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informed about current science
• A list of existing science cafés and con-

tact people
• Sample press release
• Help coordinating with local public tele-

vision stations
• Video clips from the series
• Tips and help finding presenters (either

scientists from the program or
researchers in a related field)

• Comprehensive toolkit for organizing a
science café trivia night on select topics

• Evaluation surveys
• Raffle prizes for completed surveys
• Logistical and financial support

To obtain any of the resources of for
more information, go to
www.pbs.org/nova/sciencenow/involved/
cafe-host.html and e-mail Bella Desai
(bella_desai@wgbh.org).
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TTHHEE  OONNGGOOIINNGG  AASSTTCC
““NNEEWW  MMOODDEELLSS””

DDIISSCCUUSSSSIIOONN

DDaavviidd  EE..  CChheesseebbrroouugghh

It has been the privilege of Dr. Per-Edvin
Persson and me to be leading the ongo-
ing discussion of looking to new models
as we evolve our organizations to meet
the needs of our changing society and
local communities. In the previous issue
of The Informal Learning Review (no. 74)
I presented my current thoughts on how
museums might position themselves to
best serve their changing communities.

Our double session at the 2005 ASTC
Annual Conference featured case study
presentations. One session focused on
new centers that have incorporated aspects
into their new approaches that have not
been common in the field, and the second
session focused on existing organizations
that are seeking to shift their approaches
from where they have been.

Here are summaries of four of the five
case studies: Ontario Science Center,
Toronto; MOSI, Tampa; Buffalo Museum
of Science; and the Science Center of
Iowa, Des Moines.

We encourage you to visit the web sites of
the organizations to gain further insights
into their models. For example, the
Buffalo Museum of Science web site
includes the summary document for our
Strategic Concept, which is guiding our
model shift.

OOnnttaarriioo  SScciieennccee  CCeennttrree

LLeesslleeyy  LLeewwiiss

What Drove Our Change:  
In 1999, it had been five years since
there had been significant renewal of
permanent exhibition spaces. Our
“brand” of interactive engagement was
no longer unique. Without a major trans-
formation, attendance was projected to
diminish with a related impact on rev-
enues. We challenged ourselves on how
to further engage the public. We began
to speak to youth, to explore their inter-
ests. We learned that youth today are not
so different from earlier generations, and
that they want to make a difference in the

world. We met with corporations, univer-
sities, educators, researchers, and current
visitors to understand how we were
regarded and to discuss what roles we
could play in increasing public engage-
ment with science. We considered the
focus of governments on innovation and
the importance of innovation to global
competitiveness. From these seemingly
disparate threads, a vision for a new
form of engagement emerged. The
resulting “Agents of Change” campaign
has successfully raised $45.6 million. 

What We Are Trying To Accomplish With
Our New Model: 
Our focus will continue to be on science
and technology but our approach will fos-
ter creativity and innovation in a broad
array of disciplines. Our goal is to move
from being an attraction-based “place to
visit”, to being a leader in building rela-
tionships beyond the site, beyond the visit.
We want to shift our audience from visitors
to participants..    We want people of all
ages to gain confidence through our
activities, to become creative problem
solvers. We determined that physical
exhibits rarely lend themselves to the type
of flexibility required to address rapidly
changing views in science, ongoing
advances in technology. We are develop-
ing more open ended experiences for visi-
tors of all ages that will contribute to a
better understanding of research; ignite
creativity; encourage problem solving,
team work and collaboration skills; teach
the importance of risk taking; and pro-
mote science literacy. Partnerships are fun-
damental to this new approach. Our goal
is to help create and nurture a culture of
innovation in which to grow the next gen-
eration of leaders. Through diverse activi-
ties and programs we will expose people
to the attitudes, skills, networks, and tools
that will enable them to become the dri-
vers of a culture of innovation.

“Agents of Change,” which will transform
over 30% of OSC exhibition spaces, is
one step toward a broader vision.
Ultimately our goal is to significantly
increase attendance and revenues and to
reposition OSC’s image, brand and
offerings from being primarily a place for
children and families to being a centre
that engages all segments and ages of
the public with science.

Key Elements of “Agents of Change::””
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KidSpark (Phase 1 - Nov ‘03; Phase 2 -
Dec ‘04); Weston Family Innovation
Centre (Phase 1 - Mar ‘05; Phase 2 -
June ‘06); Grand Central (summer ‘06);
Telus “Exploration Plaza” (July ‘06);
www.redshiftnow.ca (Mar ‘05); DuPont
Knowledge Partnership (continuing).

Contacts:
Lesley Lewis, CEO
Lesley.Lewis@osc.on.ca; Jennifer Martin,
Director of Visitor Experience,
Jennifer.Martin@osc.on.ca; Julie Bowen,
“Agents of Change” Experience Project
Lead, Julie.Bowen@osc.on.ca;
www.ontariosciencecentre.ca; www.red-
shiftnow.ca

MMOOSSII
AA  PPoollyycchhrroommiicc  ooff  aa  SScciieennccee  CCeenntteerr  CCaammppuuss

WWiitt  OOssttrreennkkoo

What Drove Our Change:
MOSI started as a 65,000-sq.-ft. science
center across the street from a fledgling
university (University of South Florida) in
an area considered to be on the outskirts
of town with a major Busch Gardens
theme park one mile away.  The popula-
tion of Tampa Bay skyrocketed (45,000
new homes sold in 2004). The USF cam-
pus expanded to a major research uni-
versity with 43,000 students. A one-hour
drive from MOSI placed us between the
beaches of the Gulf of Mexico on the
west to Disney World on the east to
Sarasota to the south and the fastest
growing counties in the USA to the north.
What drove the change was not being
able to sustain these facilities with tradi-
tional audiences visiting exhibits and
IMAX films.

Key Elements of Our New Model:
MOSI designed a 15-year master plan,
which was just completed with five build-
ings in a campus setting on 74 acres: 1)
Science Center, 2) Center for Learning, 3)
Welcome Center, 4) Head Start, and 5)
Kids in Charge!-children’s science center.
(A dynamic web location to view the cam-
pus is at http://www.rbk-
arch.com/mosi/mosi 2005/rinder-
ing2005.htm)  A systemic–interdependent
(polychromic) approach to the physical
structures was established. Vice presidents
were responsible for the success of the
entire site in regard to programming,
marketing, retail, and resources.

Connections were made through conver-
sations, not only with the staff but the
community and the guests visiting MOSI.
The emphasis was solidly on the guests to
maximize their experience and to maxi-
mize our return from the guests monetari-
ly. The transformation occurred as the
staff put an emphasis on “learning how
MOSI learns.” MOSI learned from Roy
Shafer, from its guests, from each other,
and from the community through the use
of World Cafes (www.theworldcafe.com).
The collective learning of MOSI grew
exponentially as we learned in context to
our situation.

What Resulted from the New Model:
The first thing we learned was how to
develop more net revenue from retail
operations, memberships, IMAX films,
education programs, exhibitions, govern-
ment - from virtually everything at MOSI.
More net came from learning that doing
things the same old way was not neces-
sarily good. In some situations, “more” is
better. We currently have 3 retail stores.
Interactors began to learn from each
other. Designers learned from guests.
Families learned from each other and
from interactors. Repeat visitors were
increasing. Reputation was growing.
Cooperation was the rule in working with
the Florida Aquarium and the Lowry Park
Zoo. We each grew in attendance and
attention to 2.4 million guests among us.
The New Model is situational learning in
a polychromic way.

Contact Information:
Wit Ostrenko, President, 813-987-6304,
wostrenko@mosi.org; Vicki Ahrens,
Executive Vice President, 813-987-6371
vahrens@mosi.org; Web site
www.mosi.org

BBuuffffaalloo  MMuusseeuumm  ooff  SScciieennccee
TThhee  SScciieennccee  LLeeaarrnniinngg  CCoommmmuunniittyy

CCaarrrroollll  SSiimmoonn

What Drove Our Change:  
A number of key elements drove us to
abandon the “classic model” that had
developed in the 1980’s.  With the muse-
um located in the inner-city of a smaller
community (300,000) we had taken to dri-
ving audience through traveling exhibitions
while not reinvesting in either other parts of
our museum or in our ongoing relation-
ships.  The last 10 years have seen: (1) the

return on traveling exhibitions declined to
where most were money losers driving our
accrued deficit up despite the improvement
in gross revenues and attendance (we say
it’s all about NET now); (2) we had condi-
tioned our audience to see us as an
“attraction” only worth visiting when there
was a new show; (3) we had let all our
special assets, unique to us—our collec-
tions, scientists, and research become iso-
lated from our users and community; and
(4) we had failed to sustain or build rela-
tionships with our neighborhood, our
potential partners, and the learners inter-
ested in our core topics.

Mounting deficit operations and lack of
sense of fulfilling our mission drove us to
“abandon” the old model and look for
an entirely different approach.

What We Are Trying To Accomplish With
Our New Model:  
Tapping into colleagues whom we con-
sidered some of the best thinkers in the
field, visiting many of the more successful
museum, non-profit, and for-profit mod-
els over the course of three years we pre-
pared, with the help of Gyroscope, Inc.,
an entirely new Strategic Concept. Our
goals are: (1) to be a lifelong learning
resource; (2) to expand our earned rev-
enue by more repeat and deeper
engagements by the audiences that align
with our mission and offerings (e.g. dri-
ving our business model more through
$/learning partner/time rather than
increasing number of one-time visitors);
and (3) to become a relationship/partner-
ship based organization throughout.

Key Elements Of Our New Model:
Create a Learning Emporium at
BMS–reduce attendance fee for easy
access to all; create many open ended,
changeable environments and optional
deeper engagements, mixed with integral
retail, that would encourage a learner to
come repeatedly; to spend money as they
would like to explore a line of investiga-
tion (having many options for learning
“up-charges”); and  (2) Create the
Networked Museum—where a network of
Science Spots around the region would
provide a distributed model of service;
create new value for our learning part-
ners by having a convenient
program/retail/drop-in experience space

See “ASTC” continued on following page 
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in their neighborhood, and link the
Spots and the Hub (the museum) for
synergies back and forth. It is perceived
that the Return on Investment with the
Spots, and the flexibility will be superior
to expanding the museum to try to
increase its attractive quality (which
would increase its overhead and limit
our future financial flexibility).

Contact Information:
Carroll Simon, Deputy Director, 716-896-
5200 x332 csimon@sciencebuff.org;
David E. Chesebrough, President/CEO,
716-896-5200 x309 dchesebrough@sci-
encebuff.org; 
www.sciencebuff.org  (select Master
Planning from Home Page)

SScciieennccee  CCeenntteerr  ooff  IIoowwaa

What was the impetus behind you look-
ing to change (or design to change)
over what is the general norm in the
field? 
With plans to construct a new facility we
had a clean slate with which to begin
looking at how the Science Center of
Iowa could be more reflective of, and
responsive to, the needs of Iowans. The
project wasn’t approached from the
standpoint of what does the field do in
general, but more from a standpoint of
what process should we undertake to
best meet the needs of Iowans in infor-
mal learning. 

Is there some construct, inspiration, etc.,
which led you to the approach your orga-
nization has taken? 
Our goal was to be relevant and sus-
tainable. We spent a lot of time trying to
figure out how to put a process in place
that would be inclusive and responsive.
It was really a melding of what we
learned form our science center col-
leagues that were willing to share so
much of what they learned and more of
a for-profit approach of understanding
the needs of the community and where
SCI could meet those needs. The com-
munity had an incredible depth and
breadth of direct input into the develop-
ment of all major components of the
new Science Center of Iowa – it was
designed from the “outside in.”

Provide and overview of how your

changes have been implemented. 
We executed a comprehensive capital
campaign that included pre-opening
operating support, post-opening operat-
ing support, endowment, and future sce-
nario change-out funds in addition to
the traditional capital project. We have
scenario changes funded through the
year 2011. 

We have several layers of change that
occur from the most dramatic being
scenarios, to theater pieces, IMAX films,
star theater shows, large scale pro-
grams, pocket science, and monthly
themed weekends and ongoing special
events. On any given day a participant
can experience upwards of 30 different
programs in addition to the experience
platforms.

What evaluation of the results have you
been able to glean? 
We have only been opened for five
months, so any evaluation we offer here
is but a snapshot at this point. However,
we have performed limited intercept sur-
veys and have also collected anecdotal
information from key staff informants:
participant services, group sales, and
others who function as the first point of
contact with visitors. The overwhelming
majority of visitors enjoy the new experi-
ence platforms. Dwell time is impressive,
both at SCI overall and in each plat-
form. Participants who spend 3 or 4
hours are not uncommon. 

We have greatly broadened our audi-
ence. SCI is reaching target markets
rarely seen in the old facility:
adults/seniors and senior groups, team-
building corporate groups, church
groups, bank clubs, teenagers and
young adults are now common sights-
and they are coming in not just to see
IMAX, but to enjoy the entire facility and
attend the numerous special events that
are audience specific. 

Contact: 
Mary Sellers, President, Science Center of
Iowa, 401 S. Martin Luther king Jr.
Parkway, Des Moines, IA 50309,  (515)
274-6868, www.sciowa.org

Dr. David E. Chesebrough is President
and CEO of the Buffalo Museum of
Science, Buffalo, NY. He may be reached
at dchesebrough@sciencebuff.org.

WWHHYY  TTHHEE  GGEENNEERRAALL
PPUUBBLLIICC  DDOOEESSNN’’TT
UUNNDDEERRSSTTAANNDD
EEVVOOLLUUTTIIOONN

RRoobbeerrtt  LL..  RRuusssseellll

The controversy concerning the teaching
of evolution in the classroom reached a
decisive moment with the decision on
December 20, 2005, by a judge appoint-
ed by President George W. Bush, which
denied the suit brought by those who
wanted “intelligent design” presented as
part of the science curriculum. The analy-
sis in the judge’s brief made it clear that
religious creationism, not the desire to
present an alternative scientific theory,
motivated the lawsuit. While the role of
religious belief in such controversies is
obvious, in this article I will summarize
recent research on how attitudes toward
and understanding of scientific research,
parental attitudes, and intellectual devel-
opment may affect how a person evalu-
ates evolutionary theory.  

DDooeess  tthhee  ggeenneerraall  ppuubblliicc  uunnddeerrssttaanndd  ssccii--
eennccee  rreesseeaarrcchh  pprroocceesssseess??

Advocates of intelligent design argue that
this “theory” should be presented as a
contender for scientific “truth” alongside
the theory of evolution. Despite the long-
standing and broad debate in the media
about the teaching of evolution, it does
not appear that the general public under-
stands science well enough to appreciate
the theory and related research.
Understanding the theory of evolution
requires a grasp of fundamental ideas
such as heredity, genetic mutation, natural
selection, adaptation, and the like.  An
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Michelangelo: The Creation of Adam from
the Sistine Chapel
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