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Introduction
This capstone project is designed to demonstrate general strategic communication and organizational skills  
developed in the Museum Communications program and use these skills to provide a service to a cultural 
client.  The goal is to develop deliverables that can help the client, Art-Reach of Philadelphia, in their 
mission.

This project will provide a useful summary of the background and initial launch phase of the Access 
Admission program in Philadelphia, coordinated by the Art-Reach organization, and then provide data 
and related information to aid in developing a phase two plan for Art-Reach in their program.  This 
accomplished through researching community contacts and providing informational graphics to assist in 
entering the next phase of outreach for this program.  The research component focuses on the potential 
influential audience market to be used by Art-Reach to thoughtfully expand their external communications 
by targeting community service agencies and connectors as conduits to potential museum-goers.  By 
providing a list and interactive map of these community partners and service agencies, in relationship to 
museum partners, as well as contact names and geographic data, this program can market themselves into 
neighborhoods with greatest potential.  The summary data and presentation materials created through 
this project are provided to assist Art-Reach in communicating information about the program as well to 
potential funders and partners.

Overview
This Capstone project is built upon the overall knowledge gained throughout the museum communication 
curriculum.  This program of study covered a wide range of current museum issues, museum history, 
marketing, communications, audience development, management, exhibition development and more.  
Museums, as well as other arts and cultural organizations, provide for the building of a civil, educated 
society. Museums receive the benefits of non-profit status and the conventional wisdom is that they aim 
to serve the broad community as their audience. 



Client: Art-Reach
Art-Reach is a membership organization, for regional organizations in the Philadelphia area, which connects 
under-served audiences with cultural experiences so that they may enjoy the arts. Founded in 1986, Art-
Reach increases access to the arts for traditionally under-served audiences, including people with disabilities, 
at-risk youth, the economically disadvantaged, and the elderly in need. Art-Reach partners with over 125 
arts and cultural organizations and 175 human service agencies throughout the Delaware Valley. They are 
the only organization in the region solely devoted to increasing cultural participation among these diverse 
audiences.  Each year Art-Reach provides arts and cultural opportunities to over 17,000 individuals who 
would not normally have access to the arts. Through Art-Reach’s unique programs, people of all ages, 
economic backgrounds, and physical capabilities can enjoy cultural events and benefit from the richness 
of the arts. In addition, Art-Reach serves as a public resource and advocate for cultural accessibility and 
communication.

Art-Reach’s activities to make the arts more accessible are:
•	 Distributing discounted tickets to museums, cultural institutions and arts performances 
•	 Bringing the arts to constituents directly, through in-facility events
•	 Publicizing accessible artistic opportunities
•	 Serving as a resource for information on accessibility of area venues
•	 Partnering with arts and human service communities to develop ongoing programs

Program: Access Admission  
The costs associated with visiting a cultural institution have made it more challenging for museums 
to achieve economic diversity in their audiences and more challenging for individuals with economic 
disadvantages to participate in cultural activities. Access Admission empowers individuals and families 
who come from low-income households, as defined by State guidelines, to engage with arts and culture in 
Philadelphia at a rate they can afford.

Background: Client / Program
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Access Admissions is a program initiative launched in July 2014 by Art-Reach in Philadelphia, 
Pennsylvania. This initiative is supported by various community partners, and is sponsored by the Dolfinger 
McMahon Foundation, Fels Printing, Henrietta Tower Wurts Memorial, Lindback Foundation and PECO. 

Access Admission helps reduce economic barriers for visitors to partner museum sites, using the state-issued 
Access card as a unique and consistent identifier for visitors facing economic need, by providing a reduced 
admission rate to a list of partner cultural organizations. Access Admission empowers individuals and families 
who come from low-income households, as defined by State guidelines, to engage with arts and culture in 
Philadelphia at a rate they can afford. 

Progam basics:

•		Access cardholders can visit any museum partner at the rate of $2.00 per person

•		Administered by museums similarly to the ways in which students, senior citizens, and military 
professionals often show identification to receive reduced admission

•		Access cardholders are treated like any visitor to a venue, without special instruction or programming 
or content

•		Museum partners do not take on any added cost for marketing, programming, outreach or other 
overhead; their costs are embedded into their regular general operating costs

•	 Art-Reach coordinates amongst cultural partners and covers printing and marketing costs

According to the Greater Philadelphia Cultural Alliance, general arts + culture admission entrance costs to 
visitors in the Philadelphia region for typical admission (Note 1: Greater Philadelphia Cultural Alliance, 2014 Portfolio, 

accessed January 28, 2016):

•	 Median admissions cost overall for all arts + culture activities = $17.50
•	 Median admission cost for museums =  $8.25

				  
The Access Admission program seeks to lessen the financial obstacle to admision for those showing need 
and provide the same independent, flexible access to the cultural engagement as any other visitor.



Background: The Program 

Access Admission Museum /Cultural Partners

The Access Admission program launched in year one with 18 museum partners and is 
continually adding more cultural sites to the roster of options for this audience. 

•	 The Academy of Natural Sciences of Drexel University
•	 The African American Museum in Philadelphia
•	 American Swedish Historical Museum
•	 The Barnes Foundation
•	 Betsy Ross House
•	 Chanticleer Garden 
•	 Eastern State Penitentiary Historic Site
•	 Franklin Institute
•	 Grumplethorpe
•	 Franklin Square Park/Golf/Carousel
•	 Historic Christ Church & Burial Ground
•	 Independence Seaport Museum
•	 James A. Michener Art Museum
•	 Liberty 360
•	 Morris Arboretum of the University of Pennsylvania
•	 Mütter Museum of The College of Physicians of Philadelphia
•	 National Constitution Center
•	 National Liberty Museum
•	 National Museum of American Jewish History
•	 Penn Museum
•	 Pennsylvania Academy of the Fine Arts
•	 Philadelphia History Museum at the Atwater Kent
•	 Philadelphia Museum of Art
•	 Philadelphia’s Magic Gardens
•	 Physick House
•	 Please Touch Museum
•	 Shofuso Japanese House and Garden
•	 Waynesborough
•	 Woodmere Art Museum  
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What is an Access Card?
Nationally, Electronic Benefits Transfer (EBT) Cards regulate 
spending at food stores, farmers markets; they are used 
the way a standard debit card is, pulling from a pool of 
government issued resources. In Pennsylvania, Electronic 
Benefits Transfer cards are referred to as Access Cards. 
Access cardholders include those who meet low-income 
state guidelines, such as foster parents and their caregivers, 
people who are elderly, or have a disability, and those 
who qualify for cash welfare or food benefits through the 
Supplemental Nutrition Assistance Program (SNAP).    
 
Access cards serve as a uniform, easy, standard way for all 
participating museums and cultural centers to identify those 
with economic need.  No government funds from the Access 
program are used to support the program---the card serves 
as simply the identifier.

 

       Pennsylvania Access 

         Household Size & 

Qualifying Monthly Income  

n  1 person   < $1,570 

n  2 persons  < $2,125 

n  3 persons  < $2,680 

n  4 persons  < $3,234 

n  5 persons  < $3,789 

n  6 persons  < $4,344 

  (before taxes) 

(Note 2: Electronic Benefits Transfer Analysis 
Report, United States Department of 
Agriculture, Food and Nutrition)



Looking at the Museum Field 
The less enfranchised are often recognized in our society and social services agencies in terms of fair housing 
and food; however museums, libraries, and other cultural organizations provide something human and 
needed in the cultural realm, yet may not reach these same audiences. Private, tax-exempt organizations 
in the United States are deemed to be “held in trust for the public good” and that is an important factor to 
consider in the mix of museum admission pricing and promotion.  As non-profits with limited governmental 
funding, many museums and cultural institutions survive through the revenue generated from their entrance 
fees, which can be a barrier to a portion of the population. Museums can function as educational providers, 
similar to schools and libraries, as they encourage social, informal, lifelong learning.  Before looking closely 
at the Access Admission program in Philadelphia, it is beneficial to recognize how ease of financial access fits 
into existing research within the museum field, in terms of the role of the museum in informal learning and 
how entrance fees are considered within the whole. 

Caroline Lang in “The Public Access Debate” in The Responsive Museum: Working with Audiences in the 
Twenty-First Century writes, “While access was once seen as an issue relating to opening hours and disability, 
we now have become accustomed in the cultural sector to using the word to describe wider issues associated 
with the notion of barriers, borrowed from  borrowed from the social model of disability.  These may be 
intellectual, cultural, attitudinal/social, and financial and so on, as well as physical and sensory.” (Note 3: 

Caroline Lang,“The Public Access Debate” in The Responsive Museum)

In her article Museums, Public Service, 
and Funding: Today’s Conundrum, 
Tomorrow’s Partnership? museum 
scholar Anne Butterfield argues 
that museums and other cultural 
organizations should provide “for 
something” bigger in the context of 
public service and the building of a 
civil society. She mentions that the 
less enfranchised among society are 
recognized in terms of fair housing and 

  Background: Museum Studies Framework

Image 6: Visitors at the African American Museum of Philadelphia  - Philadelphia Convention 
and Visitor Bureau
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food--- and perhaps museums, libraries, and other 
cultural organizations can provide that ‘something’ 
equally human and needed in the culture realm. 
She writes that museums can be viable venues for 
expanded public service to meet community needs. 
However, she notes tension of the short-term funding 
realities and reaching a broader population. A point  
she makes that ties into the model that Access 
Admission uses a foundation: funding for many 
partner/outreach programs is put together through an 
administrative conglomerate of project grants and government contracts “repackaged” annually so then 
the stability and long-term impact on visitors is constantly under threat. Most project grants are in the one 
- three year range. She recommends that museums have a plan in place regarding how successful programs 
are integrated into daily operations and budgets. 

In looking at parental involvement with children and educational values, a report by the Learning Forward 
organization states that low-income parents hold the same attitudes about education that wealthy 
parents do. Low-income parents are less likely to attend school functions or volunteer in their children’s 
classrooms—but not because they care less about education, but because they have less access to 
educational involvement than their wealthier peers. Museums offer access to informal learning and provide 
a valued way to support healthy families. Removing barriers is one step towards brings those with need into 
these learning spaces.John Falk and Lynn Direking have researched museum visitors for years, and they note 
that most museum come in social groups (primarily as families); are of higher than average socioeconomic 
levels; and are often white, middle-class, well educated and reasonably affluent.  This is increasingly not 
representative of the wider communities in which museums live.  Are there populations being left behind?  
And what is the impact if museums services aren’t extended?  

These examples provide a quick snapshot of the tenets that support the Access Admission program---
that cultural venues address a vital human need, that museums can provide an educational value to the 
community and that long-term operational funding rather than 
program-specific funds provides stable and broad access.

Image 5: Pennsylvania Acacdemy of the Fine Arts - 
Philadelphia Convention and Visitors Bureau 



Background: Hunger and Economic Need in Philadelphia

What is the prevalence of economic need in the region?
In building a case for Art-Reach to launch the Access Admission program and to consider and plan for 
the next phase, it is important to better understand the prevalence of economic need in the region.  This 
program is based around the identification of a broad community here in Philadelphia that is under-served 
by cultural sites.  In looking at data regarding poverty and hunger, it is apparent that this population is 
growing and is a critical mass to consider.

According to the Philadelphia Coalition Against Hunger, in 2014, 479,817 people in Philadelphia and 
662,502 people in the five-county area use the Access card to help meet their food needs. Policy Director 
Kathy Fisher notes, “hunger is EVERYWHERE.”  The Philadelphia suburbs have seen the largest increases in 
applications in recent years and across the entire region, one out of seven individuals rely on the Access 
benefits. Since the start of the recession in 2007, the number of participants has doubled in Montgomery, 
Bucks and Chester counties. (Note 4: Philadelphia Coalition Against Hunger)

In addition, the Coalition Against Hunger reports:
•	 44% of households using Access have kids
•	 18% of households using Access have seniors
•	 40% of households using Access have disabled members
•	 Nearly one-third of these households are working families.

US Census Bureau, American Community Survey, 1-year estimates 2007-2013
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According to data collected by the American Community Survey, Pennsylvania is seeing a decade-long 
rise in food insecurity, supplemental nutrition assistance program participation and an increase in 
poverty across the state.  This climate represents nearly 12% of the population.  This population faces 
challenges---providing cultural and educational resources that are accessible is one way to support a 
broad sense of public good and community support.

US Census Bureau, American Community Survey, 1-year estimates 2007-2013

US Census Bureau, American Community Survey, 1-year estimates 2007-2013



The Carnegie Museums of Pittsburgh

The primary case study that was researched in preparation for this capstone was the Carnegie Museums of 
Pittsburgh (CMP) group and their use of an Electronic Benefit Transfer (EBT) Access card program in Pittsburgh, 
Pennsylvania, which launched in 2008.  This organization provided insight to Art-Reach as they prepared for the 
launch in 2014 and they provided real-world context to inform the next phase of development.  

The Carnegie Museums of Pittsburgh are comprised of the Carnegie Museum of Natural History (CMNH), the 
Andy Warhol Museum (AWM), the Carnegie Museum of Art and (CMA) the Carnegie Science Center (CSC).  The 
Access cardholders include low-income individuals and families, seniors, children and adults with mental or 
physical disabilities, and foster children and their caregivers.  Those with an Access card can enter any of these 
four museums for $1 admission charge.  The program began being marketing in 2008. 

 
Like the Access Admission program in Philadelphia, the basics of the program at the Carnegie Museums is that 
visitors who qualify under Pennsylvania law to receive an EBT Access card show this card as an identifier of 
economic need and gain access to these museums for a minimal cost, funded by the museums. An important 
administrative and logistic factor that makes this management model very different that in Philadelphia is 
that the four Pittsburgh museums already existed operating under one unifying administrative structure.  This 
certainly aided the ease of launch and management. 
 
In the early years of launching at the Carnegie Museums, Access saw tremendous growth.  The total annual 
number of visits rose from 171 in 2008 to over 50,000 in 2014. “The Access numbers alone demonstrate that 
when price is not a barrier people of all income levels, education levels and abilities visit our museum,” said 
Kitty Julian, former director of marketing for the Carnegie Museum of Natural History during an interview.  
(Note 5: Kitty Julian Phone Interview.) 

Kitty Julian and Jara Dorsey, CMA Community Outreach Specialist, were the drivers behind the program launch.  
Demographic surveys revealed that the CMA and CMNH’s 2007 audiences skewed significantly higher than 
the region at large for income and education levels.  Dorsey’s position at the CMA was specifically focused on 
finding ways to serve low-income families, African American families and young adults, as well as organizations 
that serve these communities.  Their previous programs in the early 2000s provided free memberships to low-

Background: Model for Initial Launch
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income families through partnerships with social service organizations. Participants had to visit the museum a 
certain number of times per year, attend a certain number of workshops and the children had to write essays 
about their visits. Though the program was deep, participants didn’t take to the paternalistic approach. At its 
peak, the program served only 20 families. Similar approaches were attempted, and Julian states “Low-income 
visitors don’t want conditions to their membership. There had been a long-held belief that the way you bring 
in low-income visitors is to offer enrichment that was involved so people could feel comfortable with the 
content,” said Julian of the reasoning behind previous programs. “Even though the return might be depth of 
experience, it was for very few people.”   

In 2008, the Carnegie Museums of Pittsburgh along with the Allegheny County Department of Human Services 
(ACDHS) launched their Pittsburgh-based program encouraging visitors to present their Access card and photo 
identification at the admissions desk, in order to receive $1 admission per person for up to four people. In the 
inaugural year of the program, 2,171 visitors participated in the program. Since then, participation has steadily 
risen with rigorous marketing initiatives, visits reached over 60,000 in 2014. 

Outreach initiatives included mailings through ACDHS to Access cardholders and families; fliers, and postcards 
at county offices and libraries; as well as partnerships with social workers and care providers. 

In summer of 2010, the museum conducted a survey to learn more about its Access visitors as compared to 
its full-priced family visitors. One of the key findings of the survey was: those that paid $1 admission weren’t 
getting a break from paying $15. Instead, they had not been previously coming to the museum.  In addition, 
some of the Carnegie museum conducted focus groups asking the exact same questions it had asked of full-
priced visitors in 2007. By comparing the responses of the two surveys the museums could compare what 
these family visitors want from their museum experience.  Overall, the responses showed similar needs in 
terms of the experience within the museum; further underlining that the gateway into the museum can be the 
primary focus. 

In learning from this model, Art-Reach had a viable model to develop their program.  One key difference 
include the fact that the Carnegie Museums were already operating under one umbrella, so the linguistics of 
partnership buy-in was not present. Based on the model, Art-Reach knew the potential success  
and could identify social workers and caregivers as a potential community  
for outreach and promotion.



 

 
                  ACCESS ADMISSION ATTENDANCE: 
  
Anticipated participation benchmarks:
Year 1, Sept. 2014 – Aug. 2015:              1,500 visitors
Year 2, Sept. 2015 – Aug. 2016:              5,000 visitors

Actual attendance for Year One at 18 Partnering Venues: 	
September 2014                                       1,667 visitors
October 2014                                            2,286 visitors
November 2014                                        2,503 visitors
December 2015                                        2,027 visitors
January 2015                                             2,186 visitors
February 2015                                           1,667 visitors
March 2015                                               1,509 visitors
April 2015		                  		  3,893 visitors
May 2015			                   	 3,926 visitors
June 2015		                                    	4,609 visitors
July 2015			                   	 6,862 visitors
August 2015	                                   6,527 visitors

						      41,169 TOTAL

The Project 

Access Admission Launch: Year One
Access Admission was launched by Art-Reach and immediately reached an audience in the first year that was 
expoentially larger than anticipated.  
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The Question
How to thoughtfully help Art-Reach plan for the next phase of 
Access Admission expansion and communication to new 
audiences, with limited resources? My project focused upon a 
thoughtful plan to develop new outreach contacts to continue 
to increase the reach of the organization to under served audiences, 
with a careful consideration to financial constraints and staffing options. 

Challenges
This initial quick success brought some new challenges to Art-Reach and member museum partners.   
These include:
•	 Limited funds for publications to promote the program to museums, community partners and potential 

visitors
•	 Limited data on the demographics and habits of users
•	 Multiple partners, locations, content, and a broad range of variables makes messaging generally harder to 

customize and target effectively with limited funds
•	 Desire to reach the most needy in the community and be as inclusive as possible 

Methodology and Approach
In meeting with Art-Reach, we discussed a number of possible directions to consider for the next phase of the 
program.  They were challenged with a number of staff changes, the tremendous success of their launch year, 
added costs of printing publications to meet this new demand, and a deep desire to serve those with need.  

In framing the issue, Art-Reach expressed the value of survey data to aid in reporting to museum partners and 
potential donors for the future.  Some concerns were voiced, particularly that their previous survey attempt 
had such an extremely low response rate that the results were invalid for use.  There are various obstacles 
that arise with surveying in this program. Philosophically, Art-Reach and the member venues seek to not treat 
these visitors differently in any way from other visitors, so they aren’t entering the museums in groups or 
at particular times. Visitors with high need may not have easy access or time for digital surveys. Logistically, 
there is a sense that with so many museum partners, there will be varying methods to collect and gather data 
at the point of museum entry. 

Image 7) The Franklin Institute - Philadelphia 
Convention and Visitors Bureau



The Project

Project Development:
Art-Reach expressed that they wanted to focus upon community outreach efforts and the developing an in-
teractive map.  In the early stages, I collected digital maps and collected existing data from both the Coalition 
Against Hunger and the US Census in trying to develop a thoughtful way to overlay mapping data from these 
organizations, which identified census regions with the most need.  The goal was to dive in and find small 
areas with high need and overlay that with Art-Reach data. I researched various free or low cost online map-
ping programs in order to find a simple-to-use option that might work for Art-Reach to use and update in the 
future, without needed particular design software or expertise.

Through the collection of data, it became clear that census tracts are overly unique identifiers and do not 
align well with zip code and other standard approaches used in most mapping.  In addition, my contacts from 
the Coalition Against Hunger advised me to focus on the contacts and a method for broader reach and not 
spend time finding areas of the most hunger.  They did not see that step as relevant, since hunger and need 
are pervasive throughout ALL areas of Philadelphia.  The final goal of this project became to research contact 
information for community groups in the greater Philadelphia area, develop a master contact list of communi-
ty contacts, and create a map showing how these relate geographically to Access cultural partners.

The Project Outcome:
The results of this project include the following deliverables:
•	 Access Admission Outreach Database – an excel list of 210 total community contacts: including  communi-

ty development corporations, community parks & rec centers, senior centers and libraries.
•	 Access Admission Interactive Map – a digital map, developed using the free on line service provided by 

BatchGeo.  This map appears to fits the needs for the organization.  It is interactive, allows for coding, 
searching and sorting, includes embedded details to all the collected details for each organization, is a 
responsive site and is based on the very familiar Google map interface. In addition, the site allows for the 
map to be embedded into a home website, it is easily edited, and is free.   
 - The Map link: https://batchgeo.com/map/864ca20205de33dc922a57be79471f02 
 - Editable map link:  https://batchgeo.com/map/edit/?map_id=6497645&d=a25352d8919dec074bb4fbd49c47cc94 
 - To embed map on a web site, use the following HTML: 
<p><iframe src=”//batchgeo.com/map/864ca20205de33dc922a57be79471f02” frameborder=”0” width=”100%” 
height=”550” style=”border:1px solid #aaa;”></iframe></p><p><small>View <a href=”https://batchgeo.com/map/
864ca20205de33dc922a57be79471f02”>Art-Reach Outreach Map </a> in a full screen map</small></p> 
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Strengths / Challenges 
The strengths of this project are that this format is affordable, easily editable, includes a simple user interface, 
can be embedded into the  Art-Reach site, provides details via one click, allows for sorting and  
filtering--and can be sustained with minimal effort in the future so it can grow with Art-Reach.  As  
contacts are added into the master excel spreadsheet, anyone can upload all the new excel data into the map, 
although this takes some processing time. And the interface allows for small edits within the system. This 
collected contact information can ideally build opportunities with organizations in small areas of the city.
 
The challenges are still many, but ideally this project can lead towards resolving the issues currently being 
faced.  Some of the areas for improvement are:
•	 Map data has limits due to time constraints. The data is not inclusive of all the potential community part-

ners and only includes a fraction of promising potential contacts.
•	 Many of the contacts did not have email addresses readily available for collection.  As that is one of the 

best communication strategies for Art-Reach, the locations without email will be more difficult to send 
communication.

•	 The relationship between the community sites and museum partners will take time to cultivate.
•	 Survey feedback data as well as demographics from participants is still not being collected.  This reporting 

of the experience of visitors will be crucial in fine-tuning the program and quantifiable data can assist in 
developing and convincing potential donors. 

Screen Shot of Access Admission Map 



Recommendations

Recommendations and Next Steps:

The time frame of the academic semester limits the vast scope that this project could encompass but from the 
interactive map foundation , there is a basis for the next phase to continue and to research new community 
partners and show potential donors the reach of the program.  Here are some specific recommendations:
 
•	 Research more community partners, specifically senior centers, libraries and community health centers as 

the next level of contacts.  The list is not comprehensive and will be strong with more data.
•	 Expand contacts and museum partners into New Jersey and the Families First Card Electronic Benefits 

Transfer (EBT), particularly for families in the areas closest to Philadelphia.  Approach the South Jersey     
Cultural Alliance as a potential partner.

•	 Many of the contacts did not have email addresses readily available for collection.  As that is one of the 
best communication strategies for Art-Reach, the locations without email will be more difficult to send 
communication. Work to expand active email contacts for each listing.

•	 The relationship between the community sites and museum partners will take time to cultivate.  Introduc-
tions to community partners may take time, but the potential gain to reach more Access users thorough 
existing social service networks is invaluable.

•	 Survey feedback data as well as demographics from participants is still not being collected.  This reporting 
of the experience of visitors will be crucial in fine-tuning the program and quantifiable data can assist in 
developing and convincing potential donors to assist. 

•	 In order to phase in at least more user survey data, consider creating a page link on the website with easily 
accessed fields and find ways to encourage participants to complete this following a visit.  Community part-
ners have tremendous potential to spread the word and to communicate to those in the ‘real world.’

•	 Ask museum partners for potential incentives to be raffled off to those completing website based surveys.  
Gift cards for museum stores, cafes, family memberships to selected survey participants could work well.

•	 Consider conversations with selected museum partners and ask these friends to split or understand the 
costs for items such as materials, mailings, printing, etc.  Larger institutions who can invest and include 
their logo onto rack cards and mailings can likely advocate for the value of these audiences to their site and 
can assist Art-Reach.  

•	 In the long term, Art-Reach may want to consider small fees per each cultural partner to participate in the 
shared marketing - possibly tiered or scaled based upon the size of the institutions. 
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•	 Provide small paper surveys to selected community partners and ask them to distribute and return 
them on a personal/grass roots level.

•	 Identify potential options on location for future data collection via some community partners.
 
A recent note: Beginning in 2016, unemployed PA adults without children who receive SNAP or food stamp 
benefits will be subject to a newly updated three month time limit. Pennsylvania officials say this will affect 
43 counties and up to 100,000 people. This, at first, seems like a potential big shift for users of Access 
Admissions. However people in 24 counties such as Philadelphia and Delaware, are exempt from the time 
limit because of high local unemployment rates.  It is recommended that Art-Reach continues to monitor 
the shifts in how the Access program is administered on an on-going basis.

Image 8) The Penn Musuem -   Philadelphia Convention and Visitors Bureau
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Identification	
  of	
  Current	
  Museum	
  Entrance	
  Pricing	
  for	
  some	
  Philadelphia	
  Region	
  Museums

Philadelphia	
  Museum	
  
Sample	
  List

Adult	
  (non	
  
member)

Senior	
  (65	
  
+)

Active	
  
Military

Student	
  (w	
  
ID)

Children
Children	
  
Defined

Free

Cost	
  for	
  
sample	
  
family:	
  2	
  
adults	
  +	
  2	
  
children	
  
(ages	
  8	
  +	
  6)

Academy	
  of	
  Natural	
  
Sciences	
  of	
  Drexel	
  
University

$12.00 $10.00 $10.00 $10.00 $10.00 	
  3	
  	
  -­‐	
  	
  12 3	
  &	
  under $44.00

Adventure	
  Aquarium $23.95 n/a n/a n/a $17.95 12-­‐Feb 2	
  &	
  under $83.80

Barnes	
  Foundation $18.00 $15.00 n/a $10.00 $10.00 	
  6	
  -­‐	
  17 5	
  &	
  under $56.00

Chanticleer	
  Gardens $10.00 n/a n/a n/a n/a n/a 12	
  &	
  under $20.00

James	
  A.	
  Michener	
  
Art	
  Museum

$12.50 $11.50 n/a $9.50 $6.00 	
  6	
  	
  -­‐	
  18 5	
  &	
  under $37.00

Longwood	
  Gardens $18.00 $15.00 n/a $8.00 $8.00 18-­‐May 	
  4	
  &	
  under $52.00
Mercer	
  Museum $10.00 $9.00 n/a n/a $6.00 17-­‐Jun 5	
  &	
  under $32.00
National	
  Constitution	
  
Center

$14.50 $13.00 $0.00 $13.00 $8.00 	
  4	
  -­‐	
  12 3	
  &	
  under $45.00

National	
  Liberty	
  
Museum

$7.00 $6.00 n/a $5.00 $2.00 	
  5	
  	
  -­‐	
  	
  17 5	
  &	
  under $15.00

National	
  Museum	
  of	
  	
  
American	
  Jewish	
  
History

$12.00 $11.00 $0.00 n/a $11.00 13	
  -­‐	
  21 12	
  &	
  under $24.00

Penn	
  Museum	
  of	
  
Archeology	
  &	
  
Anthropology

$10.00 $7.00 n/a $6.00 $6.00 	
  6	
  -­‐	
  17 5	
  &	
  under $32.00

Pennsylvania	
  
Academy	
  of	
  Fine	
  Arts

$15.00 $12.00 n/a $12.00 $10.00 13	
  	
  -­‐	
  18 12	
  &	
  under $30.00

Philadelphia	
  Museum	
  
of	
  Art

$16.00 $14.00 n/a $12.00 $12.00 13	
  -­‐	
  18 12	
  &	
  under $44.00

Philadelphia	
  Zoo	
  (in-­‐
season	
  rates)

$18.00 n/a n/a n/a $15.00 11-­‐Feb 2	
  &	
  	
  under $66.00

Please	
  Touch	
  
Museum

$15.00 n/a n/a n/a $15.00 n/a 1	
  &	
  under $60.00

Rosenbach	
  Museum	
  
+	
  Library

$10.00 $8.00 n/a $5.00 $5.00 5	
  &	
  under $30.00

The	
  Franklin	
  Institute $16.50 n/a $15.50 n/a $12.50 	
  3	
  	
  -­‐	
  11	
   2	
  &	
  under $58.00

Prices	
  based	
  on	
  non-­‐member	
  visitation,	
  data	
  compiled	
  from	
  each	
  museum	
  website,	
  accessed	
  on	
  November	
  28,	
  2015

 Appendix B: Museum Entrance Fee Chart



 Appendix C:  Contact Database

The master contact database consists of 211 contacts.  This 12 page excel document was provided 
digitally to Art-Reach for their use and reference.  Below is the sample format for this information:
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Image 9) Philadelphia Museum of Art  -   Philadelphia Convention and Visitors Bureau




