




